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Change of Consumer
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Consumer have become information sources
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Word of mouth have become buying motives
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People tend to check corporate websites or Youtube for the talked-about ads rather than
Visiting their website after seeing an ad.

Strategy
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Company will establish “"Conversation” Space for customers
+
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Company will go to the "Space” to reach its customers
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Influence of the word-of-mouth
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tweet analysis

1) ALY E Posted tweets trend
Fig1r A RICE—DEAZBALTIN, Z0%E—EDHHEEREFLE
After reaching its peak one month after the start the campaign, the posted tweets decreased,
but Stabilized.

2) HHEERL Y F Extracted keyword trend
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The word “Heathya water” has been increasing its presence, and the number of keywords
which evoke targetedEmotions(eg. Achievement, Exhilarating , joyful, pleasdure, etc) has increased

3) H#£hrLYE Co-occurring trend
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Co-occurring rate of words “walking” and “Healthya, Healthya water” has increased monthly.

4) LYK Co-occurring trend
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The relationship between “Healthya” and “Drink” has been enhanced, and Common structure
has been built. The trend expand to a word of appreciation In the last month.
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A communication space through Healthya has been built presenting an interesting topic
HLEENI YT DDIIHDH LR FE T
The relationship between “walking” and “Healthya” was enhanced
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Effect of Tweets
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@ The number of tweets from the participants X (@ The number of followers=Effect on Twitter websites

D x2=2,475,814times
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Media-oriented to Consumer-oriented
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Increased cognition ~ — created experience (BFR) (IL%)
Provide the “answer” for interested people
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Key function: search keyword analysis and keyword management
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Expand its reach — Create senders of information (1%}%) (79:: = )

Expand “emotions”based on experience
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Key function: Manage information sources from
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One way communication — Conversation space ( /IJ='J' %%—) ( / \°—|~7‘— . 77~/)
Customer and company will be closer
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Key function: Manage communication between the brand and its costomers




