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MINI Case Study

Using word of mouth to manage and galvanize a brand community

“I love my 2005 Cooper even
more than my 2003. Quibbles
with the clock and pointless
storage cubbies aside, | just think
this car is perfect. Honestly, if |
made five times as much money
as | do, I think | would still want
to drive the exact same car that |
do right now.”

“You'll love it! I recently had no
less than 15 MINIs parked in my
front yard at a houseparty we
hosted a few weeks ago. Lots of
our guests commented that they
found mine to be the best
looking, most handsome of the
bunch! *beams with pride* and

BUSINESS OBJECTIVE BMW's re-introduction of the MINI line had been

successful, but heading into 2006, there was not a
new model introduction. Automotive category sales tend to be driven by new models;
therefore, MINI was concerned that as their competition launched new models, MINI's
own sales would slide. MINI asked MotiveQuest to help them create marketing

strategies to maintain sales momentum.

MotiveQuest used its suite of

UNCOVERING MOTIVATIONAL DRIVERS

motivational drivers of the category, uncovering the emergence of a new driver of

tools to explore the

engagement with the community. Two distinct types of conversation emerged in the
analysis of MINI’s competitive set.  First, were conversations around the Car including
discussions around: engine, turbo, steering,
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performance, service, torque, modding, wheels

engine, service, clutch

and console.

_ = Second, the consumer community built around
the brand was a major source of online
conversation, including topics such as: racing,
events, rallies, sharing pictures, getting

Passion Peaks shows the topics most discussed. together, community, clubs, and rituals (honking

The taller the peak, the more conversation & waving to other drivers). Community chat

around a particular fopic. . .
P P generated less buzz but more positive emotion

than car chat — which was often more dry and transactional.

After segmenting the conversation to Car vs. Community, MotiveQuest to quantified the

aspects of the MINI community that made
- . “THE COMMUNITY”
it's members more engaged with the brand.
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MINI Enthusiasts’ enjoyment of interacting

with each other.
This chart shows that community drivers tended to
show up more in discussion with MINI than it's
competitive brands. The red highlights indicate
drivers for which MINI had the highest net

sentiment.



