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Weight Watchers – about us…

It’s not just a diet!

L di f l i h l d d li d iLeading, successful weight loss and management programme, delivered via 
five different service channels

Publishing business including retail range and monthly magazineg g g y g

Over 240 retail food products

Our number one goal – Member Successg

Soft Launched new plan, ProPoints November 15 2010, our biggest 
innovation in 15 years!

Mission to see every Australian living at a healthy weight



Communication – so do we communicate?

Weekly eNewsletters – over 1.5M per month

D il iDaily site content

Daily social media content

W kl t hi t tWeekly partnership content

Plus – weekly meeting material in thousands of meetings daily

TVC content via strategic partners, eg, Good Chef Bad Chef

In store activity eg Myer, McDonalds etc

KOL discussions, forums etc



But there is a constant need for more

WW Online Community – over 300K members, over 20M imps YTD

O 1000 blOver 1000 bloggers

Hundreds of groups

H d d f h llHundreds of challenges

Branded social media presence – over 15K members

Countless video diaries via You TubeCountless video diaries via You Tube

Countless personal recipe sharing sites

The list goes on and on and onThe list goes on, and on, and on…



What role does Weight Watchers play?

Constant requirement for ongoing support

C i fConstant appetite for content

Constant  stream of new members sharing tips

Th d f d il t bl t i t ti d h iThousands of daily posts, blogs, comments, interactions and sharing

Obvious opportunity to retain and support existing members through 
ProPoints transition, and engage lapsed through to conversiong g p g



And where is the opportunity?
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What did we have to change?

St ti D iStatic Dynamic

Monologue Dialogueg g

Destination Network

Brand centric User centric

Brand message Brand engagement



HLA Partners

Did we have much to change?

WW.com.au Social

WW

DB

W i ht W t h h th t t th t h thWeight Watchers has the content that has the 
potential to engage, educate, support 
& inspire existing and prospective Weight Watchers 
Members. 



It was already there!
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So many channels, so little time…
Distributing content & UGC
Across multiple channels to
Reach, entry points( & 

enhances SEO)

Video Channel
Content is shared across FB, My Sp,
twitter & main site/eDM increasing

l f ll h l

FB & My Space deliver 
Engagement ‐ application & 
datacapture opportunities 
and parallel alternative

WW 
Com

Website & mobisite

value of all channels

Fan

p
direct channel if users prefer

this to eDMs

Fan Page Stream

T itter real customer

Inboxes

eDM/SMS

Share funtions & links
Facebook/twitter/Myspace increase

Twitter = real customer 
connections & customer care

– high reach (retweets & follows)
advocate opportunities

For amplification

FB delivers reach, 
high levels of shareability,

credibility of user conversations, 
natural environment
for discussion ‐ extend

10

Facebook/twitter/Myspace increase
Click through rate &

shareability

applications to FB
For higher visibility 



What did we decide to do?

I fl Extending the rangeInfluencer
Comms

Extending the range
of conversation

Drive a variety of health

Driving 
conversation

Drive a variety of health‐
related chats ‐ introduce 
Interesting links ‐
community manager 
driving inspirational tips

Systematic influencer 
comms via digital outreach 
& eCRM

Rapid Response
(3rd Party

Social media

driving inspirational tips

(3rd Party 
Channels)

objects

Social Media monitoring 
ith kfl t l &with workflow ‐ trawl & 

identify relevant 
conversations ‐ take part 
when appropriate

Include Social media at the 
core of our brand and 
campaign comms



What did we decide to focus on?

REACH
• EG: AVERAGE NODAL REACH ON FB = 90 ‐ 1 MENTION MONTHLY & 
COMMUNITY OF 5000 = > 500,000 ENDORSED REFERENCES
• TWEET REACH RUNS INTO 100’S OF 1000’S

CONSIDERATION
• LIVE INTERFACE BETWEEN CUSTOMERS, LAPSED AND NEVERS ‐ CUSTOMER
COMMENTS & CONTENT INTERACTIONS (EG: APPS, VIDEOS ETC) DRIVE 
CONVERSION

RESPONSE • DATACAPTURE POSSIBLE THRU APPS IN FB other channels
• CHANNEL SPECIFIC PROMOS & GENERAL OFFERS DRIVE RESPONSE/TRAFFIC

SALES • UNIQUE LINKS & WHITELISTED URLS ALLOW US TO TRACK FROM SM REACH
TO SALES  & LONG TERM TAGS DELIVER FURTHER ROI EVALUATION



What did we create?





We built it – did they come?



How do you measure social activity?

Millions of messages on the internet everyday across Social Media, Blogs, 
F & NForums & News

Many messages are discussing the WeightWatchers brand, our products, our 
i i d t i d titservices, industry issues and our competitors

These messages often produce commercial opportunities

– Customer Service Opportunities

– Sales Leads

– Retention opportunities

M b f db k– Member feedback

– Customer Insights

– Competitor Insights

– Online PR, SEO, Community Engagement

– Industry brand presence



Weightwatchers: BuzzEngage



Weightwatchers: BuzzEngage

Respond to messages: Across any channel 
(Twitter, Facebook, Forums, Blogs etc)



Weightwatchers: BuzzEngage

View, filter and search all contacts online 
and explore your engagement history

View Influence 
Score andScore and 
Number of 
Followers



What other metrics did we apply?

KPI 80% Response rate on WW branded environments (Community, 
Twitter Facebook etc)Twitter, Facebook etc)

KPI 40% Response rate on 3rd party sites (ww conversations)

Adding share functionality on all user contentg y

Building a video library (healthy habits)

Roaming Camsg

Weekly Blogs by category

Linking all assets back the the key platform message “Perfect for life’s 
imperfections”

And of course, it’s all Approved By Life.



The outcome?

Highly engaged group of brand advocates

I d b i b b liIncreased member support via member support member online

Focus on increased retention, and ongoing success

M bl i i ht d t l d t tiMeasurable insights, around engagement, relevance, and retention

Enough insights to build business cases to do more!



Thank you! 

Thanks for listening!

If h i i h dIf you have any questions – raise your hand, or contact me on –

rcheslett@weightwatchers.com.au

F l f t l d h / i h l IFeel free to also sponsor me – www.everydayhero.com.au/reichel as I run my 
first mini marathon to raise money for the Cure Cancer Foundation!


