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About VibrantNation.com

VibrantNation.com is the leading online community g y
for women 50+:
• Driven by the desire of women to connect with other 

women at a new and different lifestage

We launched the site based on research but then ourWe launched the site based on research but then our 
real learning began, offering multiples examples of: 
• How and why women 50+ form communities onliney
• How you can engage that community tor your brand 

or business



What Research Taught Us

Vibrant Women 50+:Vibrant Women 50+: 
• Feel a combined sense of opportunity and 

frustration about the next 20 years of their lives:
• They have new energy and resources to focus 

on themselves, but 
• Aging is not fun, andg g
• They feel invisible in the marketplace 

• As a result their connections with other “women• As a result, their connections with other women 
like them” provide the support, energy and 
information essential to living the life they want



Watching A Community Shape Itself



Watching A Community Shape Itself



How the Community Shapes Itself



How the Community Shapes Itself





How Marketers Can Leverage the 
Community that Built Itselfy

• Learn
• EngageEngage 
• Activate

I f• Inform
• Sell



Learn

case study

StriVectin Spokesperson Survey

case study

StriVectin Spokesperson Survey

Client Goal:  Evaluate the responses of 500 Vibrant 
Women to different spokesperson  
options  including men  women in aoptions, including men, women in a
variety of age ranges

Results:
VN generated 500 responses with a • VN generated 500 responses with a 
significant majority which led StriVectin to 
select a 50+ Female Skincare Expert as 
spokesperson.

• Multiple site postings generated over • Multiple site postings generated over 
5,290,000 impressions.



Engage

case study

Fresca® Survey

y

Client Goal: Encourage women 45+ to re-engage 
with Fresca via an online survey on soft-drink 
habits.

Results:
• Over 50,000 women clicked through to the 

Fresca surveyFresca survey.
• Over 8,500 of them completed the 9-question 

survey, providing valuable insights for the 
brand.

• Click-through rates from VN were 5x greater 
than other sites where the ad appeared.



Activate

case study

AARP/GSD&M/IDEACITY

case study

AARP/GSD&M/IDEACITY

Client Goal:  Promote respect for AARP as an   
authority on healthcare reform issues to authority on healthcare reform issues to 
the VN audience: influential women 45+

Results:
• Delivered nearly 300,000 impressions from y , p

AARP ads on site and in newsletters
• Launched 23 conversations and 6 blogs related 

to the topic



Inform

case study

Wyeth/Edelman REVEAL Study

case study

Client Goal: Develop social media campaign 
to promote awareness for 

Wyeth/Edelman REVEAL Study

to promote awareness for 
Wyeth-sponsored REVEAL study

Results:
• 6 conversations on VN

E d b   10 000 i  i  • Engaged members over 10,000 times in 
study-related content



Sell

case study

Authenticity Travel

case study

y

Client Goal: Promote ATA’s AuthentiCity
educational travel opportunities to 
Vibrant Nation readers and users. 

Results: 
• Delivered custom promotional 

content to VN audience   content to VN audience.  
• VN email and ads generated click-

through rates higher than any other 
site/partner.
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