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Background

• Chubb began exploring the benefits and risks of Social Media / Social 
Networking in early 2009

• IT assumed a leadership role in the formal review and strategy 
shaping initiative based on its unique vantage point across Chubb and 
the technology world

• In August a formal multi-disciplinary working group was assembled 
with a corporate office mandate to determine the business value this 
emerging communications channel could play in the support of 
Chubb’s business strategy

• The team was comprised of senior representatives from all strategic 
business units and corporate functions

• External expertise was engaged to provide a rich set of subject matter 
expertise to structure and support the analysis



Value Proposition

In particular the team believed that by incorporating Social Media 
into our business strategy that potential value existed in support 
of: 

• Developing products
• Increasing producer engagement
• Connecting with customer communities
• Sharing intellectual capital
• Building brand



Approach

• Corporate-wide communication plans were implemented to generate 
awareness of this initiative and formally channel all Social Media 
initiatives to this team’s attention

• Extensive Social Media research was conducted including:
• Investigating Social Media activities of other companies
• Engaging subject matter experts
• Exploring Social Media channels and platforms

• A three step approach was defined and implemented to quantitatively 
and qualitatively validate the business value that Social Media could 
add to Chubb including:

• Identifying pilot initiatives
• Measuring the value
• Developing recommendations based on learnings gathered

• Six pilot initiatives were launched and carefully monitored to test the 
benefits, risks, and costs of leveraging Social Media



Risk Management

• Conducted a comprehensive review of the legal, financial, regulatory, 
intellectual property and reputation risks

• Devised strategies that mitigate, if not eliminate, risks identified

• Published corporate employee guidelines on participation in internal 
and external Social Media Forums

• Developed and delivered Social Media focused training to 
administrators and contributors to Chubb’s internal and external Social 
Media forums and communities

• Implemented a formal “toll gate” process by which all Social Media 
activities are reviewed and approved for launch

• Established well-defined monitoring and escalation processes 



Risk Management
• Defamation, 

harassment, and 
discrimination 
claims

• Invasion of 
privacy 

• Copyright and trademark 
infringement 

• Adverse use of 
content in coverage 
and other disputes

• Leakage of  company 
confidential and 
proprietary 
information
• Damage  to 

company’s 
business interests

• Nonpublic material 
information and 
securities law 
issues 

• Unfair 
competition 
claims arising 
from competitor 
disparagement

• Regulatory 
compliance issues 
• Marketing rules
• FTC transparency 

in endorsements
• CAN-SPAM

• Harm to reputation
• E-discovery 

obligations

• Privacy and data 
security concerns 

• Forum  for  complaints

• Protection of  
intellectual property



Chubb Insurance Facebook Presence



Chubb Collector Car Facebook Presence



Chubb & Son Careers Facebook Presence



Lessons Learned

• Establish a strong foundation

• Secure a CXO level champion
• Form an empowered multi-disciplinary team
• Learn from what others are doing to leverage Social Media to 

drive business value
• Engage external expertise to reduce the associated learning 

curve
• Identify and address the risks associated with this rapidly evolving 

engagement model
• Recognize the initiative broadly across the organization and 

channel all Social Media related initiatives through the task force 
• Develop a compelling reason to invest resources in this area
• Set the proper expectations and avoid over selling Social Media 



Lessons Learned

• Gain first hand experience through a well-defined and controlled 
pilot process

•Select pilots based on alignment with perceived business value
•Ensure the proper level of planning has taken place to support, 
monitor and measure the results of each pilot including:

• Objectives
• Support plan
• Metrics plan
• Monitoring plan
• Training plan
• Problem resolution process
• Decommission plan

•Implement a standard approach to capture pilot results with the 
ultimate goal of developing best practices that can be more broadly 
leveraged



Lessons Learned

• Key insights gained from the Social Media pilot initiatives at 
Chubb include:

•A “build it and they will come” mentality does not work
•Focus on sharing value-added insights and expertise to gain 
interest and engagement
•Understand the communities of interest you are engaging and what 
is important to them
•Keep content fresh and relevant to the audience engaged
•Communities of interest enthusiastically embraced collaboration
•Social channels can supplement but not necessarily replace 
traditional methods of engagement
•Geographic obstacles are minimized through the adoption of these 
types of platforms



Future Focus

• Establishing an effective and efficient Social Media Governance 
process

• Ensuring the additional demands of adopting Social Media at Chubb 
on Corporate Communications and Information Technology are 
properly supported

• Identifying and implementing an enterprise level technology solution to 
support internal and external Social Media initiatives

• Continually monitor the evolution of Social Media and identify 
opportunities to incorporate this evolving channel as a means to add 
value to communities of interest
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