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Communities have arrived. 
Over 2 Bn people are ‘talking’ in communities. 

Official Partner

Facebook 
Groups 

1.8B

Reddit

500M

WhatsApp

2B

Discord

150M

Slack

10M

Telegram

700M

https://www.convosight.com/brands/


People talk in “Halls” not “Balconies”

Official Partner

V/S

Balconies - Facebook Pages, Instagram, Twitter etc.

10%
Engagement

One person engages .1 times on open 
social media channels  

Halls - Facebook Groups, Whatsapp, Reddit

600+%
Engagement

While the same person engages 6 times in 
a community

https://www.convosight.com/brands/
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Communities help trigger & multiply UGCs

Admin Post

UGC Posts

Comments

https://www.convosight.com/brands/




Brands did not have a way to access communities.

No way to measure impact

Not Accessible ( No ability to Listen or Market into  ) 

Not discoverable

Official Partner

https://www.convosight.com/brands/
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We help brands to get insights and drive advocacy into the previously inaccessible world of 
communities.  We help Community creators earn through these Brand partnerships

$

Campaign builder
Communities

Facebook, Reddit, WhatsApp etc.

Community 
Creators

Create

Earn

Train

$

DEMAND SUPPLY

100K communities 

1 billion members

3B+ conversations 
3 million UGCs (9 mos)

https://www.convosight.com/brands/


Working  across key consumer segments in India

Official Partner

Food & Beverages Beauty & Personal care Pharmaceuticals FMCD & Others

https://www.convosight.com/brands/


Helping them achieve their objectives and goals by driving brand advocacy

Concept Testing

12

Building Brand Salience

Product Launches Category Creation & Expansion New Market Penetration

Official Partner

Insights and Research Studies

https://www.convosight.com/brands/


Giving them access to 100K+ Halls where over 1 Billion members are talking 

organically

Official PartnerOfficial Partner

https://www.convosight.com/brands/
https://www.convosight.com/brands/
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Going deep across “Bharat” - Engaging in people’s own languages 

26M 8M 7M

13M

8M 15M 10M

4M10M Demographic distribution in India

https://www.convosight.com/brands/


And enabling them to listen to, engage with, and even create communities

Official Partner

Understanding category 
landscape, purchase drivers 
competitive positioning, concept 
testing etc.

Insights

Taking the brand’s messaging 
into existing communities to 
drive brand advocacy and 
consideration

Community 
Marketing

End to end creation of an owned 
asset for the brand

Community 
Building

https://www.convosight.com/brands/


Let’s understand the difference 
between Balconies & Halls



Listening and Insights : Balconies vs Halls

Comments in Balconies 
Facebook Pages, Instagram, Twitter etc.

Conversations  in Halls
Facebook Groups, Reddit, Telegram

Official Partner

https://www.convosight.com/brands/


Listening and Insights : Balconies vs Halls
In halls, you get nested conversations

Official Partner

https://www.convosight.com/brands/


Brand Marketing in Balconies vs Halls
Dabur Charcoal Launch - Instagram vs Facebook group

Official Partner

https://www.convosight.com/brands/
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Impact in Balconies vs Halls
Dabur Charcoal Launch - Instagram vs Facebook group

https://www.convosight.com/brands/


Impact in Balconies vs Halls
In halls, “content” is the hero not the “creator”

Official Partner

Real consumer experiences; real stories

https://www.convosight.com/brands/


Brand Owned Balconies vs Halls
Halls become a safe space for hyper engaged consumers, creating equity for the brand

Balcony - Sunsilk Facebook Page Hall - Sunsilk Girl Giri Facebook group

16 M Followers      .19% Engagement 20 K Members , 2.2 mn Organic Reach 
250 %  Engagement

Official Partner

https://www.convosight.com/brands/






THANK YOU!
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