LG joinin
conversation

Ronnie Brown, Outside Line
Jeremy Newing, LG Mobile



Outside Line

@ LG

Joining the Conversation

26 February 2009

2nd Floor, Exmouth House
3-11 Pine Street

London

EC1R OJH

T: +44 (0)20 7841 3970

www.outsideline.co.uk



Changing consumer behaviour

1. Consumers are less trusting and less responsive to brand messages

- response rates falling, ad avoidance (PVR, ad blockers), US consumer see an advert every 17 second

2. Consumers are more networked than ever

- able to organise themselves into communities around common interests, self-serving with “firewalls”

3. Consumers have the desire and means to create and distribute content

- citizen journalism, video and photo-sharing,

Technology, specifically the internet, is driving t hese trends i.e.
broadband adoption, WiFi, free / low cost online se  rvices, open API’s
etc.



@ LG
Task

* Inthe mobile phone sector it is a challenger brand - behind Nokia, competing
directly with Samsung and Sony Ericsson - so needs to think smarter and do
differently - squeezing the most out of its limited budgets.

« The mobile phone purchase cycle contains a large “consideration” stage
whereby consumers visit the web to search for consumer opinion.

 More so for LG whose products are aimed at a design conscious and slightly
older consumer.

 Most mobile manufacturers were weak here. Very little was written and where it
was the coverage was neutral at best. LG could differentiate itself through its
actions.

« LG had to find a means to engage with its audience during this “consideration”
phase to ultimately drive sales.



Objectives

Primatrily, to create long term, credible and influe ntial relationships with key
online influencers. The end goal is to increase con  sideration of LG products
to parity with its competitors by:

* Increasing the buzz around its products
» Creating positive sentiment towards its products

Secondarily, to further bolster LG’s brand promise of stylish design backed by
innovative technology.
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Online community demographics

Publish a blog
Publish a webpage
Upload video to sharing sites

Post comments on blogs
Post ratings and reviews
Use RSS
Tag web pages
Use social networking sites
I n
Read Blogs
Watch peer-generated videos
Listen to Podcats




Bloggers are....

« Expressive, creative, explorative, experimental, willing to try new things
« Social - like to connect, meet and share with others

 Very media and tech savvy - at the forefront of trends, particularly online
* Not usually commercially motivated and independent in thought

 Not a homogenous group - any race, class, gender - they reflect their
community but they do have common needs

« Connected via several other social media areas
 Open to a dialogue with brands
* Not constrained by editorial policies - they don’t owe your brand anything
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The idea

How do you have a credible, long term and influential
relationship with an online community when product release

schedules mean there may be little to say?
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Summary of activity

 Developing persona, rules of engagement and establishing feedback paths

« Creating a blog - design, style, technology and innovation with 1 in 4 posts being

directly about LG products
« Dealing with comments and enquiries to the blog, acting as LG

» Active participation - drawing up a list of influential bloggers to work with and

then commenting on them as LG (reach, relevancy, expertise, activity)
« Utilise other relevant media - YouTube, Flickr, Twitter etc.
« Create and attend events - direct interaction of bloggers and LG staff
« Management of blogger relationships

» Seeding products for review



Blog - structure and content
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WordPress, content layout, text
treatment, archive, recent posts etc.

. &' -to
demonstrate participation, authenticate
posts as from LG and pass links back
to target blogs

. - to
encourage debate on the site and self-
help

o ( - links to friendly blogs to
further demonstrate understanding of
media

) - covers design, technology,
innovation and style. 3 regular articles
to 1 LG-related.

) *+ - www.lgblog.co.uk




Phase 1 - building credibility

LG
Blog

1. We comment on target
site joining in the debate

Target
Blog

Comment

Comment

Comment

3. Audience begins to
read our blog and may

comment on our posts

> Comment

Comment

Comment

2. Audience sees our
comments and, over time,
recognises us as a member
of the community

Primary Audience (influencers, creators, enthusers)
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Phase 2 - influencing

Target
4. After a few weeks we 9
send a phone for review Blog
LG
Blog 8. We reference the
review/ coverage in one of
our own posts
< p
7. Both Coverage
Comment audiences view 5. Audience sees
Comment and comment the coverage and P —
on blog comments
Comment Comment
Comment

Primary Audience (influencers, creators, enthusers)

6. Primary audience spreads the
positive WOM through blogging,
forums and other channels

Secondary Audience (functional, mass audience)

@ LG
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Supporting activity

Events held for Secret, Prada and Renoir

Attend industry events as LG - Mobile Geeks of Londo  n, MIR Awards

Created YouTube channel and others to highlight off icial video

Create our own weekly “How to....” guides. Answer questi ons on the blog

N

Created an official account and show off photo capa  bility of phones

Invite others to phone groups and use their content on the blog



Supporting activity

1"$ (- ~-!. /0
Fan pages / groups for LG Mobile & phones showcasin g all mobile products

Encourages interaction at a brand level and allows communication through
opt-in

1(

Specifications and photos were added for each produ ct

Positive reviews added as references

&
Official presence to highlight blog posts

Follow our bloggers and others talking about LG



Measurement

e Share of buzz
 Share of influence
« Sentiment

 Reviews - reach and comments

* Blog - traffic, inwards links and Technorati authority
* Video - views and comments

 Facebook - fans and group members

« Twitter - followers



Share of buzz

Definition

The share of buzz indicates
how effective the campaign
has been at getting Secret
talked about online. In
other words, the
occurrences of the phrase
“Secret” within the context
of blogs, forums and news
sites. Although this metric
will include coverage
created via other media
(TV, PR etc.) itis a good
overall measure of the
amount of conversation
happening online
concerning the phones.



Share of influence

Definition

The share of influence
takes the buzz and weights
the "voices” (blogs,
forums, news sites etc.)
within the buzz as to who
has the most topical
influence. Not all voices
online are equal so we
attempt to measure how
effective we are at
engaging with the most
influential. We use citation
indexing as our
methodology of
determining influence.



Sentiment

Definition

Sentiment measures
the how the buzz
around a term can be
categorized (very
positive, positive,
neutral/questioning,
negative, very
negative). It does this
by “reading” the
context in which the
term is used and
automatically
categorising.



Bloggers want you to....

 Be up front and honest - it's a legal requirement

 Treat them promptly, professionally and proactively

 Understand that this is a passion, not a job - they are not amateurs but not
journalists

« Give them exclusive content - however minor you think it might be it will mean a
lot if you can do this

 Read their blog, find out what makes them tick and always personalise the
approach

« Participate authentically - follow them on Twitter, friend on Facebook, talk to
them via comments, get involved
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