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Example: discussion topics on famous women vertical website

Content Categorization of Most Participated
Conversation

Content Categorization of Conversations

24, 16%

40, 43%

54, 57%

75,84%

@ Specific Product Related Discussion @Others @ Specific Product Related Discussion @ Others



5 Key success Factors for a brand
community

2. A brand community is like a Night Club: it’s all about creating
exciting activities and events



5 Key success Factors for a brand
community

2. A brand community is like a Night Club: it’s all about creating
exciting activities and events

- b
6 0 = __ B
uuuuuuuu - . L
-
__' L
=] . s
- p—
=
FFFFF
5,000,000 gl
B

2 Mios virtu t
4 000,000 e
RS "
3,000,000 . - —

2007 Poeme 2008 Olympic 2008 2009 Valentines 2009 Hydra Zen
Girl Invitation Magnifigue M agnifigue skin
= =1
WOMmEn



5 Key success Factors for a brand
community

3. A brand community defies managerial control: you cannot
control what people wish to talk about...
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Newbie posting: just finish shopping in Hong Sample Quote: | have been reading Kenjijoel’s
Kong, thanks to the learning got on your site posts recently and after studied his

recommendation, | bought the listed products
and start my skincare plan.

AEHFC R HE T TR T

1.5E18FUIra Sheeri§ R ERIREESPF 55

2. Biologigque B E =28 ¥ 2
3.Cetaphilkt =2 mEL 473ml

4, Cetaphilci{RIEsE 4520

5.afirm 2X-2{E e A EfLERET R BR300 x 2

6. Biologique2s RAEH M ESmI ¥l

7 Bliss#ehigh intensity hand cream-di8iEg SiirFE
5. Bliss#edaily detoxifying facial toner e HiEE R4 TE Bk
3,MACHFrost Mail Lacquer B3 n dis Bid
10.Berefit#Eveconi L8 B LR ESRE
11.EEEEES

12 RSOl ) LsEE (=R )

13.5kin Food BEAFERFObAEK

List of products the poster bought based on
other member’s experience sharing

Products the poster bought in Hong Kong




5 Key success Factors for a brand
community

4. A strong brand community does not only engage opinion
leaders: every member can and should play a valuable role



5 Key success Factors for a brand
community

4. A strong brand community does not only engage opinion
leaders: every member can and should play a valuable role

LANCOME

LAMNCOMI

“fake” Lancéme advertising
created by a fan
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{ u H H # User-generated video clip : “I'm a
e . Lancome Hydrazen Pink Collar lady”
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5. A strong brand community is much more about quality than

guantity: seeding is NOT the right way...

Data Source Monthly Ranking, Sep 2009

Posts Posters Conversations |Post/Poster
Rank Data Source
YTD Growth % YTD Growth % | Total YTD Current month
1 club.women.sohu.com 3,045,283| -21.2%| 124,213 11.4% 11,568| 24,271 27
2 rosebeauty.com.cn 940,617 53.5% 42,482 43.2% 6,788 11,417 31
3 bbs.55bbs.com 856,654 -7.0%| 127,995 248.9% 3,587 14,869 28
4 tianya.cn 798,169 211.1%| 162,440 626.7% 6,119 19,688 16
5 bbs.lady.163.com 1,156,158 4.3%| 197,981 132.7% 7,887 27,801 12
6 bbs.yoka.com 649,321 19.1% 76,684 51.2% 5,479 13,309 11
7 19lou.com 269,165 76.9% 66,386 569.0% 2,141 11,755 23
8 bbs.trends.com.cn 527,472 23.5% 29,667 67.0% 2,077 5,259 20
9 bbs.onlylady.com 378,058 1.3% 50,043 147.1% 3,320 9,005 11
10 dianping.com 31,896 N/A 3,669 N/A 2,016 2,016 16

Gc

www.cicdata.com
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5 Key success Factors for a

brand community

A brand community does not exist
to serve the business. It exists to
serve the people in it.

A brand community is like a Night
Club: it’s all about creating exciting
excitement and events

A brand community defies
managerial control

A strong brand community does
not only engage opinion leaders:
every member can and should
play a valuable role

A strong brand community is much
more about quality than quantity.
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