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a fan page effectiveness case study:
optimizing a well-loved community
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Client Challenge

In Australia, J&J set out to understand the brand value of their Y
tighy-k ni't Johnsonds Baby
process we looked to answer a few key questions: >

) Who are Johnsonoés

2) What value do they see in the fan page?

3) s the fan page improving their
relationship with the brand?

4)  How could the fan page be |
improved further? __ *:"’?LJ,n.g' ~
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Our Approach

Dynamic Logic uses a proprietary Fanindex methodology. Respondents are recruited via Facebook fan page
wall posts, inviting them to a 5-minute survey. Fieldwork for this study was carried out across a one-month
period and a total of 133 survey respondents were recruited. Based on our sample, we found that most fans

arewomen25-34 who are regular Johnsondés Baby buye
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More Loving Moments with JOHNSON'S® baby Female 100

wall Info  Tresilian.. AUMother O... Photos Video >»

Wall post:
"DearJ o hns on 6 gansB a <25 W 10
your opinion is important to
us! Please help us improve this . fa
page by answering our short 5 35+
minute survey." .

mmmmm
&) Belinda Rumsby likes this.
add to My Page's Favorites

Suggest to Friends . vVictoria Mcquade My 6 month old daughter Mikayla and my 6 year old son
Josh

en
itunes.. e.com
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Our Findings

The fan page is well-liked, frequently revisited and achieves an above average Fanindex. Most of its success is
due to the usefulness, trustworthiness and variety of the information available to fans. Brand posts about new
products are particularly popular and the input from other fans in the community help make this page stand out.
The page strikes a nice balance of the brand talking to the community and the community talking to each other.

Ove[all opinion A Reco[nmend Usefulinfo

G+SNE Tl @2dz2N}yof S a+xtSNE f .
5294(51% norm) 499%(48% norm) Trustworthy
S

Fanindex g
rating
103

(100 norm) | Posts about new

Varied info

m J&J's Baby

B Norm

N

g . roducts
Revisit likelihood \/\ Attentiveness ] . _
G+SNER fA]Stec¢ al! f 240 Contests & giveaway
70%(65% norm) 45%(41% norm)

Posts by other fans

fi love that | can ask other il | | ke

| atest news a®pmoduct d a
parents anything and get a

(the bubble bath for example) and also friendship, knowledge
fan base anog

broad conversation g 0 i n { andadvice f r om t he
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Research Insights

The fan page is clearly building the % |l ncrease in Opinior
perception that Johnsonds Baby offers
useful advice. However, it is not Is useful with tips and advice
- . . from other mums
building other brand equity metrics or
. ff hing diff
purchase intent as well as we see Offers something difierent
with most other fan pages due to Is a brand I love
restrained branding.
Is the most popular
. . . m J&J's Bab
Recommendatiomaintain the s of a better quality o
strong community feel but increase s seting rends
brand prominence so that donot

forget who is supporting the page. Is worth paying more for

Likely to buy Johnson's Baby i
the future
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Business Outcome

Search Q

Following the research findings, there were
three major outcomes:

Johnson's Baby Australia

Baby Goods/Kids Goods

The positive findings encouraged ongoing
investment and support of the page

b ©
To address the brand prominence issue, Ehe page was o Seee® "TRESILLIAN p—
subsequently rebranded f r o MoreiLoving ® LIVE ADVICE ge&’n%m
Moments with JOWMNBDNGES Bad Sl
Australiao (i

E info

. Message for Mum Video

Bamardos

. .
[ ]
‘ ) Australia's Mother

of the Year Awards

Tresillian Live Advice %
%645 Product Reviews baby Pava?
. . o > BabyCenter Product Video e
The rebranded page more than tripled in size, e e O] ot

but still retained high levels of interaction and the same = | reviews A
strong community feel S Questons |
Johnsons Baby b b h.l, . / =¥ \
u YouTube Q yce er > Hi’"if ‘ o
Less \" of the Year /
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A celebration of more loving ¥
moments between you and your ¢
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