
How 33 Brands Build Social Signals Using 
Visual Content
A social signal works much in the same way as a vote.  However, the difference is that this vote comes 
from members of a network, much in the same way as advice comes from your family and friends. 
People are more likely to vote for something they can see, rather than something they only hear about.  
Although many businesses build their reputation through word of mouth; in 2012, visual content is the 
way businesses are choosing to expand their brand. On the net, visual content is the driving force in 
marketing that increases interest in a brand and the products or services it provides. Commonly used 
social signals include:

● Likes on Facebook or similar networking sites
● Tweets on Twitter
● Shares on Facebook
● Pins on Pinterest
● Pluses on Google+

Thanks to the World Wide Web and the development of mobile apps, sharing logos, images, videos, and 
other graphics, major growth has been ensured for some of the most popular brands in the world. 

33 Companies that Used Visual Content to Build their Social Signals
Social media has become more prevalent in today’s world of marketing and is now used worldwide 
either inclusively if not, exclusively in a marketing campaign by companies in the 21st century. This form 
of marketing is incredibly cost-effective and reaches a large audience due to the nature of social media. 
Essentially, social media is digital word-of mouth, and those are the kind of trusted and reliable types of 
information in marketing that is deemed socially beneficial or valuable. More and more companies know 
this for a fact and are attempting different ways to increase their brand popularity. One of these ways  is 
to use visual content on pages that allow easy generation of social signals. 

Here we have case studies you will love: 33 of the world’s most famous companies enjoying the benefits 
of growing their social signals using visual content.

 

 

 

 

 

 



Media
 
Case study #1: MTV

MTV is an American channel that incorporates live broadcasting with social media. One such example 
is how they allowed viewers to vote for their favorite artists by using twitter #hashtags. Their votes are 
displayed with a “Twitter tracker” which is a visually attractive real-time graph that shows  how frequent 
the nominated artists are being tweeted. It has gotten onto the trending topics several times because 
of this. When more people see their #hashtags, the more RT they get, the faster the viral effect spreads. 
It’s a kind of marketing you really can’t stop.

This shows how they use #hashtags to build viral sharing:

How people are spreading the #hashtags:

 

 



Case Study #2: BBC Worldservice
 
BBC Worldservice uses a combination of breaking news and its red banner as a way to spread their 
brand. They share their news worldwide by using shareable clips on social networking sites such as 
Twitter and YouTube. They also have a Facebook page which shares the latest events such as the 
Olympics, allowing users to like or share their content very easily.

 

 



Case Study #3: Blizzard Entertainment

Blizzard Entertainment is an American video game developer and publisher famous for games such as 
Warcraft, Starcraft, Diablo and their sequels. Visual content is most suitably used in the form of videos 
as it evokes emotion more readily as opposed to just using static print and copy advertising. Some of the 
videos they have on YouTube are essentially advertisements elegantly disguised as cinematic trailers. 
Users watch the video, “like” it, share it on different social media platforms and suddenly it becomes a 
domino effect. At the end of the day, social signals are being sent off without anyone even realising it.

Think about it - if each view was worth just under a dollar, how much potential saving is that?

SEMRush estimated an average cost of $0.97 per click for the top ten most searched keywords related 
to “World of Warcraft”. This suggests that a viewership of 14 million could potentially save the marketer  
a rough $1.37 million on an ad budget.

 



Case Study #4: The Olympic Games
As of July 27, 2012, the Olympic Games social networking site has over 3.1 million likes and 137,559 
conversations going on about the page. The Olympic games utilizes inspirational images that appeal 
to the international community to increase its visitors. Simultaneously, the Olympic games also 
encourages “call-to-actions” such as “liking” a photo support an athlete which in turn, further build 
social signals as seen below.

 

 

https://www.facebook.com/olympics
https://www.facebook.com/olympics
https://www.facebook.com/olympics


Retail
Case Study #5: My M&M’s
My M&M’s allows customizable M&Ms that can act as anniversary or birthday gifts for a loved one. 
Taking pictures that involve high personalization, people are more likely to share and like these photos 
to show their support. Other social platforms such as instagram assists Twitter in the sharing of these 
pictures in the form of retweets.

 

 

https://twitter.com/mymmscom
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Case Study #6: Zappos

The shoe company Zappos, was made hugely famous by its success in social signals on sites such as 
Facebook, Youtube and Twitter. In 2009, Zappos was awarded for the "best use of social media" by 
Abrams Research. CEO Tony Hsieh encourages his employees to use social media networks to put a 
human face on the company and engage with customers, following their core value #6: "Build Open and 
Honest Relationships With Communication.” On Zappos’ Facebook, images of their merchandise and 
occasional “meaningful quotes” are posted for customers to share and like, engaging them to 
participate and generate social signals. In short, Zappos makes visual content more personal and 
relatable to users such that they would generate more social signals such as likes and shares.

Simultaneously, the Zappos Facebook page also allows users to upload images of their beloved shoes for 
a chance to win sweepstakes prizes. Not only does this give users a chance to showcase their shoes to 
the public, it also allows other users to comment and show how much they can relate to these photos 
by way of likes or shares.

 

 

https://twitter.com/Zappos_Service/
https://twitter.com/Zappos_Service/
https://www.facebook.com/zappos
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Case Study #7: Sharpie

The world famous company Sharpie, providers of stationary and small office supplies utilizes visual 
content such as inspirational images and abstract art to boost its social signals on Facebook. 

In a content held by Sharpie, users can submit their artwork and stand a chance to be featured in 
a music video. Winners are voted through Facebook likes, meaning social signals will be constantly 
generated as long as users really want or think that another user’s artwork deserves to win.

 

 

https://www.facebook.com/Sharpie


Case Study #8: Kate Spade

Kate Spade uses pins on their site to expand their brand worldwide. These pins contain tidbits about 
world events and fashion news. Also, on each product page, you can find several call-to-actions 
that incite social signal production through way of likes, shares and tweets. This makes it incredibly 
specific and personalised to customers when it comes to online purchase. At a glance, users are able 
to determine if they want to buy the product or even tell a friend about a product that might interest 
them. Essentially, simple browsing of their catalogue can generate exponential amounts of social signals 
which mean greater exposure and greater chances of sale.

 

Similarly on their Facebook page, photos of celebrities such as Kobe Bryant and Carly Rae Jepsen are 
seen using their products acts as some kind of celebrity endorsement for Kate Spade. Liking and sharing 
these photos are basically “acceptance votes”.



Case Study #9: Groupon

Groupon has grown in popularity by posting sharable coupons on many networking websites. Its visual 
contents are straight to the point and shows the product offering along with the necessary details with 
buttons conveniently located close-by to share by email, like or tweet.

Case Study #10: Amazon

Amazon, is a major retail warehouse that was made famous by its book inventory and affordable 
prices. Now, Amazon sells everything from chairs to car parts, and its logo is easily identified by most 
people thanks to using visual content on its website and social networking sites. Similar to Katespade, 
all the buttons for social signal generation are found on the product page itself. On its Facebook page, 
visual content is used alongside with question-type copy that tries to invoke customers to participate 
in a discussion or simply just give their opinion on the subject. Not only are these social signals being 
generated, but they give the company another dimension in collecting feedback and improving 
themselves based on these comments.



Case Study #11: Old Spice

OldSpice is a prominent American brand of male grooming products. Its claim to fame is it’s “Old 
Spice Guy” (Isaiah Mustafa) featured on YouTube.com launched on July 14, 2010, making it the fastest 
growing online viral video campaign ever. This video ballooned exponentially from 6.7 million views 
after 24 hours to 23 million views 12 hours later. It’s not everyday that you see a video of a man in a 
bathroom, moving to a boat then finally to the beach riding a horse - not within 30 seconds anyway. As 
long as your content provokes thought or emotions, people are bound to share no matter how eccentric 
or ridiculous it is.

 
 

Case Study #12: Home Depot

Home Depot is an American retailer of home improvement and construction products and services. It’s 
thoroughly involved in Social Media and is renowned for its “Apron Blog” and Facebook page which aim 
to “provide the products and know-how to enable to take their dreams for their homes into their own 
hands”. Just their Facebook page alone has generated more than 750,000 “likes” and because of the 
visually aesthetic content posted almost daily, each photo garners in even more “likes and shares”

 

 



Case Study #13: Nike

Nike has been famous for its “swoosh” logo and its slogan, “Just do it”. Since then, it’s become a brand 
that suggests we’re able to overcome almost anything with Nike. All these are only possible with the 
emotive visuals they display - of people you usually don’t expect to see, to do what they’re doing. Just 
like the visual below, we won’t always see an overweight teenager jogging on the road for 5 miles, 
because they wouldn’t believe that they’d be able to do it. But with Nike - anyone can. Tell me this isn’t 
something worth sharing.

 

Case Study #14: Old Navy

Old Navy is an American clothing brand which used Pinterest and launched a ‘pin to win’ contest 
which encouraged pinning - a form of social signals that easily allows friends of users to see the types 
of images that interest the users.  On their Facebook page, users are taught how to fancify their flip-
flops using a visual guide, which promotes interaction as well as sharing. Old Navy has also cleverly used 
Facebook and its features by posting photos of their upcoming photos and inciting users to like, share 
and comment.

 

 



Case Study #15: Victoria’s Secrets

Victoria’s Secrets is well-known for its lingerie models found either on the catwalk or in magazines. In 
any case, their visual contents are always aesthetically pleasing, whether you’re male or female. These 
photos online generate easy social signals by themselves, due to their very attractive nature. As long as 
users are able to comment, like or share on the products (or the models) - they would.

 



Food and Beverage
 
Case Study #16: Whole Foods Market

Whole Foods Market, is the leader in organic and healthfoods in the United States. Despite selling 
whole foods, this company uses sharable images of their mouth-watering foods to drum up business 
and increase their popularity on the net. It is taken to another level when you show images of “How you 
can take our fresh and organic foods to turn them into delicious meals” as opposed to just “Fresh and 
organic” foods. As human beings, a large proportion of us live to eat - how can we not “like” pictures of 
food?

 

 

 

 



Case Study #17: Cadbury

Cadbury is a confectionery company which, similar to Victoria’s Secrets, subtly touches on our senses by 
giving us visual content that invokes emotion, as opposed to thinking. They’re also known for their fun 
and random commercials that include a gorilla playing the drums and two kids twitching their eyebrows 
whilst deflating a balloon in a flatulent manner. Recently, they’ve created trending visual content so that 
users are able to share and like trivia facts (such as the recent Olympic Games)

They have also previously held a campaign where they assembled a chocolate piece together that was 
broadcasted live on their Facebook page which greatly involved user participation by commenting and 
deciding on the actions of the workers assembling the chocolate piece. For example, a user can choose 
to reward a worker with tea or cake just by posting a comment. That campaign itself attracted 40,000 
likes on their page.

 

 



Case Study #18: Coca-Cola

It’s probably safe to assume that every person on Earth would be able to identify the famous Coca-Cola 
logo. Although this company is already hugely successful, a little more exposure won’t hurt. When they 
found out that many teenagers in Australia have not even tasted Coke before, they launched probably 
one of the most shareable marketing campaigns. Soon enough, social signals spread like wildfire as 
people loved the idea of “Sharing a Coke with Someone” or just narcissistically wanted to have their 
name branded on a can or bottle of Coke. 

 

 

 

 

 

 

 

 



Case Study #19: Ben and Jerry’s

Ben and Jerry’s is an American ice-cream company which holds a weekly contest for best picture of 
their ice-cream. User interaction is easily achieved as they like and share these photos which generate 
the desired amount of social signals. There are also visual instructions that teach users how they can 
get free ice-cream over twitter - spurring users to retweet and inform their friends about such an 
unbelievable deal.

 



 

Case Study #20: New Belgium

New Belgium  from its website alone newbelgium.com, you’ll quickly be able to tell at a glance that 
this quirky company sells beer and does most of its marketing through social media. It was recently 
found that on average that their Facebook fans are spending $260 annually on the company’s products. 
This suggests $50.7 million in revenue with 400,000 Facebook fans spread out across their products. 
Sometimes, visual content just has to be consistent with the company’s image and in this case - it 
worked out perfectly.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Case Study #21: Starbucks

Starbucks enjoys the added new visitors, who become frequenters, thanks to their visual content on 
YouTube and Facebook.  Sharing the logo alone seems to have a magic of its own. Starbucks has also 
colored itself green and have been justifying it by engaging in corporate social responsibility activities, 
which photos can be viewed, shared or liked on their Facebook page.

 
 

 

 



Utilities
 
Case Study #22: General Electric

General Electric, known worldwide as GE, has embraced the wonderful world of social signals by 
adding Pin, Likes, and activity buttons to its website. They also have a Facebook page which posts 
images probably most intriguing to the “Tech Geeks” or to the inquisitive minds of the general public. 
These images share a lot of facts and shares trivia that encourage user participation and social signal 
generation.

 

 

Case Study #23: MetroPCS

MetroPCS is an American mobile phone service provider. MetroPCS are most renowned for their TV 
commercial series (from 2010-2011) which features two Indians "Ranjit" and "Chad" who make fun of 
American popular culture, which received controversial reviews. Many Indians and Americans found it 
to be in bad taste and offensive, or even racist. Despite that however, sales rose up by 22% to near $1 
billion in the first quarter of 2010 during the period since the campaign started according to CBS news. It 
seems that any publicity, is truly, good publicity.

http://pinterest.com/generalelectric/
http://pinterest.com/generalelectric/
http://pinterest.com/generalelectric/


 

Case Study #24: T-Mobile

T-Mobile’s hot pink and white logo is popping up all over the place. This is due to their hugely popular 
following on the world’s largest social networking websites. T-mobile shares funny quotes, family-
friendly images and sharable trivia to build their clientele that generate the desired amounts of social 
signals.

 

 

 
 



Electronics

Case Study #25: Playstation

Playstation, arguably one of the world’s most popular brand names in the gaming industry gained much 
of its popularity through commercials and traditional print advertising. However, since the days of 
YouTube, Facebook and Twitter, Playstation’s audience has grown to include people from all over the 
world. With it being on almost every social media platform, users worldwide share info, guides or 
secrets for popular games and simultaneously like, share and retweet them to the benefit of other 
users. The visual content here that drives social signals act as an ad which leads to more informative 
content as opposed to visual content that squeeze every detail onto one page, which is probably why 
users find it so appealing to them.

 

 



Case Study #26: Blendtec

Blendtec has a growing audience of over 300,000 on YouTube, thanks to their famous channel “Will it 
Blend?” This channel showcases some of the most ridiculous things that people have ever thought of 
blended, but laughter has helped this brand grow continuously. Just watching famous and expensive 
products such as the iPad being obliterated into a blender invokes so much emotion and thought that 
the first thing you do is tell a friend or in the 21st century, “like” and “share” it. Visual content that is 
unique will always be valued, especially if you’re competing to sell blenders.

 

Case Study #27: Samsung

Samsung is the world’s most famous brand name in electronics. This company uses commercials, 
images and logo sharing to boost sales in all of its products, but mostly in its mobile devices. They have 
used viral videos to gain attention and promote their products, examples including David Beckham 
playing Beethoven O’Node using a football and putting LED lights on sheep to produce images viewed 
aerially. The key importance of these videos is not about promoting the product itself, but to have 
potentially-viral content with product placement in mind. Once again, it’s all about being unique and 
creative with visual content.



 

Case Study #28: Apple

Apple. The name is a sentence of its own. Will this brand make all other brands obsolete? It seems 
it might. Apple has enjoyed a ridiculous number of sales due to a growing popularity on the social 
networking sites such as YouTube, Facebook and Twitter The fact is however, is that Apple itself never 
does much social marketing. It is the users who engage in ‘unofficial’ social marketing through way of 
shares, like and tweets. 

Apple never releases teasers or sneakpeaks before product launching and as such, a lot of hype is 
generated amongst people as to how the product is going to look like or when it will be launched. It is 
no surprise then that users generate rumors online which gain attention (which also helps Apple with 
free advertising) and these rumors - usually fake visuals of the upcoming iPhone or iPad. No one knows 
the source of these rumors exactly but these visual rumors are arguably a great way to create 
discussions and promote content sharing among its millions of users.



 

Case Study #29: Nokia

Nokia is one of the oldest mobile phone companies around. Yet unlike other phone manufacturers, 
they are far from going bust. Nokia has increased their popularity by using video content on YouTube 
as well as shareable tidbits on social networking websites. However, Nokia has also been known to 
produce the toughest and most durable phones in the industry that even memes have been created to 
acknowledge this fact. Nokia might or might not be aware of this fact, but creating visual imagery that 
conveys humour and fact to the audience would definitely spark off many social signals.



 
 

 

 

 

 

 

 

 

 

 

 

 

 



Travel 
 
Case Study #30: KLM UK

KLM  UK is an airlines that operates out of the UK. This company was founded in 1919 and gained its 
pre-net popularity through word-of-mouth and yellow page advertisements. Now it’s building its brand 
using Facebook. Currently KLM uses images and games for sharing on its page.
 

One of its campaigns (Meet and seat), allows passengers to link their social media profile with their login 
information and choose a seating partner according to their profile. Passengers can choose to sit with a 
potential business partner, a fan of the same football club or even with their future spouse.

 

https://www.facebook.com/klmuk
https://www.facebook.com/klmuk
https://www.facebook.com/klmuk


 

Case Study #31: American Airlines

American Airlines this company has struggled since the tragic events of September 11, 2001. However, 
social networking sites have helped this company to have a resurgence in its number of customers. 
Some deals are offered exclusively to their fans on social networking sites. A video on YouTube which 
features American Airlines with the making of Bourne Legacy. Associating a brand with a movie 
blockbuster can attract more viewers and generate more social signals.

 

 



Automobiles
Case Study #32: Nissan

Nissan is a multinational automaker headquartered in Japan. Convinced that Electric Vehicles are the 
future of automobiles, Nissan recently launched a campaign - “The Big Turn On” aiming to convert 1 
millions drivers to use Electric vehicles. The campaign achieved a remarkable result of 1,201,867 “turn 
ons” and 33000 likes on Facebook till date. There were also video diaries of Nissan Leaf owners posted 
on YouTube that share their opinions basically reviewing the car and thus creating a few trustworthy 
testimonials which people can choose to recommend and further share or at worst, dislike the video or 
leave an unjustified comment.

 



Case Study #33: BMW

BMW  is a German automobile, motorcycle and engine manufacturing company founded in 1917. BMW 
has very good video ads predominantly found on YouTube that are very emotive. These videos usually 
contain brilliant visuals that remind users of how proud they should be as a BMW owner. In particular, 
owners of older BMW models relive the past glory of previous BMW cars.

BMW have also made apps that summarizes user data (from their social media profile) and present 
them into an infographic.  Ultimately, BMW’s visual strategy here aims to touch existing customers and 
foster greater brand loyalty.

Small companies, large corporations and sole-proprietors have all jumped on the social networking 
bandwagon to expand their brand and the best thing about this form of advertising is – It’s free. 



 

Already building social signals? 
Still unsure on how they can help you?

 

Find out more about what 

social signals 
can do for your brand and how you can 

manage them to reinforce
your social media marketing strategy.

OR

Follow us on Facebook

Follow us on Twitter

To get even more awesome reports like this!
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