
 

 

The Power of Online Social Communities Building Brands and Expanding Markets 

Introduction: 

In today's rapidly evolving digital landscape, harnessing the power of online social communities has 

become essential for successful branding and market development. This blog post explores the significance 

of new and emerging media, the pros and cons of utilizing online communities, and strategies for building 

and sustaining these communities over time. 

Section 1: Understanding the Changing Media Landscape 

With the shift in media consumption behavior, it's crucial to appreciate the importance of new and 

emerging media channels. Traditional advertising alone is no longer sufficient to reach and engage the 

target audience. Brands need to adapt and find innovative ways to connect with consumers where they 

spend a significant portion of their time: online. 

Section 2: Pros and Cons of Online Communities in Brand Building 

Online communities offer numerous advantages for brand building and market development. They provide 

a platform for direct interaction with consumers, foster brand loyalty, and facilitate word-of-mouth 

marketing.  

Section 3: Strategies for Building and Sustaining Online Communities 

Building and sustaining online communities requires careful planning and implementation. Brands can 

learn from successful case studies to understand effective strategies. Nike's Joga Bonito campaign for the 

2006 FIFA World Cup, P&G's empowerment of teens and moms, and ABC's conversion of 'Lost' viewers 

into 'Sci-Fi Nerds' are all prime examples of brands leveraging online communities for maximum impact. 

Caselet 1: Nike's Joga Bonito Campaign 

Nike's Joga Bonito campaign during the 2006 FIFA World Cup exemplified the power of online 

communities. By creating a dedicated website and encouraging user-generated content, Nike effectively 

engaged football enthusiasts worldwide. The campaign successfully transformed Nike into a lifestyle and 

cult brand among football fans. 

Caselet 2: P&G Empowers Teens and Moms 

Procter & Gamble (P&G) tapped into the potential of online communities by establishing platforms like 

Tremor and Vocalpoint. These communities empowered teens and moms to share their experiences and 

opinions about various P&G products. The result was invaluable consumer insights and increased brand 

loyalty. 

Caselet 3: ABC Converts its 'Lost' Viewers 

ABC Entertainment cleverly utilized online communities to extend the engagement of its hit TV show 

'Lost.' Through an alternative reality game called 'The Lost Experience,' viewers were immersed in a 

captivating experience that expanded the show's fan base and turned casual viewers into passionate 

advocates. 

Conclusion: 

Harnessing the power of online social communities is a game-changer for brands aiming to build a strong 

presence and expand their markets. By understanding the changing media landscape, weighing the pros and 

cons, and implementing effective strategies, brands can create thriving online communities that drive brand 

loyalty, facilitate word-of-mouth marketing, and ultimately contribute to long-term success. 


