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LES TYPOLOGIES DE COMMUNAUTES VIRTUELLE
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C¢Auto publication

¢Possession matérielle
c¢Socialisation

cAntivirus, firewall

(Simons Irwin, &Drinnien, 1987)




POURQUOI TANT DE SUCCES ?
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LES PERSPECTIVES DE CROISSANCE
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LES REVENUS PUBLICITAIRES (1/2)

Hypotheses :

Ad blindness

Heat map

Les utilisateurs ne sont pas en mode kecherche» mais en
mode «networking »

(Nielsen J. , 2007), Google AdSense




LES REVENUS PUBLICITAIRES

Earn Favor Points
ific f points (also the most direct way to support mob wars) k for the
Missing Favor Points? 1 View Offer Status

SHOW ONLY: All | |
Want quick Favor Points? Buy them fast with:

Advertize

Vincent

Twerr_iﬁc News—New Dell Deals Exclusive spare change MOBILLCASH | b i Loisean s a
to Twitter http://tinyurl.com/bgevum h fan of myfab.
Direct2Dell ) N )
Direct 2 Dell . ° ® e ° Earn 20 Favor Points
iz Babyfoot Authentique

Un babyfoot robuste et
authentique comme vous le
connaissez dans les cafés.
299 euros seulement sur
wwww, myfab.com

Free ice cream

Ben & Jerry's wants to celebrate
the election with a free scoop on
Movember 4th. Democracy never
tasted so sweet! RSVFP now.

What do you vote for?
Voting says a lot about you, See
what the Cool Kids are thinking. More Ads
Find what they vote for and then
tell us your thoughts,

Coors Light and the NFL
Show your taste for gridiron

E Time: Movember 4 at 5:00pm
Location: Participating Ben & Jerry's Scoop ligsaw (Free Gift) glory and cold refreshment.
Shops! ﬁ! Freak out your friends. Saw V, now Download Coors Light NFL
attendess: 21461 people (3 friends) are attending. 4 . playing. You won't believe how it ends! widgets to help you tackle the
RSVE: Oves ()Maybe ()No m season. Get geared up!

I&, Become a Fan

9 Give this gift to a friend:

Engineering Jobs

Visit the CareerBuilder.com
Engineering page and find a better
job. Thousands of openings posted
daily. Get started today! 8

Collect Both Gifts

The gift shop is featuring a limited
edition lipstick on a pit bull and lipstick
on a pig. Give this gift, or both, to a
friend today.

«Allow you to stay and keep hanging ouit
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Quelles autres sources de revenus ?



LES REVENUS PREMIUM

Abonnements
« Freemium»
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LA CLE : LA CONNAISSANCE DES UTILISATEURS

Quelle est votre cible demographique ?

APays, sexeage, etc.

Quelles sont leurs attentes ?

AMots clés des recherches, etc.

Quelle valeur ajoutee leur procuremus ?

APourquoi reviennenils ?
ACombien sontils prét a payer ? Pour quels services ?

Déterminer ce qui marche (ou pas), chez qui et pourquoi !




LES INDICATEURS DE SUCCES
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ARevenus moyens générés par utilisateur / Colits moyens

ATaux de recrutement viral

AMaximiser le taux de conversion ?
AlLe nombre de commandes ?

ALe panier moyen ?

Ales contenus générés ?



CONCLUSION

Une croissance encore forte

AModéles mixes publicité /fkeemium»

Attention aux cercles vertueux !

AlLe service doit fonctionner» méme avec peu de membres
Ala croissance doit augmenter la valeur percue !

AConnecté partout, tout le temps



MERCI DE VOTRE ATTENTION











































































