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Online or virtual communities have fast become the must-have component for
every website. Media groups are shifting their strategies, and placing people at the
heart of communication rather than at the end of it. Many corporate online
strategies are centred around online community: from the eBay trading
community, to dating in Match.com, to the child-safe world of Habbo Hotel. The
boom in online communities is unstoppable as the internet becomes more deep-
seated in our day-to-day lives. What is an online community? Which communities
are working? Who is benefiting from them today? How do they support your
marketing strategy? This simple introductory Digital Insight Report will get you
thinking.
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Online or virtual communities have fast become the
must-have component for every website. Media groups
are shifting their strategies, and placing people at the
heart of communication rather than at the end of it.
Many corporate online strategies are centred around
online community: from the eBay trading community, to
dating in Match.com, to the child-safe world of Habbo
Hotel. The boom in online communities is unstoppable
as the internet becomes more deep-seated in our day-
to-day lives. What is an online community? Which
communities are working? Who is benefiting from them
today? How do they support your marketing strategy?
This simple introductory Digital Insight Report will get
you thinking.

Speed read

e  Online environments have created a new way for people to bond together

e  Millions of embryonic communities have emerged, covering the most vast range of
topics

e Online communities are developing their own rules and behaviour patterns which
can be codified and structured

e  These communities vary greatly in their resilience, intensity and longevity

e  Marketers need to understand them to appreciate how the communication
landscape is changing
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Preface

Communities are suddenly at the heart of the digital marketing mix. The arrival of
convergence presents an immediate fusion with many different media channels, and
everyone is talking about social networking and Web 2.0.

The virtual and physical worlds have collided. Online spaces are providing all of us smart
vehicles for discussion, sharing, working and trading. In the office working on projects, or at
home planning a holiday, the participative model for web spaces is creating a step-change in
communications. These models cross all industry sectors, and the numbers are growing at a
rapid pace. Some communities are transient, some here for the long term. Some are part of
massive global retail or media firms, others linked to consumer brands. In this report we've
collated a few examples to reflect the diversity of what's been developed in the last few years,
and to get you thinking about how you could develop your own community effectively.



What are online communities?

Our definitions of online communities are evolving, but put simply they are the groupings of
people who come together in digitally networked spaces, with some sense of shared identity.
The underlying technology can be any form of messaging system or forum, which is available
to participants, anywhere, anytime, typically through the internet, that facilitates an ongoing
conversation. They can be open or closed, and for groups of any size, but typically the
participants share a common interest, attitude or topic which translates into communication.
Today, many senior marketers have online communities in their sights, but are unsure about
the most suitable online community strategy for their organisation. There are a number of
different types of online communities:

Customer review communities
Customer service communities
Customer pressure groups
Customer focus groups
Massive multi player online games (MMP)
Communities of practice
Information communities
Dating communities
Friendship communities

Brand communities
Entertainment communities

e  Expert communities

e  Personal or business networks

“We’re entering a world of conversations;
marketing monologue is replaced by dialogue, and

marketers need to appreciate what this means.”

Danny Meadows-Klue
US Regional Newspaper Congress, San Francisco, 2000

Communities: diverse models and approaches

Customer review communities

eBa

In anyanonymous trading exchange, such as eBay, how do you know who to trust? eBay
utilises customer and supplier reviews, in a peer-to-peer reputation-based community where
both buyers and sellers can be rated by those whom they have either bought from, or sold to.
As both buyers and sellers develop their reputations within the community the more likely they
are to trade and remain loyal to the eBay exchange - moving to another platform will mean
they have to either build up their reputation over again or operate within an environment
which does not benefit from this form of trust building system. This system is not foolproof
and has been manipulated in the past, but it does create a valuable guide for the community
and a reward for loyalty to and participation in the community.

Amazon

Everyone knows Amazon as the web’s retail giant, but Amazon also provides the facility for
their customers to review and rate books online. The reviews are available to other customers,
who in turn either provide another review of the book or rate the reviews themselves, allowing
Amazon to state that the review was helpful to ‘x’ number of customers who purchased a
book. This is simple, valuable and effective.

amazon.couk o vewsrer | wrnust | yous o) | wae

e A . w
CATEGORIES L = s WELERSES

Search| Biooks v

Customers who viewed this item also viewed
Absoiyte Sandman by Ned Gaiman
Watchmen by Alan Moare
Eragis Things by Ned Gaiman
Stardust by Neil Gaiman
The Sandnan: The Kindly Ones (Sandman) by Nel Garman

» Explore similar tms : Books (47)

Customer Reviews

Average (ustomer Review; T
write an onling review and share your thoughts with other customers.

2 of 2 people found the following review helpful:

T A Dream Start, S Feb 2007
Reviewar: Mr, Jamle Martin (uk) - Ses 3l my reviews

The criticism that this is not the best of the sandman series is very much undeserved. 1ts not, however the COMICS it CONtans rate among the most important of the
20th Centuary, and helped Lo create what would become Vertige comics, establsting itsell = a trend started by Alan Moore on Swamp Thing and Jamie Delanos
Hedblazer. Its dated a bit, but then so has Citizen Kane - And that is a worth comparnison, because although both creators would do batter in their career, ther
impact at thase times would never be batter'd.

Those were heady days, when this kind of Comic book was unheard of. This was a nik. Like the Watchmen before it, Preludes 13 special in that it dared to be
different, and it succeded. Its not Gaimans best work on Sandman but it is his first work, and when it appeared it was unprecedented and unheard of. Moore, Miller
and Morrison brought Graphic Novels into mainstream Bookshops, but Gaiman brought Book Buyers into the Comic Shops.

Its not something you can udge by comparison to later and now, but for what it was. I this had failed there would have been no later, people put thew careers on
the Ine far this

Take it from sameone who was thore, This is the birth of the Madem Era of Comic Baoks. Sandman, Swamp Thing and Hallblazer are Bntish Invasion of US comics.

Was this raview halpful to you? () (B8 ) (mapast i)
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This unique knowledge base created by Amazon'’s collective customers means that no other
vendor will be able to build an exact replica. Competitors may include a similar review
mechanism on their site, but their customer base will be different, as will the content of the
knowledge base. As long as Amazon continues to develop a quality knowledge base, it will
remain one of the competences which provide Amazon with a competitive advantage over
their competitors.

Customer conversion: case study of Amazon
In 1998, Tom, a Barnes & Noble customer, would search on Amazon, when he could not find

the book he was looking for at Barnes & Noble. If it was there and not too expensive he would
order the book. He would do this two or three times per year. In 2000, Tom started to read the
customer reviews which he found useful and found other reviews for household items, kitchen
gadgets, tools etc. As a result, his transaction value increased to $100 to $200 and he made
purchases several times per year. In 2001, he started to post his own reviews and had 15 to
20 on the site. Now, Tom’s buying behaviour has changed and Amazon is his first port of call.

Both eBay and Amazon’s customer review mechanisms have created an interdependent
community from a large group of individual customers, who have become reliant on the
evolving knowledge base to make future repeat purchases, creating a long term loyal
customer base.

“The internet creates a new level of social
interaction; harness it and it will transform not

only your website but your whole business.”

Danny Meadows-Klue
IAB UK Conference
London, 2002
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Customer service communities

IT: Zonelabs
Zonelabs are the authors of Zonealarm, a personal firewall for PCs, the entry level version for

home users is free to download from the internet. Over 60 million copies have been
downloaded.

Free products are too expensive to create an offline support team for as there is no revenue.
Zonelabs’ solution was to create an online support forum, where customers provide product
support to each other. The online community enables Zonealarm to provide product support
and customer service to all customers, ensuring that all customers are able to effectively use
their products.

Z-. ZONEALARM

by Check Point”

|GoTo... vl

ZoneAlarm User Forum

Announcements

Welcome to the ZoneAlarm User Forum.
Vista compatible ZoneAlarm public Beta has started! If you wish to participate Click Here.

For the latest Zonealarm Yista information, see http://www.zonealarm.com/vista

POSTING - Don't hijack anyone else's thread. The problems may sound similar but can be completely different!!
when posting, be sure to give as much information as possible, including the pulldown boxes, so people can try

to help you.
MESSAGE BOARD MSGS LATEST THREAD
Forum Information o
@ FOR: All Forum Users 3 Forurn Guidelines - updated 12 March 2007

(READ-ONLY) Here are the latest Terms OF Service (TOS), User by Forum-Moderator on 08-24-2004 09:11 4K

guidelines, and mare.

Helpful Hints & Links

@ FOR: All Forum Users 107
(READ-ONLY) Helpful hints, explanations and links.
(Fo post here, submit post to Maderator)

Outlook 2003 Junk-mail Instructions
by Georgey on 04-23-2007 09:17 AM

Official Information

@ FOR: All Forum Users 3
(READ-DNLY) This is where official ZoneAlarm statements may be
posted regarding supportizzues.

127.0.0.1 popup alert or shows up in Spy Site Blocking
by Forum-Moderator on 04-05-2007 10:43 4K

Public Beta Forum
@ FOR: Zone Labs Public Beta Forum Which *.exe is the virus scanner?

Discuss a current Public Beta with other testers. This is NOT a 2z9 by hkrause on 04-24-2007 05115 AM

support forum, but may be read by ZL developers. Do not post any
closed Beta information here!

IMsecure and IMsecure Pro

@ FOR: IMsecure and IMsecure Pro 1269
IMsecure and IMsecura Pro protect your chat service client, with
chat encryption, and our new secure ID Lock vault!

Zonealarm Internet Security 7.0.337.000 an Msn Messenger
Live B.1 Errorsil!
by imregistored on 04-19-2007 05:42 P
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PC Hardware: Dell Corporation
Dell computers operate an online support community where consumers can post the

problems they are having with their Dell equipment, as it is likely that other Dell customers
have come across the same problem and resolved it. This creates a self supporting customer
community, and in turn, reducing customer support costs for Dell themselves. Dell does have
employees who monitor and provide information on the support forum, but the majority of the
knowledge is held within their customer base and this is an ideal situation for them to harness
and share the expertise of the customer base.

Benefits of a customer support community
1. Peer-to-peer product recommendations can accelerate the purchase cycle

When searching online for information about a product or service it is more likely that a
prospective customer will go to the community as a first port of call, to find out more about
the product/service, increasing their likelihood to buy.

2. Users are product/application experts and can provide peer-to-peer support

A BCG study in 2000 showed that 20% of customer queries could be answered by the user
base and a US online community supplier believes that with the growth in familiarity with “self-
help” solutions, this figure could be as high as 40%.

Research has estimated the cost of telephone support calls to range from $33 to $200 and
email support to range from $2.50 to $19. Estimates for peer-to-peer support costs range
from $0.75 to $2 a significant reduction in costs. Therefore there are cost benefits for
implementing customer support communities.

3. Indirect customer acquisition

Prospective customers may be directed to a customer support community by an existing
customer, a search engine or generic online community and ask an open question about a
product or service and will may get both positive and negative feedback enabling them to
make a more informed decision about a purchase.

STRATEGY
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Brand communities

Harley Davidson
The Harley Davidson Owners Group (HOG) is probably the most quoted brand community with

600,000 members supported through an online forum, enabling them to share their
enthusiasm for the Harley Davidson experience. The HOG community members share their
experiences, road trip tips, and arrange meeting points around the world. “The Harley
Davidson brand is 100 percent experience,” Roy Pinto, Milligan & Smith (2002). The online
community supports the experience online.

Mini (US)

A new marketing director, who came from Harley Davidson, created an online community
where the community is centred around the Mini and the community profile is that of a proud
owner who wants to share their pride in and passion for their own unique Mini.

Owners sign into the “Owners Lounge”.

MINI OWNERS' LOUNGE SIGN IN

WELCOME TO THE MINI OWNERS' LOUNGE

I the Owners' Lounge
set up an Owners' L ounge account
MIHIUSA.COM = and |
he
Username:

Password:

= SIGN IN

up your Cweners’ Loung ount right here

FORGOT YOUR USERMAME OR PASSWORD? ?
' 2mail thermn to you.

> HAVING PROBLEMS SIGHING IN?
Ernail MIHLASSISTAHCE@ASKMIHIUSA.COM




Then make their way to the “Owner Network” centre.

RESUME Miles Motore

rcelona as part o

> VIEW FULL RESUME

PHOTOS JOURNAL
e

MINI oveHooking [T s—————— > VIEW FULL JOURNAL

snowy field at cap.

Gettysburg MINK
contemplates
perhaps too big an
adventure.

The profile is then fully focused on the Mini and the owner

e  Keeps track of the miles motored

e Describes the attributes of their Mini

° Details the accomplishments of their Mini

° Provides photos of their Mini

° Keeps a journal or travelogue of their adventures

EVENTS MESSAGE BOARDS FEATURED RESUME

Posted 02/

Bill

> COMPLETE EVENT LISTING > DIVE INTO THE DISCUSSION > MORE RESUMES AND PHOTOS

GUIDELINES

> RETURN TO THE MAIN
OWNERS' LOUNGE

The personalisation of the individual Mini and the owner’s passion for their car is what drives

the success of the community and the engagement with the brand.

’sml\'Téé%
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Dove
One of the most successful FCMG branding campaigns in recent years is the award-winning

Dove “Campaign for Real Beauty”. This was an integrated global campaign which grew from a
study by Harvard and the LSE where they found that less than 2% of women thought of
themselves as ‘beautiful’. Unilever launched the campaign in conjunction with their
advertising partner, Ogilvy.

The multi-channel campaign used traditional and mobile initiatives to engage women of all
ages from all over the world in a debate about “real beauty” and created an online community
which facilitated ongoing debate. It's a smart move from a brand thinking differently about
online.

share your views in the news inside the cal

W alrendly bagun talking. S0 Esten in as we all CHmpaign
¢ real beauty. Or, betler yed, tackle this fopic with us
o hay st changs & perapactive = or & Tew thiusand

Or chocss another bopic -|

TODAY'S ACTIWTY

:

Erder the Dove® photo &
essay corbast and hel make
el fy real S0ain.

in Europe, the Campaion for

ALY oer
&  Orays .
B Resl Basfy hae siready
ﬂg -L recaied aMazing Stenlion
Al

A gorgeous? ?

www.campaignforrealbeauty.com is an interactive community which is promoted as a haven
where women from all over the world can discuss and break the pre-set definitions of "real"
beauty. The site lists events, activities and has message boards where women share their
views on themselves, beauty, body-image and self-esteem. It's a global interactive campaign
with web-user responses from 21 countries and is still growing.



The Dove campaign was successful because it got people talking. It asked the penetrating
question “what is real beauty”, and challenged the current perception of beauty. They then
followed through and gave their audience an opportunity and platform to voice their opinions,
becoming part of a global conversation with ordinary people around the globe about a subject
which raises opinions irrespective of country, level of education, religion or politics.

Many brands have evolved to represent lifestyles, values or experiences. These brands are
recognised as valuable assets which may benefit from the inclusion of a web community in
their brand strategy.

Communities are not suitable for all brands, but where they are it is important to understand
what motivates consumers to participate in them and to create a community which meets
these needs.

Expert communities: uniting specialists

Timezone
www.timezone.com, a forum for watch enthusiasts and collectors, hosted by watch retailer

Timezone. The forum is focused on classic and luxury brand timepieces like Rolex, IWC and
Omega. Members discuss the history of the watches, the models they own and collect and any
service issues with the products or changes in ownership of the brands. Some academic
research carried out in 2001 found that the Timezone customer base was loyal to Timezone
with each member purchasing between two and ten timepieces per annum at a price point
over US$1,000.

Virtual Tourist
Virtual Tourist has evolved from a pure online community for independent travellers to a

commercial online business, www.virtualtourist.com (VT). VT began life as an online
community for back packing low budget travellers, where they could exchange travel tips and
keep in touch with people and establish themselves as part of a community of peers, they
now have access to other travel services through which VT generate revenue.

Emint
Emint is a community of “online community” practitioners, primarily academics and

community moderators who exchange information, views, opinions and advice about the
moderation, management and development of online communities. Emint is recognised as
an expert community and representatives work with the UK government looking at policing
online forums and providing online protection for children.

CONSULTING

Online social networking communities

Youth communities: Case study Habbo Hotel
Habbo Hotel is an online luxury hotel for teenagers. It's a social space on the web that is

animated and brought alive by teenagers. Teenagers gather at Habbo to make friends, get
advice about drugs, contraception, teenage angst and play games. Habbo is moderated by
teams of experts and volunteers who ensure the strict code of conduct is maintained and
parents can be kept informed via a monthly newsletter. Teenagers adopt an online persona -
an avatar - create their own room, where they can select furniture and décor and are free to
invite their friends round. Virtual representations, virtual spaces, real conversations.

Habbo is successful because it tailored the community attributes to the target audience and
has provided safety measures which are the key factor for this sector and the number one
priority for the site. Habbo was developed and managed by Sulake, an interactive
entertainment company specialising in developing, publishing and distributing multiplayer
online communities and games.

T Habbo Hotel - Home Page - Microsall Internel Explorer provided by blueyonder
fe ©& Yew Fgotes Jook  Help

Q@ XN B @

Sop  Rafach b

akdress ] htter fwwew habbohotel co.ulhabbiolen]

habbohatel.coak

Habbo Hotel Uik

@ 13/81/2084 - Chriatmaa Poll
Elans Chris e ol
i Pt you MEALLY

THANE ¥ HORRAS

Fadlly, Halbbo Habel U ni
tanger hap Habbas. RUT, i
FENE b Labe 45 £ay Bhank you

o va dans over the

" awarything they's
lart faw yaars, Sand in your thanks
wia the Hewsie ogsion on the Habbo

and wall puibleh your
s tha manth of January
&0 publicly thank the Habbo Hatel Ust
Ei-Hobbag.
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Cumulative NMumber of Registered Habbo

Characters in Habbo Hot
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15 000 000
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13, /00000 E
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4,900,000 £
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217000 § +60-000 % 5.300,000 €
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Through the use of online technology Tribal Fusion can also provide audience statistics:

Communities as targeted advertising channels * 887,000 unique visitors per month

° 15,7 million monthly impressions

Tribal Fusion offers an ad serving solution to advertisers, where they push targeted

advertising into their online community network. Tribal Fusion has created a network of

. . . L. A . . 2} Tribal Fusion: Extreme Sports Channel - Microsoft Internet Explorer
interest orientated online communities through building them or by partnering with & =h o oais o ik

established communities. Qe - () - [x] [B] | D sewen loravenes €2 | I

Address [] bt v, fibalfusion, comichanmels/ extremespartsfindss. el

Tribal Fusion: Channels - Microsoft Internet Explorer

42% of our Extreme Sports Profile Comparison
Channel visitors have house- Percentage of Users who own a sports utility
. wehicle
hold incomes over $75,000.
Tribal Fusion Extreme Sports

Wisitors to our Extremne Sports channel are:

Eile  Edit \iew Favorites Todls Help

eBack - &) - E @ (:j |pSearch *Favorltes £ | %

Address [ &1 Hetp: v, tribalfusion. cormfchannels]

39.0%

O 2.7x more likely than the average RELcom
Internst user to have spent
betwesn $1,000-$2,499 on hobby-
related purchases in the last six SpeedTV.com
rmonths.,

GO SMART. GO T

SMART ADVERTISERS. CHAMNMELS

g

SMART PUBLISHERS COMPARNY

(D
&>

9 3.8x more likely than the average
Internet user to have downhill-
skied or snowboarded in the last six D e
rmanths., Percentage of Users

O z.4x more likely than the average
Internet user to have searched for
information on vacation packages
onling in the last six rmonths.

PerformanceBike.com

Reach Comparison

CHANMNELS

wie hand-pick every site to

) . Tribal Fusion Extreme Sports 687
ensure pure, relevant content, Tribal Fusion's® Extreme Sports

You'll get custormized packages Some of our channels include: channel includes:

that leverage our best sites, SpeedTV.com

channels, or premium Run-of- Automotive BCiConsole Games RockClimbing.com

Metwork. So no matter what Eusiness FDa RosadbikeREWVIEW .com
¥ou choose, the guality is Consumner Electronics Real Estate Snowboard.com PowerSportsMetwork.com
there. Crating Shopping Pinkbike.corm
Digital Photoaraphy Technology OutdoorREVIEW . .com
Entertainment Teen MtbREWIEW .com surfline.com 178
Extrermne Sports Travel Snowhoarding.com
Information Technolog winter Sports Facific waverider o 160 200 300 400 500 600 700 800
Investing Aormen FluidZone.carm Users (c1000)
Earenting
Run of Network SHOW ALL SITES Reach and Activity
Browse the Site List €] Dane [

we stand behind the quality of our sites. Why not
browse our entire site list by category and see for
yourself?

This level of analysis of the user base, the topic of the community and the knowledge about
the level of activity within these communities enables Tribal Fusion, and companies like them,

The key to their service is their ability to target a highly segmented audience whose
demographic characteristics they can identify and utilise within an online campaign. For
example:

Households with income over $75k pa
Consumers between the ages of 34-54
Have spent >$1k online in last 6 months
Regularly take part in winter sports

to be able to offer routes to a more highly targeted audience increasing the return on
advertising spend. Tribal Fusion is the first ad serving company to use online communities in
this way and have established relationships with some successful online communities.
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Hints and tips from Digital Strategy

Successful communities are:

e Created with a clear objective in mind

Well managed by a dedicated team

Targeted at an identified customer segment

Delivering significant value in the eyes of the audience

Committed to ensuring their content is updated regularly

Viewed as containing valuable, relevant and interesting information
Attractive to topic experts

Places where members are encouraged to participate and share knowledge

The move from
interruptive a'dvertisj‘ﬂg to Recognition driven, reyvarding members through community status levels
engagement marketing is e A —

e  Complementary to the rest of the present organisation’s business

happ enj-ng and On]j-ne The challenge for marketers:

e o ° Moving from “interruptive” to “engagement” marketing programs
Commumtles are at the e Setting clear objectives for an online community
e Identifying a target audience

e Identifying a credible value proposition which can be delivered through the

Centre Of thiS online community

Getting started

trans formation e  Engage with a small sample of the target audience to develop the offering

e  Be prepared to think outside the box - identifying and addressing unmet needs
could have a bigger impact on a customer than replicating what you do today

° Identify an experienced partner to create, host, manage and maintain the first
“online community” for your organisation - this will keep your start-up costs

) down and enable you to focus on what you are good at - understanding your
Are you engaged = business, your customers and their needs

DIGITAL
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Digital Viewpoints

Alex Burmaster: European Internet Analyst: Nielsen//NetRatings

“Tackling Web 2.0 is often discussed as a niche part of an overall online
strategy. However, more people now visit Web 2.0 sites than don’t. The top
thirty or so Web 2.0 sites, for example, reach 53% of the UK online population
and the zeitgeists - Wikipedia, YouTube and MySpace - each attract between
a quarter and a fifth of Britons online. Their fame now transcends the online
world. Even the tenth most popular Web 2.0 brand in the UK, Facebook, has
over a million visitors.

Furthermore, one in three online adults have actually contributed to this ecosystem - posting
opinion pieces online, whether in the form of user reviews, diary commentaries or blogs. Not
really the attributes of a ‘niche’ existence.

So this leads to the question of why Web 2.0 has exploded onto the scene this way? Two
quotes from thousands on the subject answer this well. In Wired Magazine, Chad Hurley, co-
founder of YouTube, explained the allure of his creation: “Everyone in the back of his mind
wants to be a star.” Rishad Tobaccowala, CEO of Denou had an interesting take on Rene
Descartes’ existential gem to point out, “I post, therefore, | am.”

Web 2.0 s the reality TV of the Internet.

Web 2.0’s prominence is attributable to the fact it facilitates the inherent desire within people
to tell their own story - to put themselves in front of the world and be somebody. In this way,
Web 2.0 is the reality TV of the internet. After all, aren’t the motivations for posting a video
online, creating a MySpace profile or appearing on Big Brother inherently the same (aside
from the prize money offered by the latter)?

Brands and advertisers are, of course, trying to turn this phenomenon into something tangible
for their own ends. However, can they really debunk the “100 million users can’t be wrong,
they can, however, be useless” conundrum? Is it actually possible to make money out of Web
2.0? The respective founders of companies like MySpace, YouTube and Flickr would probably
shout ‘yes!” but what about everyone else? Is it a question of making money out of this “Social
Internet” or more a question of harnessing it into an effective method for engaging the
consumer?

STRATEGY
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The former task is certainly trickier. If one of the themes of Web 2.0 is “the user in charge”
isn’t it impossible to enter a sector that your potential customers are in charge of and expect
to generate revenue without their permission? Although a simplistic way of putting it, this does
highlight the tinderbox situation of big business inviting itself to a private party.

Whilst Web 2.0 provides brands a more realistic opportunity in terms of
engaging the consumer, this is still an avenue fraught with peril.

Whilst Web 2.0 provides brands a more realistic opportunity in terms of engaging the
consumer, this is still an avenue fraught with peril. To understand the delicacies of Web 2.0
and, potentially, how to tackle it simply follow these two steps. 1. Type “Chevy Tahoe” into the
search box on YouTube and watch the videos that come up. 2. Type “Bazooka Bubblegum”
into the search box on YouTube and watch the videos that come up.

Step 1 results in a slew of anti-Chevrolet Tahoe ads created from its own microsite that
offered users the opportunity to design their own ads for their hugely successful SUV. The
offerings that ended up on YouTube associate the brand with everything from global warming,
and sexual inadequacy to social injustice. In contrast, after following Step 2, one is greeted
with hundreds of amusing home-grown versions of the Bazooka Bubblegum song - brilliantly
reinforcing as well as promoting the brand and its association with fun.

Both are American brands with strong individual identities yet the way they tackled, or
harnessed, user-generated content had wildly contrasting results, proving that the best way to
tackle Web 2.0 is thoughtfully and carefully!”

As European Internet Analyst, Alex Burmaster is responsible for identifying key trends from
the Nielsen//NetRatings Internet research suite and conveying the impact these Internet
trends have on society today - both from a commercial and sociological perspective. Alex has
six years of experience in Internet research with specialist knowledge in online sectors
including communities, retail, music, search, gambling and sport.



Training: Digital’s Community Academy How else can we help your business?

Here are some of the topics and areas we can cover:

Digital Web 2.0 Breakfast Academy

The Digital Community Academy is the guaranteed way to boost your results. If you're involved e An executive briefing on Web 2.0 for senior executives

in developing or running online communities then this is a chance to get an overview of the

issues, structure your thinking, see some of the best in best-practice and improve your own Digital Community Breakfast Academy

vision. It's the essential way to get the knowledge you need to become more effective. Why e An executive briefing about Online Communities for senior executives
spend years learning on-the-job if our team can accelerate your knowledge and understanding

today? It’s fast, effective and proven. At a time when the whole marketing and media industry Digital’s Community Strategy Development Workshop

An intensive series of workshops to build out the framework for your online community based
around a flexible customised programme that typically includes:

e Vision mapping,

e  Strategic advantages and SWOT analysis

e  Resource requirements scoping

e  Critical weakness analysis

e  Competitor modelling

is changing so fast, can you even afford to wait?

Designed by some of the world’s pioneers in online communications, the Digital Community
Academy is a fusion of classic lecturettes, training workshops, cutting-edge insights, and
consultancy thinking. It's a winning formula that will immediately raise your understanding of
how web communities work, and how you can harness them more effectively for your own
business. It lifts your knowledge, raises your skills, and boosts your confidence - the vital Digital Strategy Critique

ingredients in transforming your results. e  We’ll annotate your existing plan with a series of questions your team may want to
address before progressing

Before the Academy even starts you'll receive research papers from us - Digital Insight Digital Strategy’s Management Support Services
Reports - and an exercise to get you thinking differently about how online communities work. e Many of our tutors can also assist in implementation challenges you are facing
We'll also want to know about you, your brands, and the challenges you face. This lets us  Ifyou need additional resources to help make things happen after our Training

customise the academy to ensure it covers the issues that matter most to you right now. Academies then simply ask your Academy Manager

We’ll answer these questions and more...
* What'’s the history of online communities?

* What is the structural format of a community? Digital Social Networking Academy
s . Atthe Digital Training Academy we’'ve
// ™A developed an advanced training course to
Ly —— help you build your own community or

| Getiing to piips with online cammun Hes . . q q
i cion Al social network. This requires planning and
strategy; permission models are emerging
as critical factors in the control of
communities and barriers between the
virtual and real are melting away. Driving
traffic and acquiring audiences can be
challenging and in these workshops we
review some of the key issues web
publishers need to take on board to
harness community and social networks.

* Why do some communities succeed and others never get going?

[ p——

How do you get communities started?

What resources does a community take to run?

® What's the role of moderation in blogs, forums and chat?

What are the common mistakes in building communities?

How do you keep communities on track?

® What's the relationship between communities and other parts of the Web 2.0 landscape?

What are the commercial models behind communities?

ACADEMY

® How do | build a vision for my community?

DIGITAL
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CONSULTI
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Co-author and series editor: Danny Meadows-Klue

Danny has been an international commentator on the digital networked industries since the mid nineties
and is recognised as being a leading authority on digital marketing. He managed the UK’s first online
newspaper (telegraph.co.uk) where he stewarded it to win Newspaper of the Year repeatedly. He has
helped run web businesses ranging from mass market portals and consumer magazines, to online stores
and search and email services. He has been recognised by the DTl as being one of the 100 founders of
the UK internet industry, and acknowledged by trade magazines for many years as being one of the most
influential figures in his industry. He is the co-founder and former chairman of the UK and European
Internet and Interactive Advertising Bureau trade associations, and has helped launch twenty further
digital trade associations and initiatives around the world. He has acted as a government advisor in the
DTl and Home Office, and retains roles on advisory boards for digital investment funds and digital firms.
He has been lecturing on digital marketing and publishing for more than a decade and was recently
awarded fellowships of the Institute of Direct Marketing, and the Royal Society of Arts. He set up Digital
Strategy Consulting in 2000 to help firms make sense of the rapid changes brought about by the digital
world, and show them how to harness the potential of the digital networked economy.
He is an enthusiastic educationalist and continues to teach university Masters courses
and management courses. He is the inaugural chair of the examination board for the
first Diploma in digital marketing, and a longstanding board member of the journal of
Digital Marketing. Danny is a geography graduate of the University of Bristol and lives
> d in London. Details of his current speaking engagements along with a full biography

\ \ and recent articles are available on DigitalStrategyConsulting.com.
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Delegates enjoy a free subscription to...
Research: Digital Insight Reports

Our Digital Insight Reports give you the inside track. Recent editions include
Digital Europe - tracking the rise in online advertising spend across Europe,
Digital Advertising Futures - our forecasts for online advertising growth and

digital media substitution, how online is eroding the brands and revenues of
traditional media.

Opinion: Meet the Digital Thought Leaders

o] Our monthly Thought Leadership interviews explain what key opinion formers
believe the market is doing. Craig Newmark takes us behind the scenes at the
classifieds website Craig’s List. Richard Duvall shares his plans for the world’s
D‘ _‘ : first online bank exchange, and web analyst Jim Sterne shows how any firm can

unlock more value from their site.

About the author: Julie Walker

Julie has held a number of senior positions within the knowledge and content management sector of the
software industry, UK sales manager, European business development manager and general manager for
Greater China and ASEAN, based in Hong Kong. In these roles, she has led companies to more than
double their market revenues through strategic business development and identifying new market
opportunities. Julie sits on the Greater London Regional Board for the Chartered Institute of Marketing.
Julie has a passion for integrating new technologies with business development
strategy to create new online services in the media industry. In 2001, she created and
self funded a start up company to develop a new online community based loyalty
program for developing and maintaining customer loyalty. From 2004 to 2005 Julie
led the online Content Integration & Technology business development strategy for
Lexis Nexis, the leading legal publisher. Since Oct 2005, she has been on retainer with
Ogilvy & Mather Worldwide as the global project director for a global services business
transformation project.

About the Digital Insight Report series

In times of huge economic and technical change, knowledge becomes a critical success factor. We
created the Digijtal Insight Reports to bring you insights from a particular part of this fast changing
industry.

They are independent perspectives on key issues in doing business or marketing in the digital networked
economy, and are published monthly.

More research: Digital Intelligence
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e Keeping on top of the latest research and trends is still a challenge for many, but
— Digital Intelligence can help you. To keep our Digital Training Academy classes up to
— date we trawl through hundreds of websites, magazines and research newswires
=' every month and distil some of the key points into this review of the industry's

e = growth and the evolution of marketing.

What makes our Academies so effective?

M Leading trainers and freshest thinking

Focused just on the topics that matter right now

Customised masterclasses based on the needs of senior executives
Fast-paced intensive courses that minimise time spent out of office

Practical courses grounded in current best practice

NN NI NN

Robust action plans to transfer the learning back into your business

DIGITAL
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CONSULTING
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Our company support programmes includes

* Business model and critical issue analysis

* Venture capital and private equity support
* Management clinics for critical issues

* Research briefing services

* Training and development

Market due dilligence

To find out more about our knowledge development
programme, click on to digitalstrategyconsulting.com

Digital Strategy Consulting Limited
DIGITAL 7o %00 7344 5061
Fax +44 (0)20 7168 2659
STRATEGY Email TheTeam@DigitalStrategyConsulting.com
Company 4342606
CONSU I_TI NG The Digital Hub, 19-21 Tavistock St, Covent Garden, London, WC2E 7PA, UK

Making sense of a digital world

Copyright, marks, limits of liability, disclaimer and the small print

Copyright © 2007 Digital Strategy Consulting Limited. All rights and marks remain are our property. You should always take advice before investing and Digital Strategy Consulting cannot extend any duty of care to anyone reading this report. Remember that the young digital markets are
volatile and as business models and practices change you should seek ongoing advice for the decisions you make. No part of this publication may be reprod d, stored in a retrieval system or transmitted in any form or by any means without the prior written consent of the publisher. While
every effort has been made to ensure the accuracy of this paper, neither the publisher nor the author(s) make any warranties with respect to the accuracy or pleteness of the tents of this work and specifically disclaim all warranties, including without limitation warranties of fitness for
purpose. The work is offered on the understanding that neither the publisher nor the author(s) are engaged in rendering legal, accounting or financial advice and shall not be liable for any damages herefrom. The fact organisations or websites are referred to does not in any way mean we
endorse them. We offer no guarantee or warrantee on the information contained herein. Nothing in this document forms any part of a contract and our approach to research, consultancy and training is subject to change without notice. For a full schedule of terms and conditions for working
with us contact our team.
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