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Category: Most innovative use of measurement in a digital campaign
Entering Company Name: Kantar Media CIC (China)
Name of person entering: Yixia Huang

Email: ivan.huang@cicdata.com

Telephone:

Client: Goodyear Tire (Germany)

Campaign title: Using a constructive guideline to optimize company digital

performance for Goodyear Tire Company

Execution/Implementation
1. Project Setup

Table: Digital Impact Score

Digital Impact Score Formula

I R A S I TR

x ) n
b ity Saane Brand *Net Sentiment Rate/Average Net Sentiment Rate 30%
of the four brands

Social Score ‘ . Brand Engagement/Average Engagement of the four

(60%) g Social Engagement Score B brands 20%
Social Buzz Score z Brand Buzz/Average Buzz of the four brands 10%

Search Score search Score Brand Baidu Index/Average Baidu Index of the four 20%

(30%) brands

Website Score Website Score (1- bounce rate)*average time spent/Average for the 10%

(10%) four brands

*Net Sentiment Rate (NSR) = (Positive posts — Negative posts /Positive posts + Negative posts)
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2. Reports

Regular tracking of Goodyear’s performance and position

Goodyear’s Digital Impact Score Performance (Q4 2015 - Q2 2016) %
¥ Goodyear’s DIS had a remarkable and continuous improvement from Q4 2015 to Q2 2016 due to its strong

performance on social platform.
v Search score saw a slight improvement along the way and had surpassed Bridgestone and Continental.

However, website score still lagged behind competitors.

Goodyear and Competitors Digital Impact Score,
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Performance reviews for Goodyear Free Trail Campaign

Goodyear EGP Free Trial — BBS ﬁ.f o ﬁ ‘

+ EGP Free Trial campaign attracted considerable attention across three major Auto BBS, and contributed a

remarkable amount of buzz volume and positive engagement.
+  Design of the campaign, valuable presents, multi-platform connection and homework posts all contributed to
the success of this campaign, and helped Goodyear take the first place in term of DIS score in June.

. 6 Outstanding performance of

Guided online traffic

Three major forum: Valuable, practical and Positive buzz-92K, and users from BES to .
Autchome, Xcar, PCauto vers Engagemeant: 87K
s Hear, divrs presens €= - Goodyear Campaign
Highly enthusiastic Second round presents Expecting 23 high Sogetting IWOM
netizens participate for encourage high quality quality “homework" improvemnent from
free tires. homewark follow up netizens’ organic

discussion
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Social Score — Social Affinity Score — Goodyear EGP Homework gu? o ) ‘

v' The EGP campaign requested tire test participants to write ‘homework’ post to review the tire. The incentive of
high valuable rewards attracted high quality tire review posts, and received netizens’ attention and welcome.

23 Partici 23 E Posts, 10 ded Post on Home Page  Total Reads: 149,570 Replies: 2,050

Essence Post Example:

Reads: 14,591 Replies: 123

Individual posts attracted Detailed descriptions of Use of videos and photos Using tools and research
a considerable amount of tire knowledge and tire to enrich the content. to support the review.
discussion. performance. i
@2015 21 2 MEDIACIC

Netizens provided not only detailed reviews of the tire, but also diversified methods to enrich
content. Netizens’ organic experience sharing resonated well with the audience. We suggested
encouraging such activities to further improve the word of mouth of EGP among netizens.

Identify opportunities in the sports segment:

Tire Brand and Sports — Running

¥ Continental and Michelin are cooperating with sports companies that shared same origins to launch co
branded shoes.

v They are leveraging social platforms (e.g. HS games on Wechat, Weibo incentive campaign) and sponsored
events (e.g. Michelin’s sponsorship of ATP Shanghai Master) to expand the influence of the shoes.

| Guiocntais | [F ocnrin

History AR 3 Nis:onvyp L g
« Since 2009 S Sukit g - Sincs , :
« Featuring running shoes ISt 8 d « Featuring tennis shoes IQ\ZJ

« sponsored Marathon athletes + Sponsored tennis players Gk
« Cooperation brand: Adidas (German origin) + Cooperation brand: Babolat (French
Recent Event origin)

Recent Event

« Launched a special site named Getyourgrip to
promote Conti shoes. « Sponsored ATP Shanghai Master In 2015
- Use Wechat HS game Link1 and Weibo video attracted media's reports

+ Hold Grab Floor campaign on Xcar.com,
and used Babolat product as incentives.
Reads:288k, Replies: 19K

sharing to Introduce shared attributes of
Continental tires and shoes, such as long mileage
and grip performance.

+ Posted articles i official Wechat account to
combine hot topic Shanghai Marathon 2016, with
Conti shoes. Reads: 11,754 Likes: 41

Tire Brand and Sports — Running x Potential in Running Market and Marathon

¥ Running is becoming a popular habit among people with higher education. Also, family with a regular exercises
habit was found to have higher income than family do not exercises. Majority of running lovers were under 40s.
¥ Marathon has become more popular in China especially in metropolitan cities.

Family Income — Exercises Running lover Education Running lover Age Distribution
vs. No exercises, 2015 Distribution by Gender, 2015 by Gender, 2015
10,693 RMB. Beijing and Shanghai
Marathon 2015
369 higher i
income 7T -
""" 67%
| Higher Under
ionl 405 - -
Applications
Mo exercises  Regular exercises Female - - Male Female Male
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Associating Goodyear with running events could help the brand reach out to customers under 40
and well educated consumers with higher income. Moreover, the brand could leverage the
growing influence of Marathons to improve its brand awareness among the younger generation.

Tracking of Bridgestone crack crisis

Crisis Management — Crack Crisis of Bridgestone
¥ Due to lack of timely response to netizens discussion around the crack issue, the discussion of Bridgestone
accelerated to worsen and became a larger crisis.

a
Out breaking | incressed complaints
regarding the crack

Issue and call for

collective claims

Budding

Bridgestone brand name
was mentioned on the title.

jprovide feedback.

Escalating
10
Buzz Trend of Bridgestone Crack lssues Q1 - Q2 2016

JKANTAR MEDIACIC

Identify action of Bridgestone dealing with boycott complaints online

Bridgestone Crack Issue — BBS Buzz Trend by Forums fu’ o ) ‘

v Discussion regarding Bridgestone’s crack issue declined gradually, as the discussion of two main buzz sources

Encore and Trax forum had declined notably.
v Discussion in Encore contributed a peak in July, and then gradually declined afterwards. There was only a few

discussions about crack issues on Trax Forum during Q3.
Buzz Trend of Bridgestone Crack Issues, Trax vs Encore, Q3 2016

Tolal Crack Issue =——Trax ==—Encore

An Yaris consumer using Bridgestone complained to have

ined about the crack
crack issue, and felt helpless in claiming for compensation,

s, and was angry about
e that 45 stor ed. Link
who had similar

An Encore cons!
problem of Brid
the bad aft

A post advocated Encore car own:
issue to claim for compensation together.

A post warned TEANA consumers to check their
Bridgestone’s tires, which attracted netizens attention
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Social Affinity Score — Actions to Boycott Complaints f\: o ) ‘4

¥ Control, communication and customer services were the three main options that could take to mitigate the
influence of boycott complaints on social media, as well as improve netizens attitudes towards brand.

CONTROL

rans
Quality Feedbar
control and limit

of the issue.

COMMUNICATION

Setting up Communication Channel

¥ Collaborate with moderator of key
forums, to set up a post In OFZ to ask for
consumers feedback about the issue. it
ca

CUSTOMER SERVICES

Optimize and regulate aftersales service

+ Optimize the claim pracess to simplity
procedure and reduce response time,
use training and regulation to Improve
‘the service quality of on site staffs.

KANTAR MEDIACIC

Control, communication and customer services are three areas that should be carefully
considered when facing complaints and boycotts on social media. They also play a vital role in

creating a better word-of-mouth effect.



