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Foreword

Not long after The Anatomy of Buzz! was published in October 2000, a
journalist called to interview me for a story he was writing about buzz
marketing. We talked for a long time and later exchanged some emails.
A few weeks passed and the story did not come out, so my publisher
sent a friendly enquiry to the journalist: ‘Is there a problem?’ As it
turned out, the journalist had a difficult time convincing his editors to
run the story. ‘I spent 20 minutes arguing with my editor yesterday on
why this story needs to run before the whole fad is dead!” he wrote.

This was the first time I realized that what I see as a major shift in mar-
keting, is seen by some other people as just another marketing fashion.

Today, five years later, the ‘fad’ is not dead. You'll find plenty of
evidence that buzz marketing is still going strong in the numerous case
studies in this book. In fact, in the past few years I have seen a consis-
tent increase in interest in word of mouth, buzz and viral marketing.
More companies are working on ways to use buzz, conferences and
panel discussions are being held all over the world, and yes, books and
articles on the subject (including the article by that journalist which
ran shortly after our enquiry) are coming out regularly.

Why the continued interest? In his introduction to this book, Paul
Marsden points out that ‘advertising hyperclutter, media channel frag-
mentation and new ad-busting technology that enables people to skip
and block unwanted advertising’ are major challenges to the traditional
marketing model. Throughout the book we are also reminded of the
increasingly cynical, sceptical, and marketing-savvy consumer. Indeed,
noise and scepticism are major forces that send marketers looking for
alternatives. In addition, Marsden and other contributors correctly point
out the significant impact technology has in boosting the power, reach
and speed of consumers’ word of mouth.

There is another way in which technology affects the future of
connected marketing. Technology has guaranteed that marketers will
constantly be reminded of the power of word of mouth.Ten years ago,
a marketing manager could brush off talk about word of mouth and go
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back to discussing her next advertising campaign. Today she stumbles
over buzz wherever she goes. She searches on Google for her com-
pany’s name and comes across a discussion between two unhappy
customers. As she stands in line at the coffee shop, the man behind
her, cell phone in hand, talks about the movie he saw last night. On
search engines such as BlogPulse.com our marketing manager can actu-
ally see how much buzz her brand has been getting on blogs in the past
six months.

As word of mouth becomes something that can be measured,
archived and searched, we can expect the interest in connected market-
ing to increase even further. With this comes a word of caution: as
more vendors compete in this space, there will be more pressure to get
results at all costs. As glossy proposals are put on desks, as exciting
presentations are made, it is crucial that marketers continue to ask one
simple question:‘Is this the right thing to do?’

In Chapter 14 of this book Schuyler Brown writes: ‘Periodically,
you’ll hear stories about companies enlisting cheap labour to monitor
and populate chatrooms and post commercially motivated messages to
blogs. Ethical marketers know that this crosses the line’ I agree. Full
disclosure is a prerequisite to good buzz marketing. Not only because
undercover campaigns can backfire, but first and foremost because full
disclosure is the right thing to do.

One reason I've been captivated by the phenomenon of word of mouth
communications is the raw quality that it possesses. Just visit a few blogs
and newsgroups to read what people say about a certain product and
you'll see what I mean. The tone is straightforward, no-nonsense, some-
times harsh, often sarcastic. There’s always a variety of opinions - for
every view expressed, you find an opposing one. Companies that tried to
control what’s being said about them have realized very fast that it’s
impossible to tame the beast. Word of mouth is wild.

In some ways, this book is like the phenomenon that it describes.
If you expect to hear one voice, one opinion, I'm afraid you’ll be
disappointed. If you expect to agree with everything you read, you
probably won’t (I know I haven’t). What you can expect is a lively
conversation about a significant trend in marketing. Rich with data, war
stories and case studies, this book is an important addition to the word
of mouth literature. As you'll quickly find, there’s more than one way
to stimulate people to talk. Which ones are the best? It is up to you
to sort through the copious examples and form your opinion, much
in the way you would after asking a few friends for advice about
which car to buy.

If you are a marketing manager looking for ideas, the analysis and
examples in this book are very likely to stimulate you to think. In this
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sense, the question of whether buzz marketing is a fad or not is not
very relevant. Only time will tell whether the journalist was right or
wrong. In the meantime, there’s plenty of insight in this book that will
help you come up with ideas for how to spread the word about your
products and services.

Emanuel Rosen
Menlo Park, 2005

Reference

1 Rosen, Emanuel (2000) The Anatomy of Buzz: Creating Word of
Mouth Marketing. New York: Doubleday.
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Introduction and summary

Paul Marsden

London School of Economics/

Associate Director;, Spheeris

The naming of New York

Swiss botanist Conrad Gesner first saw the flower that was responsible
for the naming of New York whilst on a trip to the Bavarian Alps in 1559.
The delicate bloom had been imported to Europe from a faraway valley
between the great Yangtze River and the Central Asian Steppe via
Constantinople. With petals red in colour and with a sweet, soft and subtle
scent, the exotic flower was believed by Turkish traders to have divine
origins - they had even named it ‘/ale’, an anagram in Arabic script of
Allah. Gesner, however, was struck by the peculiar turban-shaped form
of the petals, and taking the Turkish word for turban, tilbend, as inspira-
tion he gave it a European name - ‘tulipa turcarum’, or tulip for short.

The extraordinary chain of events that followed, and which ultimately
led to the naming of New York, has since become a popular tale that par-
ents relate to their children when they want them to grow up to become
stockbrokers. The story recounts how news of the new, beautiful and
rare flower spreads by word of mouth across Europe, piquing the interest
of Dutch nobility who soon begin importing tulips and adopting them as
exotic status symbols - visible signs of their good taste and wealth. The
combination of limited supply and the association with the rich and
famous then triggers a word of mouth epidemic of demand for tulips.

To cater for the demand, Dutch shipping companies begin importing
tulip bulbs from Turkey, local farmers begin cultivating them and city
merchants begin trading them. But supply cannot keep up with
demand - everybody wants tulips - and this only fuels the demand.
Throughout Holland, thousands of people give up their jobs to grow
tulips, selling their homes and their land just to get their hands on the
precious bulbs. By 1635, Holland is consumed by tulip fever, pushing
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tulip prices up to astronomic levels; a single Viceroy tulip bulb sells for
the equivalent of US$40 000: four tons of wheat, eight tons of rye, one
bed, four oxen, eight pigs, 12 sheep, one suit of clothes, two casks of
wine, four tons of beer, two tons of butter, 1000 pounds of cheese and
one silver drinking cup.

But just as Dutch tulip buzz reaches its feverish crescendo in 1637,
word of mouth suddenly turns negative. Rumours begin to spread that
tulips are no longer worth the extraordinary amount people are paying
for them. In a few short weeks, this negative word of mouth triggers a
precipitous and dramatic crash in tulip prices - to less than a hundredth
of their previous value. Because so many people have so much money
tied up in tulips, the Great Tulip Crash of 1637 virtually bankrupts the
Netherlands, and for decades the country is often unable to pay for
soldiers to defend its interests abroad. One such interest is the Dutch
settlement of New Amsterdam, lying on the east coast of North America.

Without military defence, New Amsterdam lies open to attack, and in
1664 the English army march into the fledgling city and declare it their
own without a single shot being fired, renaming it in honour of the
English Duke of York. And that’s how a Dutch seventeenth-century
word of mouth craze for tulips resulted in the renaming - or rather
naming - of New York.!

Introducing Connected Marketing: The Viral, Buzz
and Word of Mouth Revolution

The tale of how a seventeenth-century word of mouth tulip craze led to
the naming of New York illustrates the power of what is typically called
word of mouth - product-talk between people - in both driving market
demand and decimating it. Three and a half centuries after tulipomania,
word of mouth remains a powerful influence on what people say, do
and buy. Management consultants McKinsey & Co. estimate that two-
thirds of the US economy is driven by word of mouth,? and recent
research has scientifically proven what businesses have known for
some time: word of mouth drives business growth - companies that
stimulate high levels of positive word of mouth in their markets grow
fast, whilst those that don’t stagnate.?

Connected Marketing is a book about using word of mouth connec-
tions as marketing media to drive growth. It covers three emerging tech-
niques in marketing: viral marketing, buzz marketing and word of mouth
marketing. Whilst differences may exist between viral, buzz and word of
mouth campaigns - although the terms are often used interchangeably -
all are based on the same fundamental insight that the most powerful
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media open to marketers are the word of mouth connections joining
everybody to everybody in any target market by no more that six links.*
So whilst viral marketing is often the label of choice for campaigns har-
nessing online word of mouth connections,”> word of mouth marketing
for campaigns using traditional or ‘offline’ word of mouth connections,
and buzz marketing for campaigns that harness both - often in combina-
tion with traditional news media coverage - they all seek to exploit
connectivity between people as marketing media. To avoid getting into
divisive and sterile debates on definitions, we have coined the term
‘connected marketing’ as an umbrella term for all viral, buzz and word of
mouth marketing techniques, to include all promotional activity that
uses word of mouth connections between people, whether digital or
traditional, as communications media to stimulate demand.

Written by 17 experts working at the cutting edge of viral, buzz and
word of mouth marketing, Connected Marketing introduces the range
of scalable, reliable and measurable solutions for driving business
growth by stimulating positive brand talk between clients, customers
and consumers. [llustrated through gold-standard case studies, the top-
ics this book covers include seeding trials, viral advertising, brand advo-
cacy programmes, live buzz programmes, brand blogging, buzzworthy
PR, influencer outreach initiatives, buzz measurement and metrics, as
well as chapters on the science and future of viral, buzz and word of
mouth marketing. Advocating a new ‘connect and collaborate’ vision of
marketing, Connected Marketing will show you how businesses can
harness connectivity between clients, customers and consumers as
powerful marketing media for driving demand.

30-second primer: from marketing to connected marketing

m Marketing: Satisfying market needs through the commercial-
ization of products and services in such a way that satisfies
internal company needs and those of the company’s investors.

m Mass marketing: Satisfying widespread market needs with stand-
ardized mass-produced products and services, typically promoted
though standardized mass media advertising.

m Mass media advertising: The promotion of a company or its
products and services through paid-for persuasive messages from an
identified sponsor appearing in media with a large audience: news-
papers, magazines, cinema films, radio, television and, increasingly,
the Web.
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m Viral marketing: The promotion of a company or its products
and services through a persuasive message designed to spread,
typically online, from person to person.

® Word of mouth marketing: The promotion of a company or
its products and services through an initiative conceived and
designed to get people talking positively about that company,
product or service.

m Buzz marketing: The promotion of a company or its products and
services through initiatives conceived and designed to get people and
the media talking positively about that company, product or service.

m Connected marketing: Umbrella term for viral, buzz and word
of mouth marketing. Any promotional activity that uses word of
mouth connections between people, whether digital or traditional,
as communications media to stimulate demand.

Why connected marketing, why now?

The traditional marketing model we all grew up with is obsolete

Jim Stengel, Global Marketing Officer, Procter & Gamble, 2004¢

Mass marketing today is a mass mistake

Larry Light, Chief Marketing Officer, McDonalds, 20047

For the first time the consumer is boss, which is fascinatingly frightening,
scary and terrifying, because everything we used to do, everything we used
to know, will no longer work

Kevin Roberts, Chief Executive, Saatchi & Saatchi, 20058

Marketing today is in a state of turmoil. Industry leaders say that the
traditional marketing campaigns, based on mass media advertising, are
not working anymore. And the facts back them up. A 2004 study into
advertising effectiveness by Deutsche Bank in the US consumer packaged
goods sector found that only 18% of television advertising campaigns
generate a positive return on annual investment, whilst the Harvard
Business Review reports that for every dollar invested into traditional
advertising for consumer packaged goods, the shortterm return on
investment is just 54 cents.” Marketing in the business-to-business (B2B)
sector fares no better; an astonishing 84% of B2B marketing campaigns
actually result in a fall in market share and brand equity. !°

Throwing money at the problem doesn’t seem to help - doubling
campaign budgets for established products can lead to an increase in
sales of just 1-2%.11 And quality over quantity doesn’t seem to impact
on efficacy either - great ads don’t mean great sales, as illustrated by
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the award-winning Budweiser “Whassup?’ campaign in 2000: Budweiser’s
US market share actually dropped 1.5-2.5 percentage points during the
campaign, with sales in barrels falling by 8.3% - the largest revenue
drop the company had experienced since 1994.12

Of course, there are exceptions to the rule; sometimes traditional
marketing campaigns built around mass media advertising can still
work. But the problem is that they are few and far between. A century
ago the founder of consumer packaged goods giant Unilever, Lord
Leverhulme, lamented: ‘Half the money I spend on advertising is
wasted; I just don’t know which half’!3 Today, if a company manages
to waste only half of its advertising budget then quite likely it is doing
better than many of its competitors.

Crisis in mass marketing? The numbers

m |8%: Proportion of TV advertising campaigns generating positive ROI
m 54 cents: Average return in sales for every $1 spent on advertising
m 256%: The increase in TV advertising costs (CPM) in the past decade
m 84%: Proportion of B2B marketing campaigns resulting in falling sales
m 100%: The increase needed in advertising spend to add 1-2% in sales
m [4%: Proportion of people who trust advertising information

m 90%: Proportion of people who can skip TV ads who do skip TV ads

m 80%: Market share of video recorders with ad skipping technology
in 2008

m 95%: The failure rate for new product introductions

m |17: The number of prime time TV spots in 2002 needed to reach
80% of adult population — up from just 3 in 1965

m 3000: Number of advertising messages people are exposed to per day

m 56%: Proportion of people who avoid buying products from
companies who they think advertise too much

m 65%: Proportion of people who believe that they are constantly
bombarded with too much advertising

m 69%: Proportion of people interested in technology or devices
that would enable them to skip or block advertising

Source: US figures, various sources'4
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Given falling returns and increasing costs associated with traditional
marketing campaigns, it was only a matter of time before shareholders
and boardroom directors would begin to look at marketing as the next
cost bucket to rationalize. That time is now. The challenge is crystal
clear: show that every marketing dollar spent can deliver a healthy, pre-
dictable and measurable return on investment.

It is said that necessity is the mother of invention, and over the past
few years marketers have been remarkably inventive in coming up with
innovative marketing campaigns that demonstrate an enhanced return
on investment. One solution has been to reduce media costs by using
free media - word of mouth connections to propagate marketing mes-
sages. As well as being free media, word of mouth connections are
influential media: a 2004 UK survey by consultants CIA:MediaEdge of
10 000 consumers found that 76% cite word of mouth as the main
influence on the purchasing decisions, compared to traditional advertis-
ing which flounders at 15%. In the US, NOP research shows that 92% of
Americans cite word of mouth as their preferred source of product
information, whilst advertising company Euro RSCG has found that
when it comes to generating excitement about products, word of
mouth is 10 times more effective than TV or print advertising.!>

In addition to being free and influential media, word of mouth
connections are becoming increasingly more important in influencing
purchasing patterns: a 2002 study by US research company Goodmind
found that one third of Americans believe word of mouth is now more
important in influencing their purchases than it was three years ago,©
whilst over the past 30 years NOP reports that the influence of word
of mouth has grown 50%.17 Why should this be? Why should the oldest
media available to marketers - word of mouth connections - become
even more important in influencing buying behaviour in an age
when media formats and channels are proliferating? The answer is
five-fold:

1. New personal communications technology such as blogs,
instant messaging, mobile telephones, email, online review sites and
personal websites are increasing the speed, reach and utility of word
of mouth.

2. Increased marketing literacy among buyers means people increas-
ingly dismiss traditional marketing campaigns as biased propAdganda.
Instead, they turn to trusted word of mouth sources for advice.

3. Acute advertising clutter is making it increasingly difficult for tradi-
tional marketing campaigns to ‘break through’ and capture people’s
attention. To avoid the advertising cacophony buyers turn to their
friends for word of mouth recommendations.



Introduction and summary  XXi

4. Accelerating media fragmentation is shrinking media audiences;
more channels, more media are making it harder for advertisers to
reach their target markets through traditional marketing campaigns.

5. New ad blocking technology is empowering people to skip, stop,
or avoid unwanted advertising messages and interruptive marketing
campaigns.

Of course, it is one thing for marketers to realize that word of mouth
connections are powerful media, but it is quite another to know how
to harness word of mouth to stimulate demand. Viral, buzz and word of
mouth marketing techniques are all solutions to harnessing word of
mouth connections as marketing communications media. Connected
Marketing illustrates these techniques in detail, but, to introduce them,
15 high profile campaigns stand out as representing the range of solu-
tions open to marketers for exploiting word of mouth connections as
media for driving demand.

High-profile viral, buzz and word of mouth
marketing campaigns

1. Hotmail (1996): The campaign that put viral marketing on the
map and that helped Hotmail become the leading personal web-
based email service provider. Deceptively simple, the campaign
involved turning users of the service into brand advocates, by
appending all outgoing emails with a small ‘PS’ message as if it was
from the sender: ‘Get your free email at Hotmail’. By therefore turn-
ing Hotmail users into a promotional sales force, the email service
recruited 12 million subscribers in 18 months with a marketing
budget of only $500 000.18

2. Unilever Dove ‘Share a Secret’ (1998): One of the first examples
of a viral sampling initiative, this campaign turned loyal users of
Dove soap into active brand advocates by enabling them to order
free Dove samples for their friends. An advertisement invited Dove
users to mail in the name and address of a friend with whom they
would like to share the Dove secret. The friend would then receive a
Dove gift certificate in the post entitling them to a free Dove pack of
soap and discount vouchers. By supplying their own name and
address, participants in the promotion would also receive a Dove
certificate themselves. 90% of people who participated in the offer
supplied the contact details of a friend, some 80% higher than
Unilever had expected, and during the promotion Dove’s market
share rose 10%.1?
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3. The Blair Witch Project website (1999): The first high-profile
online campaign that combined advertising with entertainment
(aka advertainment) and that was used to successfully promote
the word of mouth hit movie. Costing only US$15 000 to produce,
the Blair Witch Project website used mystery and intrigue to stimu-
late word of mouth anticipation for the movie. The site attracted
75 million visits on the first week of the film’s release.??

4. Virgin.net ‘viral email’ (2000): Popular viral email promotion
that demonstrated the speed of viral marketing. In just three hours,
the UK ISP (Internet Service Provider) signed up 20 000 people to
its marketing database after sending out an email offer to only 25
people and asking them to forward it to a friend. By offering recipi-
ents and those to whom they forwarded the email a compelling
incentive for signing up - free cinema tickets - the email spread like
an epidemic, swiftly creating a CRM (customer relationship manage-
ment) database.?2!

5. Agent Provocateur ‘Proof’ (2001): The most popular online
viral campaign to date - that happened by accident and happen-
stance rather than by design. A sexy cinema advertisement for the
lingerie brand, featuring an orgasmic Kylie Minogue, was posted
online. It was then copied, downloaded, or forwarded an estimated
100 million times. The risqué viral clip, called ‘Proof’, massively
increased awareness for the small luxury boutique brand, putting
Agent Provocateur onto conversational agendas around the
globe.?2

6. Hasbro POX ‘Alpha Pups’ (2001): A high-profile experiment in
viral seeding designed to ignite word of mouth for the toy manufac-
turer’s new portable game console ‘POX’. Notable for the ingenious
solution employed to identify opinion-leading boys aged 8-13 (aka
‘Alpha Pups’). Hasbro sent market researchers to city playgrounds,
skate parks and video arcades to ask a simple question: ‘Who’s the
coolest kid you know?’ When they got a name, the researchers went
in search of this cool kid to ask him the same question, to climb the
local hierarchy of kid-cool until someone finally answered ‘Me!’ Alpha
Pups, once identified, were invited to trial the game, in return for
which they would be given 10 new pre-release POX units to share
with friends - to kick-start word of mouth. The innovative seeding
campaign created media buzz, getting reported in the New York
Times and the Harvard Business Review. It has also been included
as a case study in the latest edition of the marketing classic The
Diffusion of Innovations.?3

7. Procter & Gamble ‘Tremor’ (2001-ongoing): The most com-
prehensive and extensive seed marketing initiative to date: a
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national US sampling panel of over 250 000 teen opinion leaders
used to optimize product launches. Using ‘get it first’ sampling
(pre-launch freebies), ‘inside scoops’ (buzzworthy information) and
‘VIP votes’ (market research) to turn opinion leaders into word of
mouth advocates, Tremor seeding trials have been able to produce
sales uplifts of up to 30% for P&G’s new products and those of its
partners - including Coca-Cola, Sony and Toyota. In 2005, Procter &
Gamble launched ‘Tremor Moms’, a second launch optimization
seeding panel of 500 000 young mothers.24

Sony Ericsson T68i ‘Fake Tourists’ (2002): The ingenious, if
controversial, /ive buzz campaign to kick-start word of mouth for
their new T68i camera phone.The campaign involved hiring teams
of undercover buzz agents to pose as tourists in ten US cities. Their
mission: to go up to people in the street, hand them the phone and
say ‘Excuse me, would you mind taking a picture of us?’ With the
photo taken, the buzz agents would start a conversation ‘“Thanks a
lot, man. It’s cool, right?’ - then proceed to talk up the new phone.
Branded variously as stealth marketing, covert marketing, or under-
cover marketing, no data on the success of this live buzz campaign
has been published, but awareness of the phone was certainly aug-
mented by the extensive media coverage of the innovative, if con-
troversial, campaign.?>

adidas ‘Fevercards’ (2002): Popular brand advocacy campaign
designed to help adidas brand fans evangelize about their favourite
brand. The campaign involved offering sets of free personal con-
tact cards to visitors to its website, featuring adidas brand artwork
on one side and customized with personal contact details on the
other. Ordered and personalized online, printed using on-demand
digital printed technology then sent out by postal mail, one million
adidas ‘Fevercards’ were ordered in 46 days and sent out to fans in
180 countries. Follow-up research showed that 78% of Fevercards
sent out were handed out to friends, stimulating brand conversa-
tions 65% of the time. This brand advocacy campaign also enabled
adidas to generate a high-quality CRM database of 50 000 adidas
brand advocates.2¢

Burger King ‘Subservient Chicken’ (2004): Highly successful
and hilarious online branded game (aka ‘advergame’) to promote
awareness for Burger King’s new chicken sandwich. The game
involved directing the actions of a man dressed up as a chicken in
underwear through what appeared to be a webcam window.
Through online word of mouth (‘word of mouse’), the game
clocked up 286 million visits, creating double digit growth of
awareness for Burger King’s chicken sandwich.?”
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11.

12.

13.

14.

Nike ‘Armstrong Bands’ (2004): High-profile cause marketing
campaign to enhance the word of mouth appeal of the Nike brand.
In a joint venture with Lance Armstrong Foundation for cancer
research and education, Nike began selling US$1 yellow rubber
wristbands for the Foundation in May 2004. The bands were
engraved with the words ‘Live Strong’ - the mantra of Lance
Armstrong, cancer survivor and seven-time winner of the Tour de
France. With no marketing promotion, demand for the bands
spread uniquely by word of mouth: in just six months, 20 million
bands had been sold in the US and more than 60 other countries
worldwide, with proceeds going to charity. (By spring 2005 that
number had doubled to 40 million). In 2005, Nike - continuing its
brand-enhancing good corporate citizenship drive - followed up
with a second word of mouth cause campaign called ‘Stand Up,
Speak Up’, selling interlinked black and white wristbands to pro-
mote an anti-racism message.?8

General Motors ‘Fastlane Blog’ (2004): One of the first high-
profile business blog campaigns to stimulate online word of
mouth. The campaign involved getting senior executives from the
car manufacturer to publish online diaries of their personal
thoughts, opinions and predictions relevant to their industry.
Written in a candid, informal and honest fashion, the business blog
avoided gimmicks, marketing speak, or sales talk and enabled read-
ers to comment and engage the diarists in dialogue, attracting a
large daily readership.2?

General Motors ‘Oprah’s Great Pontiac Giveaway’ (2004):
Much-cited buzz stunt to get General Motors’ new Pontiac G6 car
onto conversational agendas.The event involved giving away a new
Pontiac G6 to each member of a live audience of the popular US
Oprah Winfrey television talk show. The 276-car giveaway cost an
alleged US$7 million, and certainly succeeded in getting people and
the media talking, chalking up 624 news reports, including the
cover of People Magazine, and driving half a million people to the
Pontiac website.3? The campaign was also noteworthy because it
later was the subject of negative buzz - as a campaign that sold
itself rather than the car it was supposed to sell, and because the
recipients of the free car had each received a nasty surprise in the
form of a $7000 tax bill.3!

Microsoft Xbox Halo 2 ‘ilovebees’ (2004): The first promo-
tional ARG’ (Alternate Reality Game) to create mainstream buzz.
An ARG is a cross-media game that blurs the distinction between
fiction and reality using fake websites, real-world puzzles, tele-
phone messages and cryptic clues in the media to create intrigue
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and excitement. The promotional ARG for the new Microsoft Xbox
console game Halo 2 began with an enigmatic reference to a
website, www.ilovebees.com, in a pre-launch advertisement for
Halo 2. Those curious enough to investigate found only an ama-
teurish website of a bee lover in California - but that would then
become unstable and start spewing strange messages, including
GPS coordinates of public telephone boxes across the US. If they
visited the telephone boxes, participants would receive a message
and become drawn into an alternate reality where they would
become players in the creation and distribution of a sinister and
mysterious plot related to the forthcoming game. Through word of
mouth, the ‘ilovebees’ ARG attracted over a million visitors prior to
the release of Halo 2, created scores of active online communities,
was picked up and widely reported in the mainstream mass media,
and introduced the motto of ARG gamers, “TINAG’, into popular lan-
guage (This Is Not A Game).32

15. Orange ‘Orange Wednesdays’ (2004): One of the first high-
profile viral mobile campaigns - used to generate loyalty, capture
customer data and acquire new customers for Orange, the UK
mobile telephone network. The ‘Orange Wednesdays’ promotion,
set to run for three years, enables Orange customers to invite a
friend for free to any cinema in the UK every Wednesday using
vouchers delivered directly to their handsets. The Orange cus-
tomer simply sends an SMS message to Orange in order to be sent
an immediate SMS reply with a buy-one-get-one-free voucher
redeemable at over 80% of UK cinemas. If the friend then signs
up with Orange, they too can invite a friend for free every
Wednesday. Although the promotion doesn’t use a viral ‘forward
a friend’ SMS voucher, its virality lies in the fact that it trans-
forms existing customers into promotional agents for the mobile
network - by giving them promotional offers to share with
friends. Based on ‘pull’ rather than ‘push’ technology (people
request the mobile voucher, rather than receiving uninvited adver-
tising from the provider or friends), Orange Wednesdays repre-
sents a new breed of viral marketing that uses mobile handsets to
connect with customers and stimulate word of mouth advocacy.33

On the importance of being remarkable

The above viral, buzz and word of mouth campaigns all have one
thing in common; they help make the products they promote remark-
able. Through innovative campaigns that use surprise, humour,
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intrigue, or delight, these campaigns get the products they are promot-
ing onto conversational agendas. By getting onto conversational agen-
das they raise the product’s salience in the minds of their target buyers
and create conversational contexts conducive to sharing opinions. By
creating conversational contexts conducive to sharing opinions, more
opinions are shared, and if those opinions are positive, sales are
boosted.34

This simple economic rationale behind viral, buzz and word of
mouth marketing shows how campaign buzz is a means to an end and
not an end in itself. Campaigns create conversations, and conversations
stimulate opinion sharing. As the General Motors buzz campaign for the
Pontiac GO illustrates, big buzz alone does not make big bucks.
Campaigns that only generate buzz about themselves rather than the
products sponsoring the buzz are no more useful than ads that sell
themselves rather than the products they are supposed to sell. The
key point to remember here is that it is product advocacy, not
campaign buzz, that is proven to drive sales growth.3>

So when should viral, buzz or word of mouth techniques be
employed? The answer is deceptively simple: when your product
delivers an experience that exceeds expectations.3® Products that
deliver experiences that exceed expectations are more likely to
get advocated when they get onto conversational agendas. Of
course, many products and services are not exciting enough, on their
own, to get talked about. What viral, buzz and word of mouth
campaigns do is add the excitement necessary to get them talked
about. When this happens, opinions get shared and superior products
benefit, but bad products suffer: viral, buzz and word of mouth
campaigns don’t create word of mouth in a vacuum; they unlock,
stimulate and accelerate the natural word of mouth potential of your
product.

One simple way to decide whether your product sales are likely to
benefit from a viral, buzz, or word of mouth campaign is to ask your
clients, customers or consumers how likely it is that they would, if
prompted, recommend your product or service to your friends,
family or colleagues?3” The more likely it is that people would recom-
mend your product, the more likely it is your sales will benefit from
viral, buzz and word of mouth campaigns. On the other hand, if
people are unlikely to recommend your product, even when
prompted or elicited for an opinion, then it is unlikely that viral, buzz
or word of mouth techniques will boost your sales. Like advertising
that works when you have something worth advertising, viral, buzz
and word of mouth campaigns work when you have something
worth recommending.
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Is your product suited to a viral, buzz or word of mouth
campaign?

m To assess whether your product is likely to benefit from a viral, buzz
or word of mouth campaign, simply ask yourself, your colleagues or,
better still, your customers this simple question:

On a scale of 0—10 in likelihood, how likely is it that you would
recommend this product or service to your friends, family or
colleagues?

B Products that consistently score highly (8 and above) are those
that are most likely to benefit from viral, buzz or word of mouth
campaigns because the campaigns will unlock, stimulate and accel-
erate the natural word of mouth potential of your product.
Remember, viral, buzz and word of mouth campaigns are most
likely to drive sales when you have a product that delivers an expe-
rience that exceeds expectations.

Throughout the chapters of Connected Marketing you will see time
and time again that the not-so-secret ‘secret’ to harnessing word of
mouth connections as marketing media is to do something worth talk-
ing about - that is, to do something remarkable. In today’s cluttered
markets, unless you are remarkable, you are invisible. This means that
you need to create remarkable experiences for your clients, customers
or consumers, both in terms of delivering a product experience that
exceeds expectations and by creating campaign experiences that
exceed expectations. By being remarkable and creating experiences
that exceed expectations, you create word of mouth, and when you
create word of mouth, you drive sales - it’s that simple. Connected
Marketing will show you how viral, buzz and word of mouth marketing
are helping make marketing remarkable again by delivering exciting
and entertaining experiences that exceed expectations. In doing so,
they are helping to put marketing back into its rightful place as the
beating heart of successful business.

Overview of Connected Marketing

In Part One: Connected Marketing Practice, Paul Marsden, a market
researcher at the London School of Economics, kicks off with a chap-
ter on seed marketing - pre-launch sampling initiatives with opinion
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leaders, conducted in the name of market research. The chapter
explains how to set up and run effective seeding trials, and uses case
studies from Procter & Gamble, Pepsi, 3M, Google and Microsoft to
show how seeding trials with opinion leading consumers can boost
sales by up to 30%. By triggering a powerful psychological mechanism
called the Hawthorne Effect that transforms trial participants into loyal
adopters and vocal word of mouth advocates, Marsden argues that
seeding trials are a scientific, proven and scalable solution for launch
optimization.

In Chapter 2: Live buzz marketing, Justin Foxton, founding partner
and CEO of live buzz marketing agency CommentUK, describes how to
use street theatre and live performance to create word of mouth. Using
a number of UK case studies from GlaxoSmithKline, Unilever and
London Transport, Foxton also addresses the issues of stealth and trans-
parency in using live performance to create word of mouth: can actors
create intrigue and excitement and go undercover, passing their per-
formances off as real life, or should live buzz campaigns always disclose
themselves as marketing?

Sven Rusticus, CEO of European marketing communications agency
Icemedia, introduces brand advocacy programmes in Chapter 3:
Creating brand advocates. after discussing a number of introduce-
a-friend referral programmes designed to generate brand advocacy,
Rusticus shows how brands such as adidas, I'Oreal and O’Neill are turn-
ing brand fans into word of mouth advocates by providing them with
their own branded contact cards. Featuring the latest campaign artwork
on one side and personal contact details on the other, branded contact
cards are sent out by mail, and get handed out at social occasions, stim-
ulating brand advocacy.

Chapter 4: Brewing buzz by Liam Mulhall, founder of Australian
beer manufacturer Brewtopia, provides an in-depth case study of
Blowfly Beer to show how a creative combination of buzz marketing
initiatives can be integrated into a comprehensive launch strategy.
Based on learning from Blowfly’s success, the chapter provides a
number of recommendations for planning and implementing buzz
marketing campaigns.

In Chapter 5: Buzzworthy PR, Graham Goodkind, founder and chair-
man of UK-based Frank Public Relations, argues that public relations and
buzz marketing are two sides of the same coin. Good PR campaigns not
only generate media coverage, they stimulate word of mouth by getting
people talking. Goodkind uses case studies from Mattel Fisher-Price toys,
New Scientist magazine, Condomi condoms and Slendertone to illustrate
PR campaigns that took word of mouth to a new level. He concludes by
revealing his formula for producing buzzworthy PR activity.
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Chapter 6: Viral marketing by Justin Kirby, founder and managing
director of UK- and Australia-based online viral and buzz marketing con-
sultancy Digital Media Communications, introduces the field of viral
marketing. After a brief look at definitions and the history of viral mar-
keting, Kirby lays out why businesses are increasingly including viral
marketing in their brand marketing activities, what the risks and issues
are, and how to plan a successful viral marketing campaign (focusing
specifically on how to use entertaining video-based advertisements to
spread awareness virally online). He finishes by presenting and review-
ing some key viral marketing case studies from brands including
Bacardi, Trojan, Ford, Virgin Mobile UK, Mazda UK and Burger King.

Idil Cakim, director of knowledge development at the global PR firm
Burson-Marsteller provides in Chapter 7: Online opinion leaders a
blueprint for identifying online opinion leaders and demonstrates their
influence in the propagation of a viral marketing campaign for software
company SAP. Cakim shows that people are almost twice as likely to
open an advertising clip when it is forwarded from someone with an
opinion-leading profile.

In Chapter 8: Buzz monitoring, Pete Snyder, CEO and founder of
US-based New Media Strategies, shows how online buzz monitoring -
measuring and tracking online word of mouth - can be a powerful busi-
ness tool. Using case studies from the likes of Burger King and Royal
Ahold, Snyder shows how sensitivity to what people are saying about a
product or service enables businesses to respond quickly to needs,
wants and desires.

Chapter 9: Changing the game turns to the potential of online
branded games as a buzzworthy alternative to passive or ‘interruptive’
advertising. Steve Curran, president of US digital design agency Pod
Digital, makes the case that online branded games are not only entertain-
ing; they also provide an opportunity for interactive involvement with a
brand. Curran shows how Coca-Cola, Nike, Mitsubishi, Nabisco, Procter &
Gamble and many other brands are making branded games an increas-
ingly important feature of their advertising mix.

Chapter 10: Blog marketing has been written by a collaboration
of marketing experts all running their own blogs (short for weblogs -
frequently updated personal or collaborative websites in the form of
diarized journals containing opinions, information and weblinks that
reflect the interests and personalities of their authors). The authors sug-
gest that blogs can be effective promotional tools for products, services,
brands and companies. Andrew Corcoran (senior marketing lecturer
at Lincoln Business School, University of Lincoln), Paul Marsden (London
School of Economics), Thomas Zorbach (CEO of German marketing
agency vm-people) and business book author Bernd Rothlingshofer
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provide evidence that blogs are powerful vehicles of online word of
mouth. Using promotional blogs from McDonalds, Nike, Nokia and
Microsoft as examples, the authors outline the different ways blog market-
ing can be used to ignite word of mouth and stimulate sales.

Part Two: Connected Marketing Principles begins with Chapter 11:
Word of mouth: what we really know - and what we don’t, an
overview of 50 years of academic research into word of mouth by
Greg Nyilasy from Henry W. Grady College of Journalism and Mass
Communication at the University of Georgia. Nyilasy discusses the
prevailing definition of word of mouth in academia as well as the major
theoretical explanations for its power. He reviews the results of over
100 studies about the cause and effect of word of mouth, and con-
cludes with 13 recommendations for marketing practitioners about
how to manage and evaluate word of mouth programmes.

Chapter 12: Black buzz and red ink by Brad Ferguson, founder of
US marketing consultancy Intrinzyk and founder emeriti of US market-
ing agency Informative, looks at the financial impact of negative word
of mouth. Using an in-depth case study focusing on the US airline
industry, Ferguson shows how just a 1% reduction in negative word of
mouth for an airline is likely to add US$4 million in operating profit,
while an increase of 1% in positive word of mouth is worth just under
US$2 million.

Stéphane Allard, associate director at French word of mouth marketing
agency Spheeris, puts right some of the common misperceptions about
buzz marketing in Chapter 13: Myths and promises of buzz marketing.
Allard debunks the myths that you can only create buzz around exciting,
groundbreaking products, that you don’t need to manage buzz, that
managing buzz is cheap, and that buzz can’t be measured. Allard also pro-
vides some working definitions that differentiate viral, buzz and word of
mouth marketing from other approaches such as street marketing and
stealth marketing.

In Chapter 14: Buzz marketing: the next chapter, Schuyler Brown,
co-creative director at US-based Buzz@Euro RSCG, looks at innovations
and emerging trends in buzz marketing - initiatives designed to stimu-
late word of mouth among a target market. Identifying five key new
realities for buzz marketers and making six forecasts for the future,
Brown uses buzz campaigns from Polaroid, Reebok and Burger King to
illustrate how to create buzz successfully in change-obsessed consumer
culture.

Chapter 15: How to manage connected marketing by Martin
Oetting, head of marketing and PR at the Berlin campus of ESCP-EAP
European School of Management, places the different areas of con-
nected marketing into an integrated framework. Oetting suggests that,
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jargon aside, connected marketing boils down to two essential activi-
ties: connecting with clients, customers, or consumers via buzzworthy
campaigns; and connecting via opinion-leading market influencers who
have an effect on the mass market through partnerships and privileged
1-2-1 dialogue.

In the conclusion, Justin Kirby reiterates the essence of what connected
marketing is, providing an overview of how best to use it and touching on
ethics and measurement issues. He then offers 10 predictions about the
future of connected marketing.

Together, the chapters in Connected Marketing show how viral, buzz
and word of mouth campaigns are leading the charge in a marketing revo-
lution that makes marketing remarkable again and puts clients, customers
and consumers, rather than marketers, at the centre of the marketing
process. Shunning the old ‘command and control’ mentality of mass
marketing, viral, buzz and word of mouth marketing champions a new
‘connect and collaborate’ vision, where marketing is done with people
rather than at them.We call it the connected marketing revolution.
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Seed to spread: how
seeding trials ignite
epidemics of demand

Paul Marsden

London School of Economics/Associate Director;, Spheeris

Picture this: a marketing research department operating as a profit
centre, not only generating intellectual capital but also driving sales
through word of mouth outreach programmes with opinion leaders.
Sounds like a fantasy? Well, think again. Big brands such as Procter &
Gamble, 3M, DreamWorks SKG, Microsoft and Google are all harnessing
the power of research to optimize product launches. How? Through
seeding trials - sampling conducted in the name of research, designed
to transform opinion leaders into loyal adopters and word of mouth
advocates.

Seeding trials: ‘It’s research, Jim, but not as we know it’

When most people think of marketing research, they tend to think of
research rather than marketing. Indeed, marketing research is formally
defined as identifying and measuring marketing opportunities and
problems, evaluating marketing actions, or monitoring marketing
performance.!

But there is a new breed of research that is putting the marketing back
into marketing research: seeding trials. Seeding trials involve targeted
sampling with opinion leaders, conducted in the name of research.



4 Connected Marketing Practice

Rather than simply offer free samples, previews, test-drives, etc. to opin-
ion leaders, the idea behind seeding trials is to create goodwill, loyalty
and advocacy by putting the product or service in their hands and giving
them a say in how it is marketed. By involving opinion leaders in this
way, by effectively inviting them to become part of your marketing
department, you create a powerful sense of ownership among the 10% of
your target clients, customers, or consumers who have the power to
ignite word of mouth demand. By transforming these opinion leaders
into word of mouth advocates through seeding trials, companies are
using marketing research to ignite word of mouth networks and acceler-
ate sales. As Star Trek’s Dr McCoy might have said: ‘It’s research, Jim, but
not as we know it

Seeding trials in action: Post-it Notes

The power of seeding trials in transforming the fortunes of a brand is
no better illustrated than through the intriguing history of Post-it Notes,
the little yellow stickies from the office supplies company 3M. The
story started in 1968, when 3M asked one of its researchers, Dr Spence
Silver, to develop a new super-sticky adhesive. Unfortunately Dr Silver
failed, and did so quite spectacularly. What he came up with was super-
weak glue that wouldn’t stay stuck. Consigned to the back shelves of
3M’s R&D lab for six years, the fruits of the failed innovation project
were virtually forgotten.

Then on one Sunday in 1974, Art Fry, a new product development
researcher for 3M, had a ‘Eureka’ moment while cursing scrap paper
bookmarks that kept falling out of his church choir hymnal. Perhaps the
un-sticky glue could be used to make bookmarks? The idea of Post-it
Notes was born. Unfortunately, when this concept of temporary sticky
paper bookmarks was tested in research, it bombed. Nobody could see
a use for them. However, and despite ‘kill the programme’ calls from
management, Fry convinced 3M to run a limited test launch of Post-it
Notes. Unfortunately, that failed too. Post-it Notes were doomed.

Before pulling the plug on the whole sad affair, 3M decided to run a
seeding trial with opinion leaders in its target market - a sampling initia-
tive conducted in the name of research. The company identified secre-
taries to CEOs in large companies all across America as opinion leaders for
office supply products, and sent them boxes of Post-it Notes, inviting them
to come up with ideas for how the little yellow stickies could be used.The
seeding trial generated goodwill and advocacy from these opinion-leading
secretaries who - flattered by the invitation to be involved in the develop-
ment and commercialization of a new product - were transformed into
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Post-it Notes brand champions. The ‘useless’ Post-it Notes soon started
appearing on memos, desks, diaries, drafts, reports and correspondence,
and spread like an infectious rash through and between companies. The
rest is, as they say, history. Post-it Notes had been saved by a seeding trial,
transformed from failure to a multi-million dollar and highly profitable
brand by a group of opinion-leading secretaries.?

The science bit: why seeding trials drive demand

Why did a seeding trial, targeted sampling conducted in the name of
research, transform the fortunes of Post-it Notes? To answer this ques-
tion, we need to understand two things: first, a peculiar psychological
phenomenon known as the Hawthorne Effect; and second, the critical
role of opinion leaders in driving sales.

The Hawthorne Effect

Back in the 1930s,a team of researchers from the Harvard Business School
were commissioned to run some employee research for the telecom giant
Western Electric (now Lucent Technologies). Conducted at the company’s
production plant in Hawthorne, near Chicago, the research programme
involved inviting small groups of employees to trial various new working
conditions before rolling them out to the general workforce. To the
researchers’ amazement, the participants seemed to like whatever was
trialled, to such an extent that their productivity increased! For example,
when researchers invited participants to trial working in brighter lighting
conditions, productivity increased. But then when they trialled dimmer
lighting conditions, productivity also increased. In fact, productivity kept
increasing in successive trials of working under progressively dimmer
lights, until the lighting was no stronger than moonlight! In another trial,
the research participants were invited to test working shorter hours, and
sure enough their productivity increased again. Indeed, subsequent trials
showed that the more breaks the research participants were given and
the less time they worked, the greater their productivity. But then, when
the researchers asked them to trial longer hours, productivity went up
again - to an all-time high.3

When taken together, the results of the various Hawthorne studies
showed that whatever the researchers asked participants to discuss and
trial resulted in an increase in productivity. The team of Harvard
researchers, led by Elton Mayo, realized that their results had nothing to
do with what was being trialled and everything to do with running
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research trials. By singling out a small group of employees to participate
in an exclusive trial, participants felt valued, special and important. The
special attention they received gratified their ego and created a positive
emotional bond with what they were trialling. The practical upshot was
that the research trials effectively transformed the research participants
into advocates for whatever it was they were trialling. A series of fur-
ther trials found this phenomenon to be more or less systematic, and
the research team coined the term ‘The Hawthorne Effect’ to describe
the goodwill and advocacy that research trials generate among research
participants.

The Hawthorne Effect: how to win friends and influence
people

If the psychology of the Hawthorne Effect all seems a bit abstract, try
it for yourself and see how powerful it is. The next time you want
something from someone (a salary increase, a date, or whatever),
first do some ‘research’ with them by asking them for their advice on
some matter. It doesn’t actually matter what it is that you ask them
their advice on; the important thing is to be seen to be listening to
what they have to say, and then to tell them that you appreciate
their opinion.

Then, simply ask them for whatever it is you want from them. The
chances are that your ‘research’ will have triggered the Hawthorne
Effect and you will get what you want. By asking them for their opin-
ion you will have not only created goodwill but also flattered their
ego. At a subconscious level, they will feel indebted to you. This
psychological indebtedness makes them significantly more likely to
agree to whatever it is you are asking of them.

By seeing the Hawthorne Effect in action, you’ll realize that it is a
very powerful influence technique; you’ll also know to watch out the
next time someone asks you for your advice and then asks you for
something!

It is this Hawthorne Effect, harnessed by seeding trials, that trans-
forms opinion leaders into loyal adopters and powerful word of mouth
advocates. By turning opinion-leading target buyers into product or
service evangelists using the Hawthorne Effect, a brand can create a
powerful volunteer sales force.
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The truth about opinion leaders

Simply by finding and reaching those few special people who hold so much
social power, we can shape the course of social epidemics . . . Look at the
world around you . . . With the slightest push - in the right place - it can be
tipped . . . (Malcolm Gladwell, The Tipping Point).*

With the possible exception of Tom Peters’s Thriving on Chaos,> The
Tipping Point by Malcolm Gladwell is perhaps the most influential and
widely read book to date on the power of word of mouth. Voted by
Forbes as one of the most influential business books of the past two
decades, this international bestseller uses the science of social epidemics
(runaway word of mouth) to outline a simple three-point formula for
how word of mouth hits happen: ‘the Law of the Few’, ‘the Stickiness
Factor’ and ‘the Power of Context’. While the Stickiness Factor and the
Power of Context deal with the ‘what’ and the ‘where’ of word of mouth
(having something intrinsically worth talking about, in an environment
conducive to word of mouth spread), the Law of the Few addresses the
‘who’, reminding us that the opinions of 10% of any target market will
drive the buying behaviour of the other 90%.

Although Gladwell uses the language and jargon of epidemiology to
unpack the concept of opinion leadership, the idea behind the Law of the
Few is an established business truth dating back to the 1940s. Indeed, evi-
dence for the Law of the Few was first produced in a 1940 landmark study
on media influence conducted by Columbia University.® The research
found, contrary to what might be expected, that mass-media messages
do not directly influence the mass market but instead influence a small
minority of individuals who then influence their peers through word of
mouth. The researchers coined a new term for these hubs of word of
mouth mediating mass-media messages - ‘opinion leaders’ - proposing a
new ‘two-step flow’ model of media influence to replace the discredited
‘magic bullet’ or ‘hypodermic needle’ model of direct media influence.

Since the discovery of opinion leaders, research across just about
every product and service category has found that the opinions of an
opinion-leading 10% do indeed tend to shape the opinions and pur-
chases of the opinion-following 90%.” Opinion leaders, simply defined as
target buyers who frequently offer or are elicited for category-related
advice by their peers, can include high-profile industry experts, journal-
ists, reviewers and media celebrities. However, the vast majority of opin-
ion leaders in any target market are simply regular clients, customers, or
consumers, except for the fact that they have a peculiar ‘connected and
respected’ profile - they are highly connected hubs of word of mouth in
their social networks with opinions that are respected by their peers.
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Figure 1.1 Models of media influence

Thus, the influence of opinion leaders derives not from media appear-
ances but from what sociometricians call ‘network centrality’ - they are
word of mouth hubs, who connect everybody to everybody by six
degrees of separation, and in doing so connect businesses to their target
markets.

Because of the importance of opinion leaders in driving sales, a good
deal of time has been invested in (a) finding ways to identify them and
(b) among marketing agencies at least, re-branding them with some pro-
prietary label (‘Alphas’, ‘Hubs’, ‘Connectors’, ‘Influentials’®™, ‘Sneezers’,
etc.). While some subtle differences may lie behind the proprietary spin
and various trademarked labels, it is worth remembering that the scientifi-
cally validated and peerreviewed scales for identifying this group are
called opinion leadership scales - precisely because they screen for opin-
ion leadership (i.e. likelihood of this group’s offering or having elicited
from them, category-related advice).?

What we know about opinion leaders, apart from their connected
and respected profile, is that opinion leadership tends to be category-
specific - opinion leaders in off-road quad-bikes may or may not be
opinion leaders in cosmetic beauty products. We also know that key
correlates of opinion leadership are ‘category involvement’ (interest,
knowledge and activity) and ‘strength of personality’ (persuasiveness
and personal charisma).These correlates have enabled reliable opinion
leadership scales to be developed and validated in order to be used by
businesses for screening existing and target buyers.
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The opinion leader screener

Opinion leaders are simply those target buyers in your market who
are likely to frequently offer or be elicited for category-related advice.
The self-designation technique for identifying opinion leaders involves
asking existing and potential buyers to fill out a short opinion leader-
ship screening questionnaire:

How much do you agree or disagree with the following statements?
(I = Strongly Disagree to 5 = Strongly Agree)

I. My friends/neighbours consider me a good source of advice about
[category]

| tend to talk a lot about [category] to friends/neighbours

In the past 6 months, I've talked to a lot of people about [category]
When asked for advice about [category], | offer a lot of information
When discussing [category] products, | usually convince them of my
opinion

uhwpn

Source: Adapted from H. Ben Miled and P. Le Louarn (1994)
Analyse comparative de deux échelles de mesure du leadership
d’opinion : validité et interprétation. Recherches et Applications en
Marketing, 9(4): 23-51

How to find opinion leaders in your target market

To identify the opinion-leading 10% who drive sales in your target market,
a number of practical solutions have been developed: ‘self-designation’,
‘professional activity’,‘digital trace’,‘key informants’ and ‘sociometry’.

1. Self-designation: Asking existing or prospective buyers to fill out a
short self-completion questionnaire that screens them for opinion lead-
ership status. For example, Procter & Gamble use a self-designation
questionnaire on their website at www.tremor.com to recruit opinion-
leading teens into seeding trials. Although this technique is open to
self-reporting bias (people tend to overestimate their opinion leader-
ship), it has been validated and found to be reliable.

2. Professional activity: Using the job title of target clients, customers,
or consumers as an indicator of opinion leadership status. Jobs that
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suggest category involvement, a capacity to spread the word and to
influence peers by word of mouth are predictive of opinion leader
status. For example, just as 3M identified secretaries to CEOs as opinion
leaders in office stationery products, Ford identified opinion leaders for
its new Focus model as PAs to celebrities.? Although this approach may
be less scientific than the self-designation approach, it is a quick, easy
and cost-effective solution to identifying opinion leaders.

3. Digital trace: Identifying opinion leaders through an online search
on category-relevant blogs, websites, discussion lists, newsgroups
and web forums. For example, Siemens mobile identified opinion
leaders to participate in a seeding trial of one of its new phones
using an Internet search of popular online user review forums.!? In
an era where opinions are increasingly shared online, the digital
trace left by that activity provides businesses with a fast and smart
method for opinion leader identification.

4. Key informants: Asking a limited number of people assumed to be
knowledgeable about the patterns of word of mouth influence who
they would designate as opinion leaders. Although this technique is
ideally suited to identifying opinion leaders in small markets or in
individual organizations, it was used by games manufacturer Hasbro
to identify young opinion leaders for its handheld electronic game
POX, in 2001. Market researchers headed off to video arcades, skate
parks and playgrounds and went up to young boys aged 8-13 asking
‘Who’s the coolest kid you know?’ When they got a name from the
young ‘informant’, the researchers went in search of this cool kid to
ask him the same question, in order to continue up the local hierar-
chy of kid-cool until someone finally answered ‘Me!” Once they had
identified an opinion leader, the researchers invited the ‘Alpha Pup’
(as they called them) to participate in an exclusive seeding trial for
which they would be rewarded with 10 new pre-release POX units
to share with friends.!!

5. Sociometry: Actually mapping the patterns of word of mouth
influence in a target market in order to identify hubs of influence.
Costly and time-intensive, the use of sociometric techniques is
mostly limited to mapping influence networks in organizations for
change management purposes.

From principles to practice: learning from drug dealers
Seeding trials - targeted sampling with opinion leaders conducted in the

name of research - drive sales because they trigger the Hawthorne Effect
amongst the 10% of a target market whose opinions drive word of mouth
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demand. As a launch optimization tool, seeding trials have been exten-
sively used in the drug industry to transform opinion-leading physicians
into loyal adopters and powerful word of mouth advocates of new
prescription medicines. So established are seeding trials in the healthcare
sector that they have their own industry standard codename: Phase IV
trials.

Phase 1V trials get their name from the way new drugs are researched
in the pharmaceutical industry. Research begins with Phase I trials, which
involve testing the new product for safety, usually in a small number
(10-100) of healthy people. If the drug is found to be safe, then Phase II
trials begin, which involve testing how effective the drug is in doing
what it is supposed to do in a slightly larger number of people (100-300)
who are actually suffering from the condition the drug is designed to
treat. If all goes according to plan, then the product goes into large-scale
Phase III trials with many sufferers (300-3000), in order to measure the
comparative efficacy of the new drug against other treatments, its side-
effect profile and its relative financial value over alternative therapies.
Only when these three phases of research are satisfactorily completed
can the new drug be cleared for launch by market authorities. But it is at
this point, when the drug has been finally cleared for launch, that a fourth
phase of non-regulatory research often takes place: Phase IV trials.

Phase IV trials are targeted sampling initiatives with opinion leaders
conducted in the name of research. They involve inviting a group of
opinion-leading physicians to participate in a trial of a new drug by
prescribing it to a certain number of patients and feeding back on their
experience. In return for their participation, the doctors are often
promised free access to the drug for their patients, as well as additional
exclusive information and services to help them use the drug effec-
tively. It’s a win-win situation for both the physician and the drug man-
ufacturer. The physicians get their status as opinion leaders reinforced
through privileged access to the new products and special VIP services,
and they may often receive some financial remuneration for taking part
in the trial. For the drug company commissioning the trial, valuable
information is captured from influential lead-prescribers, and the pow-
erful Hawthorne Effect is triggered, transforming trial participants into
opinion-leading, word of mouth advocates.

Going Google over seeding trials

In the software industry, seeding trials with opinion leaders go under a
different name: ‘beta testing’. The practice, however, is identical: targeted
sampling with opinion leaders conducted in the name of research. The
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goal of beta testing is to get opinion leaders to trial a pre-release version
of software (a ‘beta version’) in order to (a) capture feedback on any
glitches that need to be ironed out and (b) trigger the Hawthorne Effect
and transform participating opinion leaders into loyal word of mouth
advocates for the new software. This combination of offering opinion
leaders a sneak preview, removing the cost barrier to trial, and engaging
them in research dialogue is a powerful combination that can drive
sales.

For example, to optimize the Windows 95 launch, Microsoft ran a
massive seeding trial with 450 000 opinion-leading PC users in the US.
A total of 5% of Microsoft’s entire target market in the US participated
in the trial, each receiving a pre-release sample copy of the software.
By connecting with opinion-leading target buyers through research
dialogue instead of advertising monologue, the seeding trial generated
goodwill and an army of product advocates. When Windows 95 was
launched on the stroke of midnight on 24 August 1995, the seeding trial
paid off handsomely: one million copies were sold in the first four days,
making it the fastest-selling software of all time, trouncing the previous
record of 40 days to sell a million copies.!?

As in the healthcare sector, seeding trials have become a widely used
solution for optimizing product launches in the software industry.
A recent high-profile example was the seeding trial used to launch
Internet company Google’s new email service Gmail. In March 2004,
1000 online opinion leaders were invited to sample a beta version of
the new service in the name of research. To enhance the word of
mouth potential of this seeding trial, Google enabled participants to
invite their friends into the trial, who could also invite their friends if
they signed up and so on.This ‘snowball’ or ‘viral’ recruitment enhanced
the Hawthorne Effect, stimulating the transformation of goodwill and
ownership of participants into active word of mouth advocacy.

The result was an exponentially increasing number of Gmail evangel-
ists, each recruiting new users with the fervour of religious converts.
Driven by the cachet of being invited as an opinion leader to have an
exclusive sneak preview of a yet-to-be-released product, and by having a
say in how that product was to be commercialized, the Gmail seeding
trial generated a reported three million Gmail adopters and advocates
in just three months with no advertising spend.!3 Indeed, the seeding
trial created so much word of mouth demand that people were pre-
pared to pay to become participants: an online black market emerged
on the Internet with invitations being sold for up to US$200.14 By play-
ing the scarcity card - people value things more when availability is
restricted - the invitation-only policy for participation in the Gmail
seeding trial resulted in a word of mouth frenzy. Dozens of blogs were
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set up by participants to share their experiences as Gmail ‘insiders’ with
wannabe research participants, and the mainstream mass media, includ-
ing The New York Times, ran stories on the seeding trial.!> Through a
seeding research trial alone, Gmail became one of the most high-profile
and well-known email services in the world, getting as many mentions
on the Web as its far more established (and heavily advertised) competi-
tor,Yahoo! Mail.1¢

Teen trials - Tremor style

Although seeding trials are extensively used in the IT and healthcare
industries, the most audacious use of sampling opinion leaders in the
name of research has come from the consumer packaged goods sector.
In 2001, brand giant Procter & Gamble (P&G) (owner of Crest, Clairol,
Pringles, Pampers, Tide, CoverGirl, Max Factor, Olay, Hugo Boss fra-
grances and others) began recruiting teen opinion leaders into a nation-
wide online seeding trial panel, codenamed Tremor, which now has
over 250 000 members - a full 1% of the US teen population.!”
Recruited by word of mouth and banner advertising on popular teen
websites, potential Tremor panel members are promised exclusive pre-
launch samples and previews of new products from P&G, and to have a
say in how these products are marketed. Screened for opinion-leading
status with a simple online screener (only one in ten applicants are
invited to become part of the ‘Tremor crew’),!® panel members partici-
pate in sampling initiatives conducted in the name of research for a
wide variety of innovations including beauty products, music, movies,
videos and gadgets.

By giving opinion-leading teens a voice in how new products are
commercialized, the Tremor panel creates a sense of ownership and
involvement, triggers the Hawthorne Effect and transforms panel
members into loyal adopters and vocal word of mouth advocates.
Tremor seeding trials have included inviting panel members to:

m Help develop Vanilla Coke’s ‘Nothing Else Like It’ billboard campaign
and come up with intriguing messages to appear on promotional
heat-sensitive cans!®

m Vote on launching Snoop Dogg’s new line of shoes?"

m Advise on the trailer for the movie Biker Boyz?*!

m Choose which Herbal Essence commercial to air for promoting Fruit
Fusions Tropical Showers range?2

m Recommend which fashion model to use in a Pantene commercial?3

m Select backing music for a Pringles advertisementZ4
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m Pick models for a body-spray calendar?®

m Help design the new Crest Spinbrush2¢

m Vote on a t-shirt design for Vans ‘Warped Tour’ concert?’

m Name the DreamWorks SKG movie Eurotrip®8

m Choose the logo for the teen movie Win a Date with Tad Hamilton! 29

The key to success in these seeding trials has been to combine ‘Get it
first’ targeted sampling with an ‘Inside scoop’ of exclusive information
about the product for participants to share with their friends, and what
could be called a ‘VIP vote’ (very influential person) that enables the
participant to influence how the product will be promoted.3® The
impact of involving opinion-leading teens through ‘VIP votes’, ‘Get it
first sampling’ and ‘Inside scoops’ is illustrated by the way Caitlin Jones,
a Tremor panel participant, reacted when she saw a trailer for a movie
she had been consulted on with her friends: ‘Oh, my God, I voted for
that logo!’ she exclaimed.‘So they do listen. It does matter. The opinion-
leading teen was instantly transformed into an active evangelist and set
about organizing group outings to see the movie.3!

As a launch optimization tool, Tremor seeding trials can reportedly
generate a 10-30% increase in sales or audiences, measured against a
control region where the panel is not used.3? For example, when the
panel was used to optimize the launch of a new line of CoverGirl
Outlast Lipcolor lipstick, sales were on average 14% than in a matched
control region. Each Tremor participant evangelized about the lipstick
to on average nine friends, six of whom said they intended to buy the
product. In the words of Tremor chief executive Ted Woehrle on panel
participants: “‘We offer them the inside scoop and influence [i.e. a say
in how the product is promoted]. If you get the right 1%, you have the
critical mass required to make a difference .33

In another Tremor initiative designed to measure the effectiveness of
the seeding panel, 2100 Tremor opinion leaders from Phoenix were
invited to get involved with the launch of a new malt-flavoured milk
product from Shamrock Farms, a dairy foods producer. As a result, sales
in Phoenix outperformed those in a matched control city, Tucson, and
23 weeks later sales were still 18% higher in Phoenix.34 In a similar test,
Tremor panellists were sent a partial script of an upcoming TV show,
and this resulted in a jump in viewing ratings of 171%.3°

The Tremor seeding initiatives’ effectiveness in boosting sales has had
third-party brands - including Sony, Toyota, AOL, Warner Brothers,
Verizon, and Kraft - queuing up to harness the Tremor seeding trial
panel as a launch optimization tool.3¢ For instance, the music label EMI
Group has retained Tremor and intends to sample panel members with
new albums - in the name of research - by asking the opinion-leading



Seed to spread: how seeding trials ignite epidemics of demand 15

teens to vote on which tracks should be promoted on video channels
and radio programmes.3” This is a simple but psychologically smart way
of using the panel to harness the Hawthorne Effect and create advo-
cates. In an era where teens are turning away or turned off by interrup-
tive mass-media marketing, Tremor offers businesses a turnkey solution
for harnessing the oldest and most powerful media of all: people media.
Although P&G does not publish revenue data for its opinion-leading
Tremor panel, the predicted income from third-party brands using the
panel in 2004 was US$12 million, with the number of campaigns up
30% over 2003.38 Whatever the numbers behind Tremor, P&G believes
the panel to be so effective that it warrants being replicated; in 2005
the company began recruiting a second Tremor seeding panel in the
US, twice the size of the original one, made up of 500 000 mothers
(‘Tremor Moms”).3°

Seeding trials unlimited

While P&G’s Tremor seeding panels may represent one of the most sys-
tematic uses of targeted sampling in the name of research, P&G is not
alone in pioneering this technique. For example, New Line Cinema
invited fans of JRR Tolkien’s Lord of the Rings epic fantasy novel to
advise on the film of the book. By giving fans a say in the film produc-
tion, the Hawthorne Effect was triggered and an army of word of mouth
advocates was created.40 Similarly, the marketing company BrandPort
uses its panel of advertising aficionados to seed new advertising cam-
paigns. Panel members are sent previews of new advertising campaigns
and asked to comment on them.4! Again, the involvement generated by
research dialogue cues goodwill and ownership - increasing the likeli-
hood the panel member will adopt and advocate the advertised brand.

More generally, when sportswear brands such as Nike and Reebok
offer opinion-leading trendsetters free pairs of their latest sneakers, it is
not just to capture feedback from cool kids but also to kick-start word of
mouth advocacy.42 By putting the new product in their hands, or rather
on their feet, in the spirit of partnership and in the name of research, the
Hawthorne Effect is cued and vocal evangelists are created. Likewise,
when Pepsi ran an opinion leader outreach trial with 4000 American
teenagers in 2001, it wasn’t just to find out what they thought of their
new soda, Code Red, but also to amplify and accelerate word of mouth
advocacy.®3> The Pepsi opinion leader outreach programme was SO
successful at driving sales for Code Red that Pepsi decided to pull
its planned TV advertising campaign. Similarly, when Unilever asked
250 fashion-forward urban girls to participate in a pre-launch seeding
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trial of the Max Azria BCBGirl fragrance in Canada, ¥ it wasn’t just to find
out what they thought of the perfume; it was to harness the Hawthorne
Effect and drive demand. By giving each of the participants not only a
full bottle to trial themselves, but also 100 samples each to hand out to
friends, Unilever created a volunteer sales force that ensured the fragrance
was a best-seller in cities where the research was conducted.

Driving sales with seeding trials: 10-point checklist

There is no single formula for optimizing launches and boosting sales
using seeding trials that transform opinion leaders into word of mouth
advocates. However, the following checklist covers off the key questions
that you need to ask yourself when planning a seeding trial.

The right product

1 Are we offering sometbing new? Opinion leaders like to lead with
their opinions, so seeding trials work best, that is, they drive sales,
when the product or service you are bringing to market is genuinely
new and different. Old, generic, or commodity products and services
with nothing new to say are unlikely to benefit from seeding trials
because people only tend to talk about the new and surprising.

2 Are we offering something befter? Seeding trials will accelerate your
sales if the product or service seeded delivers a superior experience.
While the Hawthorne Effect will initially transform opinion leaders
into advocates, the advocacy will be short-lived if your product or
service is substandard or disappointing.This doesn’t mean your prod-
uct or service has to be groundbreaking, outrageous, or revolutionary
for seeding trials to optimize a product launch - some of the most
successful seeding trials have involved frozen pizza, canned soda and
bath soap. What you do need however is a unique selling point that
clients, customers and consumers can articulate to each other.

3 Are we offering something that can be sampled? Seeding trials are
targeted sampling initiatives conducted in the name of research, so
they necessarily involve sampling (credible advocacy can only come
from first-hand experience). For many products and services, offering
opinion leaders some kind of free limited trial, sample, download,
or preview may be relatively straightforward, especially if sampling is
a widespread practice in your sector. However, you may have to
be more creative if your product or service doesn’t lend itself so eas-
ily to trial - as can be the case for certain high-value, low-margin
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products such as some technology products or perishable goods
such as fresh or frozen foods. If this is the case, try and think of novel
ways in which you can set up your trial to nevertheless get your
product into the hands of opinion leaders (in the name of research):
in-store or at-office trials, trials at hotels, conferences or trade shows,
trials using redeemable gift certificates or vouchers, special loans or
screenings, etc. If you really cannot enable opinion leaders to trial
your product or service, you could still enable them to trial the prod-
uct ‘virtually’ by viewing it and seeing it in action online.

The right people

4 Have we identified our opinion-leading target buyers? Seeding trials
are all about influencing the influencers in your target market,
i.e. influencing the opinion-leading target buyers who frequently
offer and are elicited for category-related advice. So run a brainstorm-
ing session to generate a list of people in your target market who
would make good ‘connected and respected’ advocates for your prod-
uct or service. Think in terms of individual profile - jobs, place
of work, leisure activities and club membership - and in terms of net-
works - what are the big and visible organizational and social net-
works in your target market, such as employers, associations, interest
groups, etc.? The important thing is to be creative, and not stop at the
usual suspects when looking for opinion-leading target buyers:
experts, celebrities, journalists, bloggers and reviewers. Instead, think
of who could be effective word of mouth hubs in your market. For
example, PAs, club secretaries, beauty therapists, health and fitness
instructors, bar staff and hairdressers are popular choices for seeding
consumer goods. Don’t forget that investors, employees and satisfied
clients, customers or consumers can also make for opinion-leading
advocates because they have product experience or a stake in your
success.

5 Are we seeding to enough opinion leaders? Opinion leaders make
up 10% of your target market, and successful seeding trials will seed
up to 10% of these opinion leaders, i.e. up to 1% of your entire target
market. Seeding trials on such a scale may be prohibitively expensive,
especially in the consumer packaged goods markets, but you do need
a minimum critical mass of Hawthorne-Effect-enhanced opinion lead-
ers advocating your product or service for an appreciable sales uplift.
While this number will vary according to the size of your market, a
useful rule of thumb is to seed to a minimum of 250 opinion leaders
per major urban centre.
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6 How are we going to deliver the trial experience? Once you
have identified opinion leaders to invite into the seeding trial, you
have to solve the logistics challenge of how to get the product or
service into their hands as cost-effectively as possible. Downloads
via the Internet, by post, by courier, by hand, or by pick-up from a
convenient location such as a store, hotel, or mall? Contact a hand-
ful of sales promotion agencies or specialist sampling companies for
advice on what they would recommend as the most cost-effective
and logistically simple approach for you. The advice will cost you
nothing and may include some creative solutions you might have
missed.

The right action

7 Does our seeding trial involve exclusive ‘Get it first’ sampling?
Seeding trials, targeted sampling initiatives with opinion leaders,
work best when they enable participants to get their hands on new
products and services first - before everyone else. If your seeding
trial offers participants an exclusive sneak preview, the sales-driving
effect will be optimized because you increase the word of mouth
potential. If pre-launch seeding is not possible, then think of ways
that you can combine targeted sampling with ‘Get it first’ access to
other services, promotions, or even new advertising. The more trial
participants feel like VIPs, with exclusive and priority access to
what you have to offer, the more they will advocate. Finally, think of
participants not only as clients, customers, or consumers, but as the
means to getting more clients, customers, or consumers. What can
you seed with the product that will help participants spread the
word: discounts, vouchers, promotional gifts, branded merchandise,
or special invitations to share with friends, or even further samples
to hand out?

8 VIP Vote’: are we giving seeding trial participants a say in our
marketing? Seeding trials work because they elicit participant advice
on how your product or service is marketed. This creates a sense of
ownership, loyalty and goodwill that, through the Hawthorne Effect,
triggers adoption and advocacy. In practice, giving participants a say
in your product or service need only involve a simple online vote on
options for a campaign poster, logo, display stand, advertising concept
or promotion. Of course, you can go further and involve trial partici-
pants in the packaging and design of the product or service itself.
For example, the Australian beer Blowfly was built ground-up by
research participants through online voting - on all aspects of the



Seed to spread: how seeding trials ignite epidemics of demand 19

product ranging from bottle design to brand logo (see Chapter 4:
Brewing buzz, p. 59). The key is to keep everything as simple as
possible in order to minimize the work for the trial participants.The
goal is to make opinion leaders feel they have contributed to your
innovation or how it is marketed - without them having to do any-
thing more than a couple of mouse clicks, which is why simple
voting between options works better than lengthy discussions, ques-
tionnaires, or surveys.

9 Does our seeding trial offer participants an ‘Inside scoop’? Seeding
trials work because they make participating opinion leaders feel like
‘insiders’, that they have the ‘inside story’ on your product or service.
What information can you share with them to reinforce the impres-
sion that they have a special relationship with you? For example, can
you give them a ‘behind the scenes’ experience, provide them with
insider guides, gossip or stories, or give them privileged access to
company discussions, blogs, or marketing materials? Some companies,
such as Unilever, go so far as to print personal branded contact cards
for seeding trial participants to reinforce the impression that they are
indeed insiders*> (see Chapter 3: Creating brand advocates, p. 47).

Measurement

10 Have we put in place a mechanism for measuring the effectiveness
of our seeding trial? Ultimately, seeding trials are a sales acceleration
tool, and they stand or fall on the sales uplift they produce.To meas-
ure your trial’s impact on sales, you can do as P&G do and use a
‘control’ region or group, where the trial is not run, and measure
differential sales performance.This may be fine for measuring offline
sales, but for measuring the effect on online sales you might need to
provide trial participants with a pass-it-on promotional discount code
to forward to friends, who forward it to friends, etc., enabling you
to track the number of online sales the seeding trial generates.
Of course, there are other softer measures you can use, such
as the effect of the trial in increasing awareness levels. To do this,
it suffices to include an online dimension to your trial, such as a
special website, blog, or discussion list and measure the number of vis-
itors it receives. Alternatively or additionally you can measure the
number of column inches in online and traditional press, that your
trial generates, and calculate the reach of those column inches. Finally,
you can also track the effectiveness of the seeding trial using a simple
pre- and post-trial poll that measures changes in advocacy rates among
trial participants and within your broader target market.
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Conclusion: seeding trials as super-charged sampling

When all is said and done, seeding trials are just sampling initiatives on
steroids. Not only do seeding trials accelerate sales by removing the
cost barrier to trial among the key opinion-leading 10% of your target
market, but they also harness the Hawthorne Effect, transforming par-
ticipants into loyal adopters and vocal word of mouth advocates. While
sampling (‘tryvertising, as it has recently been re-branded),%° offers a
first-hand brand experience and is the preferred promotional activity of
opinion leaders,*” seeding trials offer something much more powerful:
brand involvement. Seeding trials - targeted sampling in the name of
research - enable businesses to connect and collaborate with opinion
leaders, market with them, rather than at them. And by creating a
volunteer sales force, seeding trials are a scalable, predictable and meas-
urable solution for driving the one thing known to drive business
growth: word of mouth advocacy.48

Takeaway points

m Seeding trials with opinion leaders are an effective launch opti-
mization strategy that can enhance sales by 10-30%.

m Seeding trials involve targeted sampling initiatives with opinion
leaders conducted in the name of research.

m Seeding trials work by transforming opinion leaders into loyal
adopters and vocal word of mouth advocates, and do so by
harnessing a powerful psychological phenomenon called the
Hawthorne Effect.

m Through ‘Get it first’ sampling, ‘Inside scoops’ and ‘VIP votes’, seeding
trials generate goodwill, involvement and advocacy among opinion-
leading clients, customers or consumers.

m Companies using seeding trials to optimize product launches and
drive sales include Procter & Gamble, Microsoft, Hasbro, Google,
Unilever, Pepsi, Coke, 3M, Ford, Dreamworks SKG, EMI, Sony and
Siemens.
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One-to-one, face-to-face, live buzz, live viral marketing, gossip marketing,
word of mouth marketing, stealth marketing, ambush marketing, guerrilla
marketing, Tremor marketing, sneeze marketing, theatrical marketing, live
point-of-sale, underground marketing, peerto-peer marketing . . . all
strands of connected marketing. The astonishing array of descriptors for
what, at its core, amounts to the same marketing phenomenon provides a
very good sense of how connected marketing is a young and emergent
field. But whatever you call the various activities that go to make up con-
nected marketing, one thing’s for sure: it represents marketing’s brave
new world.

This chapter looks specifically at live buzz marketing. There are parts
of the marketing industry - let alone other industries - that are totally in
the dark about this activity, what it can do for a product, brand or service,
how it is created and, perhaps most importantly, how it can be measured.
It courts controversy, debate and column inches, but many are uncon-
vinced that it has any place in the serious business of real marketing.
Most marketers quizzed on the subject just put it down to a passing
phase: ‘it’s a fad, they bluster, ‘a leftfield communication alternative that
will probably never take root at all!’ . . . a little like mobile phones or the
Internet . . .
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There is, of course, a good reason for the scepticism and confusion
that exists around live buzz marketing: it’s difficult to define exactly
what it is. But if we all knew what live buzz marketing was, it would
lose its power.

This chapter unravels and defines this new and extremely powerful
technique. In doing so it presents a number of case studies that put live
buzz marketing into context and differentiate between the two different
strands currently being used by marketers in their connected market strate-
gies: live peer-to-peer marketing and live performer-to-peer marketing.

What is live buzz marketing?

Much like many other approaches to connected marketing, at its most
basic level live buzz marketing is simply an attempt to harness, define
and formalize what people have done since the beginning of time - talk
to one another. Or, perhaps more accurately, it’s an attempt to create or
manufacture what people have done since the beginning of time.
Marketers have now seen and acknowledged the enormous power of
word of mouth and have tapped into it, coming up with a host of ways
to kick-start it.

In order to understand exactly what live buzz marketing is, it’s useful
to break the term down and indulge in some dictionary definitions.
For example, Roget’s New Millennium Thesaurus (First EditionV 1.0.5)
defines buzz as:

i) Verb 1) to make a low droning or vibrating sound like that of a bee. 2) to
talk, often excitedly, in low tones. 3) to call or signal with a buzzer

ii) Noun 1) a vibrating, humming, or droning sound, 2) a low murmur (‘a buzz
of talk”)

Slang: excited interest or rumour (‘the latest buzz from Hollywood”)

Synonyms offered include the words echo, comment, gossip and word of
mouth.

In the modern marketing era, the word ‘live’ could apply as much to
an Internet application as it does to a piece of theatre. So there is no
doubt it needs filtering down when it comes to defining the term live
buzz marketing. The Oxford Dictionary Thesaurus and Word Power
guide defines live as:

... an actual event or performance

... not recorded
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(‘recorded’ in the latter case we can assume to imply encoded or
programmed, hence distinguishing from the use of the term live in
the context of the online environment).

Taking elements of the above, the following could be a succinct defi-
nition of live buzz marketing:

‘A marketing technique that makes use of an actual event or
performance to create word of mouth’

This is easily understood since marketing’s new Holy Grail above-,
below- and through-the-line is the creation of word of mouth. The fol-
lowing definition, however, is perhaps preferable:

‘A marketing technique that makes use of an actual event or
performance to create an echo.

This may sound pretentious, but there are valid reasons to use word
of mouth and echo interchangeably or even, in this instance, to
replace word of mouth altogether. Echo implies something far more
complex and explanatory than word of mouth. The use of the word
echo also distinguishes this technique from other buzz techniques
whose primary intention is the generation of word of mouth. Echo
implies that the buzz is begun at a certain point by a live happening
or event, which then triggers a sound wave to be sent out.

It begins with a high-impact sound - a clap, a bang, a shout, or even
an evangelical testimony - and bounces off one surface, then another,
reverberating, repeating and imitating itself until ultimately it fades and
falls silent. The clever part though, is creating an echo campaign that
takes years, maybe even decades, to fade.

These echoes, and therefore live buzz marketing campaigns, are created
by performers. They may include actors and actresses as we understand
them to be, but could also include members of the general public who are
willing to talk about a product, brand, or service. All it takes for an echo to
begin is for somebody - anybody - to be willing to perform a big enough
noise up front to send vibrations out into the world. Actors and actresses
can be used to do this as their training equips them to project their
voices, use their bodies and convince an audience that what they are say-
ing is true. So performers extolling the virtues of a product, brand, service,
or message generally have the power to create maximum effect within
the target market. The echo, however, can be continued by anyone who
hears the message. And, provided the message is loud, clear, appealing and
preferably unique, the echo can continue for a very long time indeed, as
the case studies in this chapter demonstrate.
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The two types of live buzz marketing

There are two main strands of live buzz marketing: live peer-to-peer
marketing and live performer-to-peer marketing.

Live peer-to-peer marketing

As in normal peer-to-peer activity, this is when ordinary citizens become
brand ambassadors and spread word of mouth about a particular product,
brand, or service. Essentially, this is based on people’s willingness to talk
about something without being paid, in return for which they sometimes
receive product samples and loyalty points which can be redeemed for
rewards.They also receive the social affirmation of being somebody in the
know. Live peer-to-peer marketing is simply when the word of mouth is
triggered by ordinary, everyday people.

Live performer-to-peer marketing

This involves the use of trained, qualified, costumed, scripted and
rehearsed performers who take on the roll of brand ambassadors in
various environments where the correct target demographic is found. It
is highly controlled, regulated, targeted and measurable. This chapter
predominantly focuses on live performer-to-peer marketing, but you will
also find a live peer-to-peer case study later in this chapter on p. 44.

The spectrum of live buzz marketing

There are three main techniques used in live performer-to-peer buzz mar-
keting campaigns: secret, disclosed and overt. All make use of professional,
scripted and rehearsed live actors and actresses to trigger buzz. The differ-
ence between the three techniques is their potential reach and the degree
to which the audience is made aware that they are being involved in a
marketing exercise. Techniques two and three (disclosed and overt live
buzz marketing) can achieve the broadest possible reach.

The top of the pyramid (which represents the first contact with
members of the audience and marks when they are physically exposed
to the campaign) is the smallest level of contact in physical numbers
but it also represents the highest quality contact. The audience gets to
enjoy the experience first-hand and receives the information in an
unadulterated form.
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Figure 2.1 Potential reach: three tiers of awareness.

Potential reach should be considered when planning and
implementing an effective live buzz marketing campaign;
it will help to maximize a client’s budget

The next tier down sees the reach increase as the first contactors
begin to echo the message of the campaign to two, three, four and in
some cases up to eight or 10 people.This can increase incrementally as
the second contactors tell their two, three, or four friends and so on. This
incremental level of awareness is not included in the above diagram (or
in any research figures) as it is difficult to measure accurately.

The third and final level of contact has the potential to have the widest
reach, but by this stage - as with most press exposure - the marketer has
comparatively little control over the message. Brands, however, often
benefit from enormous amounts of press coverage that result from live
buzz marketing campaigns. This is simply because the uniqueness of the
creative applications, combined with a new and different approach,
creates a story that’s deemed to be worth telling.

The following sections of this chapter describe the three main live
buzz marketing techniques, including their strengths and weaknesses,
and provide case studies showing how live buzz marketing can apply to
everything from a product to a social message.

Technique |: Secret live buzz marketing

This is a buzz marketing campaign in which the consumer never knows
that he or she has been the focus of a marketing exercise. It is rumour,
stealth, gossip and viral at its most secretive and undercover. It makes
use of product ambassadors who spread information and buzz about a
brand, product, service, or message in a marketplace in such a way that
the fire is lit but no one ever knows how.

Although the case studies featured here are aimed at consumers,
secret live buzz marketing can also be used in business-to-business (B2B)
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applications and for the purpose of internal communication. It
can be used to great effect to drive consumers to particular stands
within trade shows. This is achieved by having performers wander
round the show loudly and enthusiastically extolling the benefits of a
particular stand.

Case Study | (product)

Client: Premium ice cream brand Carte d’Or.

Environment: The ice cream freezers in major multiple grocers around
Southern England.

Target consumer: Bridget Jones-type females.

Brief: To raise awareness of the different flavours within the range
and to draw attention to the price reduction on offer.

Campaign: Teams of two female performers aged in their mid- to
late- 20s were dispatched to 50 stores around the country. Highly
charismatic, appealing and fun-loving individuals, they wheeled around
a shopping trolley containing nothing but hundreds of tubs of Carte
d’Or brand ice cream in every flavour imaginable. One of the girls
held a massive shopping list aloft for all to see. On the list, in bold
oversized print, were all the flavours of Carte d’Or available in the
freezers. The girls spent hours in each store, connecting personally
with shoppers who fell into the target market.

The story they told the shoppers was a simple and highly appeal-
ing one: they were having a girls’ night-in party that evening. None
of them could cook so they decided to have an ice cream party. Of
course, the only ice cream to eat on such occasions is Carte d’Or.
They then went on to tantalize the shoppers by describing out loud
the chunks of chocolate and fudge pieces embedded in the delicious
ice cream swirls. Shoppers were powerless to resist. They clinched
sale after sale by explaining that the reason they could afford to buy
the ice cream in such vast quantities was because it was on a special
£1.99 price reduction offer.

Results: Over 3500 tubs of Carte d’Or were sold as a direct result of
the work of the performers. The campaign also generated enormous
amounts of PR on a regional and national basis. It has become
entrenched in connected marketing folklore as a result of being
featured in a series of television news items and debates.
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Case Study 2 (social message)

Client: The Portman Group, Britain’s alcohol industry watchdog and
campaigning body against the misuse of alcohol.

Environment: Public spaces, including trains, underground stations, bus
stops, restaurants and bars.

Target audience: 18- to 25-year-old females.

Brief: The young female market is often overlooked when it comes to
responsible drinking messages. Research suggests, however, that it is a
key group to target. The brief was to attempt to draw attention to the
ill effects of excessive alcohol consumption in such a way that it did not
appear top-down or to be preaching in any way. In other words, use
target demographic individuals and their horrific experiences to raise
awareness and effect potential behaviour change in similar individuals.

Campaign: The project team found appropriate public hangouts for the
target audience. A series of short and very hard-hitting scripts were
written. Teams of two female performers rehearsed the scripts, which
were spoken volubly in public spaces for all around to overhear. They
involved one friend cataloguing the amount (and different types) of
alcohol she had consumed the night before and the disastrous effect
such a quantity had on her. The hung-over-looking youngster then
went on to explain that, while walking home alone from the pub, she
was stalked by an unknown man. She had to run to get away from him
and screamed to alert people of her imminent danger. The other
friend was obviously horrified (as were all the bystanders) and
reminded the girl of a campaign she saw being run by the Portman
Group entitled ‘If you do drink don’t do drunk’. She suggested that
maybe this campaign applied to her. She pointed out that this was a
real wake-up call as the next time could end in disaster.

This was just one of a series of scripts that were written and
performed over the period of the campaign. Others were more
comical, involving exposés of the flirtatious antics of the drunken
friend who was convinced that the red-faced old man she was
kissing looked just like Tom Cruise.

Results: This kind of activity is difficult to measure, however independ-
ent market research conducted on similar campaigns for the Portman
Group suggests that of all media utilized (including posters, radio and
mobile billboards), live buzz marketing was the most likely to effect
behaviour change. The research also demonstrated the high word of
mouth potential of such a campaign.
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Strengths of the secret live buzz marketing approach

1.

The marketing-savvy public - sick to death of being bombarded by
messages - is given a welcome break. Marketers can get their messages
across without irritating the consumer. Even if the consumer becomes
aware that it’s a promotion, they tend not to mind because they enjoy
the uniqueness of the approach.

. It enables marketers to create the perfect brand ambassador. By care-

ful scripting, casting and styling, the performers become a living,
breathing representation of the target consumer, who can appeal
directly to others like themselves.

. The message can be tailor-made to appeal to precise target individuals.

Unlike many other marketing and communication techniques, it isn’t a
one-size fits all solution.

. It involves completely interactive, personalized connections with

target consumers making it an extremely high-quality contact.

Weaknesses of the secret live buzz marketing approach

1.

In some instances, if it’s discovered that they are being marketed to,
the public can feel duped.This can create a negative backlash both
in the consumer base and in the media.

. By its very nature, the extent of the echo is limited. This is simply

because the first interaction (or the first noise or bang which sets
off the echo) is not very big or loud. Put simply, if you were to
overhear a conversation about somebody who was nearly attacked
because they were drunk, you may tell a few people - probably
mostly on the day you heard it. If you were a witness to that
person being attacked, you would tell hundreds throughout your
lifetime.

3. A key factor in the reach of any live buzz marketing campaign is the

PR that can be generated. In the case of a secret campaign, this is
limited by the fact that it’s secret, so any PR usually focuses on the
medium rather than the message.

Technique 2: Disclosed live buzz marketing

As opposed to the secret approach, this is a live buzz marketing
campaign in which the consumer is not initially aware that he or she is
being marketed to, but is informed or becomes aware during the course
of the interaction. Its enormous power lies in being able to stage a real
life scenario - complete with real life emotions and actions - without
running the risk of appearing to dupe or delude the public. It maintains
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the initial element of surprise before revealing the product, brand, or
message and avoids the controversy that can spill out from a completely
secretive campaign. In common with secret live buzz marketing, dis-
closed live buzz marketing can happen wherever the target market is
found: cinemas, pubs, restaurants, bars, point of sale, on the street, or just
about anywhere.

Case Study |

Client: Transport for London.
Environment: Cinemas across London.
Target audience: Motorcycle riders and motorcar drivers.

Brief: To heighten public awareness of a new road safety TV and
cinema advertising campaign aimed at encouraging motorcyclists
to ride more defensively and encouraging other road users to be
more aware of motorcyclists. The campaign’s commercial featured
the typical road safety scenario of a motorcyclist not being seen
by a car driver and being graphically hit and killed. Realising that
the public is largely immune to such social messages (no matter
how bloody or graphic), Transport for London wanted to drive
the message home in a way that would never be forgotten by the
audience and would be talked about for literally years to come.

Campaign: A unique, interactive and dynamic form of communication
was designed to create maximum impact across all three tiers of
awareness (see Figure 2.1). The project team obtained permission to
perform live 30-, 60- and 90-second commercials in six of Carlton
Screen Advertising’s cinema auditoria around London over a four-
weekend period.

A number of two-performer teams were used, each consisting of a
male actor dressed as the cinema manager and an actress pre-seated
among the audience, masquerading as a member of the cinema-going
public. The actor stood at the door greeting patrons as they entered
and the actress sat eating popcorn and glancing over her shoulder look-
ing for someone who was obviously running a little late for the movie.

Just before the Transport for London commercial ran on screen,
the reel was stopped, the lights came up and, to the surprise of the
audience, in walked the cinema manager who had been greeting people
at the door. He stood at the front of the auditorium and the following
script was performed before the audience’s eyes between him and the
actress.
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ACTOR: Sorry to interrupt your evening ladies and gentle-
men, but is there a Sue McNaughton in the house?
Mrs McNaughton? Are you here? Mrs McNaughton?
(He walks up the aisle, shining a torch into the rows.
Sue hesitantly raises her hand.)

ACTRESS: I’'m Sue McNaughton. (She smiles, a little sheepishly,
at the people around her.)
ACTOR: (As he reaches her.) Would you like to come with

me, Mrs McNaughton! (He takes her elbow and
guides her into the aisle.)

ACTRESS: What is this about? Where are you taking me! Who
are you, anyway?

ACTOR: Sorry, I'm Simon Stevens, Mrs McNaughton. I'm the
manager here. Err . . . please come this way.

ACTRESS: (Getting a bit agitated.) Could you please tell me what
this is all about? | insist. You can’t just come in here
and haul me out of the cinema. Tell me!

ACTOR: (She won’t move. Simon is at a loss.) Look, Mrs
McNaughton, I'm sorry to have to tell you this, but . . .
(Simon leans in and says something softly in her ear.)

ACTRESS: (Clearly in denial about the news she has just been
given.) No. No, you’re wrong.

ACTOR: Mrs McNaughton . . .

ACTRESS: He called me ... I5 minutes ago ... from his mobile.
He said he was getting on his motorcycle and he’d be
here any minute! (Simon takes her elbow, and tries to
lead her out.) Leave me! (She jerks away. Then suddenly
she turns to him.) Was he wearing his visibility vest?
Did they tell you? (Simon shrugs, helplessly.) | bought it
for him for his birthday ...a yellow one. When we
spoke a few minutes ago, | asked him to put it on.

ACTOR: Mrs McNaughton, if you'll just come to my office, the
police are here to . .. (The sound of a police walkie-
talkie crackles outside the door.)

ACTRESS: Oh ... his lights. He always forgets to switch on the
lights. Did he...was he...is he...(Suddenly, she
goes limp, and collapses on Simon’s shoulder. He leads
her out. Sue exits. Simon turns to face the audience.)
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ACTOR: Ladies and gentlemen, what you have just witnessed
was a fictional scene. However, the story behind it is all
too true. Last year 7| motorcyclists were killed on
London’s roads, and 71 families received the news that
their loved ones would not be coming home. As more
and more people take to the road on mopeds and
motorbikes, we urge you to wear visible clothing, keep
your lights on and to ride defensively. If you are not a
motorcycle rider, please encourage your loved ones
and friends who are, to be careful. Please watch the
following screen commercial, and remember, beware
of the driver who didn’t see you.

(He exits and the Transport for London screen advertisement runs)

Results: A combination of factors ensured this campaign’s place in
advertising history. Not only is it now the most widely discussed and
debated live buzz marketing campaign in the UK, but in its December
2003 List of Lists, Campaign magazine voted the live advertisement for
Transport for London its third top cinema commercial of all time.
Suddenly, live buzz marketing had entered the mainstream.

The press coverage was unprecedented for a campaign of this nature:
the campaign attracted prime-time BBC TV news coverage, radio debates
and a plethora of newspaper and magazine articles. In all, 387 live adver-
tisements reaching thousands of cinemagoers were performed, establish-
ing a multi-team model for significant first contact reach. The campaign
succeeded in maximizing all three levels of awareness: big first contact
numbers, even bigger word of mouth, which is still going two years on,
and extensive mainstream and marketing industry press coverage.

Case Study 2

Client: GlaxoSmithKline’s Lucozade Energy.
Environment: Cinemas across the UK.
Primary target audience: |6- to 24-year-old males.

Brief: Lucozade Energy’s proposition of mind and body energy was
clearly communicated via an on-pack promotion, which enabled
consumers to win the opportunity to learn how to practise a cool
skill that required both forms of energy: becoming a D), rally driver,
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or film stuntman. The stuntman promotion was communicated in
movie houses around Britain and was appropriately tied in to the
release of Spiderman 2. Posters explaining the promotion adorned
cinema complexes nationwide and a live in-cinema buzz campaign
was created that would appeal directly to this target demographic
and get them talking to their mates. The buzz campaign ran all over
the country during the opening weekend of Spiderman 2.

Campaign: In order to achieve maximum awareness from the buzz
marketing campaign, three points of intervention between brand and
consumer were orchestrated in the cinema complex. On entry into
the Spiderman 2 screening, each member of the audience received a
leaflet explaining that the final scene of the new Lucozade Energy
commercial was going to be filmed in the auditorium prior to the
movie. This was part of the act, grabbing the audience’s attention
from the start, and building anticipation of and excitement about
being part of the live advertisement that was to follow.

Unlike the Transport for London campaign, Lucozade didn’t have a
big screen advertisement. The live buzz marketing campaign stood
alone — a first in the cinema environment. Just before the end of the
screen advertisements, the reel was stopped and the following live
buzz marketing performance took place.

(A man bursts into the cinema, dressed as everyone’s archetypal
Hollywood movie director: shades, clip board, peak cap, sleeveless
thermal vest — all in black. In a brash American accent, he calls up to
the projection box)

DIRECTOR: Okay, Mike, can we have some lights here please!

(TONY) (The cinema house lights come up.) Hey folks, as
y’all know, we’re here filming the stunt scene for the
new Lucozade commercial. What happens is Marty,
the stunt guy, gets set on fire and runs through
the auditorium, runs down the stairs, runs across the
front and then back . . . (By this time Marty, dressed
in white heat-resistant overalls, balaclava and gloves
has walked slowly down to join the director.)

MARTY: Ton...Tony! ’ang on a minute. My agent said
(speaking in nuffink about running. | don’t mind being set on
strong fire, but I'm not running. I've got no energy!
UK accent)

TONY: Marty . .. buddy . ..
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MARTY: No! | don’t ’ave the energy, mate. No way!

TONY: (Getting angry.) No way? No way?! You call yourself a
stuntman? You’re not a stuntman, you’re a loser! You’re
fired, buddy! Get off my set.

MARTY: Alright mate, I'm going . . . but I'm not running. (He turns
and slowly begins to exit the auditorium. He stops and
turns for the final interaction with Tony.)

TONY: (Shouting and gesticulating after Marty out of sheer
frustration.) Aahwww!!! | don’t need you!! Any of
these folks sitting here could do this. Yeah . . . they all
stand the chance of making it as a stuntman with
Lucozade Energy. (To audience — very excited.) That’s
right, 10 lucky people get the chance to train as stunt-
men at Pinewood Studios and the winner gets
£10 000. It’s that simple folks! All the details are on
the pack. (Calling up to the projection box) Okay,
Mike, we’re outta here ’til we got us a winner. (To
Marty) Ahh, get outta here you loser, get, get . . .

MARTY: Alright, Tone, I'm on my way, but I'm not running, yeah . . .

TONY: Aw, get some Lucozade Energy!! Mike, you can roll the
movie!!

(Lights dim and the reel rolls)

Results: Independent market research was commissioned by
GlaxoSmithKline and revealed unprecedented results. Two hundred
cinemagoers were recruited in the cinema foyer and telephoned two
weeks following exposure to the ad. A further 100 recruited in the
same way were telephoned one month after exposure. Respondents
were not aware they were going to be asked about advertising.

Results after four weeks were: total recall — 89%; propensity to
purchase — 59% had bought Lucozade Energy, of those, 42% said
the ad had influenced their decision; word of mouth: 66% told
someone about the campaign; 25% told five people or more.

The significance of this research was that for the first time it
accurately quantified the word of mouth recall and propensity to
purchase resulting from a live buzz marketing campaign. While
most of the connected marketing industry had until this point used
gut feel and educated guesses to determine the success of live buzz
marketing, formal, measured results were now available supporting
the real power of this approach.
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Strengths of the disclosed live buzz marketing approach

1.

It causes an initial ‘what the heck is going on here?’ reaction in the
audience. They are put in a position where they simply cannot
ignore the message or remain passive to it. It is simply too big, too
bold and too arresting to be ignored. What this amounts to is a very
big and very loud first bang that sets off an echo that continues for a
long time, reaching many people and generating a high level of word
of mouth. Recall levels are also extremely high: 100% after 24 hours
and down only marginally to 89% after four weeks.

. If sufficiently unique in terms of its creative application, such a

disclosed campaign will also generate significant press interest.

Weaknesses of the disclosed live buzz marketing approach

The only potential downsides to campaigns of this nature are perceptual.
They are:

. The perception that initial first contact numbers will be low.This is

not an accurate perception as multiple teams, performing an average
of 15 live advertisements per team, per day over a two- or three-day
period (as was the case with the Lucozade campaign) will reach
hundreds of thousands of people during the period of the campaign.

. The perception that people will be annoyed at the interruption. Like

all communication, provided the creative idea is appropriate to the
target audience and the environment in which it is being used, peo-
ple appreciate the different approach and entertainment value of the
pieces. The research conducted as part of the live cinema campaign
for Lucozade revealed that audiences are actively seeking new and
different experiences in cinemas:

94% of the audience said that it’s good to see different things at the
cinema
85% said the live performance was more memorable than other ads

89% said it was an original idea.

Technique 3: Overt live buzz marketing

This is where the target audience is never in any doubt about the
fact that they are being marketed to. It’s highly theatrical, making use
of scripts, song lyrics, set and costume elements that feature the brand,
product, service, or message prominently. These campaigns combine
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communication and entertainment and are designed to be high-impact
while eliminating the risk of any kind of controversy. If unique and
appropriate creativity is applied to overt campaigns, they can be highly
effective across all three tiers of awareness (see Figure 2.1), generating
maximum first contact take-up, word of mouth and PR.

Like secret and disclosed campaigns, overt live buzz marketing cam-
paigns can happen wherever the target market is found - in cinemas,
pubs, restaurants, bars, at the point of sale in retail stores, on the street,
in shopping malls and even in internal and B2B environments such
as conferences and exhibitions. The echo created by overt live buzz
marketing campaigns can reverberate for an extended period of time,
touching vast numbers of people.

Overt live buzz marketing campaigns can be extremely effective in
terms of creating a fertile seedbed for sampling, selling products, building
brands and even collecting data. They can also be used to great effect in
communicating difficult social messages. The use of a scripted theatrical
production that draws on metaphor and analogy can be a very powerful
tool to identify problems and effect change sympathetically.

Over the years, such campaigns have been used in the war against
AIDS and other sexually transmitted diseases, in communicating the
consequences of global warming, in educating the public on drug and
alcohol awareness, and in campaigns promoting road safety and speed
reduction (see Case Study 2).

How was overt live buzz marketing born? A surprising strand of history
spawned and shaped this technique as we know it today.

South Africa under apartheid rule denied many millions of people
access to formal education.This meant that the vast majority of the popu-
lation could neither read nor write, or at best had very basic literacy
skills. The knock-on effect of this was that much of the black population
ended up in unskilled employment: mining, factory work, farm and
domestic labour. People worked far from their home villages and families,
and lived communally at or near their place of work. Low literacy levels,
combined with high levels of poverty, meant that the communication
mechanisms that some people take for granted were not an effective or
viable means by which to reach the vast majority of the population.

As a direct result of this problem, the medium of industrial theatre
was born. As its name suggests, the medium was responsible for creat-
ing overt live buzz marketing campaigns which toured industrial areas,
mines, businesses and factories, delivering government, product, or
industrial messages to the workforces. The theatrical pieces were basic
but highly entertaining. They employed three or four actors and some
simple stage elements, props and costumes, which could be easily trans-
ported on the back of a truck and easily set up.
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The pieces used song and dance and a basic (but to the audience,
highly identifiable) storyline to communicate with and educate people
about issues ranging from health and safety and government propa-
ganda on the one hand, to brand and product messages on the other.
The 15- or 20-minute self-contained pieces were similar to the first TV
soap operas that promoted a particular brand of washing powder.

Since the demise of apartheid in 1994, companies have continued to
use industrial theatre to great effect in the corporate workplace - in
culture change programmes, conflict resolution, motivation, education,
training, induction courses and product launches.

Industrial theatre has now developed to suit the needs of the chang-
ing audience. Its name has changed to corporate theatre, the scripting
and production of each piece is more sophisticated and different stag-
ing environments are used. Campaigns take place in more B2B and
internal communications environments and use the boardroom table
more as a stage than a flat surface over which to negotiate, argue, or
debate. So industrial theatre has transformed the way companies com-
municate internally and to their customers’ customers.

Overt live buzz marketing, this rich and complex mechanism, was
essentially born out of the specific circumstances of one socio-political
environment. In a sense, South Africa was almost forced to reinvent and
use the oldest form of advertising and marketing: live theatre. It drew
from ancient civilizations, which gave the people information or gov-
ernment propaganda, and wrapped it all up in a day or even days of
entertainment, carousing and eating. Even the Caesars knew that the
best way to sell something to the people is to entertain them while
you're doing it. Not only will they buy it and keep on buying it - they
will tell everyone they know to buy it, too.

Case Study |

Client: Birds Eye Walls Ice Cream — Magnum Moments (bite-sized).
Environment: The point of sale in major grocery stores.
Target consumer: Female shoppers of all ages.

Brief: Birds Eye Walls launched small, bite-sized Magnum Moment ice
creams as a new addition to the Magnum range. They came in boxes
containing three flavours: chocolate, hazelnut and caramel. A unique
live point-of-sale campaign was required, designed to create aware-
ness of the range via product sampling, to drive sales based on a
two-boxes-for-£3.00 special, and to generate both word of mouth
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and PR. The central above-the-line concept of ‘Magnumise your life’
needed to be brought to life through an experience that would give
consumers, particularly women, a moment of pure unforgettable
pleasure and indulgence during their shopping trip. The campaign was
to be rolled out to 52 Tesco supermarket stores across southern
and central England, over a three-week period.

Campaign: Teams of three handsome male singers, dressed impeccably
in dinner suits, were formed. They stood at the supermarkets’ ice
cream freezers and serenaded passing shoppers with a rendition of the
Flying Picket’s a cappella cover of Yazoo’s hit ‘Only You'. Lyrics were
adapted to reflect the three variants within the Magnum Moments
range. The singers held elegant silver trays piled high with Magnum
Moments and offered them to passers-by. In between songs, they
connected on a one-to-one basis with the consumers, talking knowl-
edgeably about the range and encouraging them to buy the product.

This highly theatrical and unusual sight, combined with beautiful
singing, a dose of humour and the taste sensation of the product,
gave shoppers a unique experience that many said they would never
forget. The experience was heightened by the context in which it
was set — a key factor in a successful live buzz marketing campaign. If
you can turn a somewhat stressful or humdrum shopping experience
into a moment of indulgence and pleasure, you will almost certainly
create buzz and affiliation with a brand.

Results: The Magnum campaign was based on a winning recipe: hand-
some, well-rehearsed men in dinner suits giving away delicious ice
creams could not fail to appeal, and the response from consumers
and staff was overwhelmingly positive. The campaign took the idea of
a brand connecting live with its consumer at the point of sale to
new levels, and the word spread rapidly within the target consumer
communities and among the Tesco staff and management and their
communities. In two follow-up campaigns commissioned by Walls,
the performers developed something of a following, regularly being
referred to as The Magnum Singers. Extensive PR coverage con-
tributed to this enforcement of the connection between the men, the
concept of in-store singing and Magnum ice cream.

Sales increased so much during the period of the campaign that
freezers had to be restocked on an hourly basis in all stores. Birds
Eye Walls went on to commission a further 52-store roll-out of the
Magnum Singers with a Christmas campaign using a specially tailored
version of a well-known festive feelgood number — ‘Have yourself a
little Magnum Moment’!
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Case Study 2

Client: London Safety Camera Partnership.
Environment: Shopping malls around London.
Target audience: |16- to 24-year-olds.

Brief: To create a hard-hitting campaign which would drive home
the ‘Kill your speed’ message. To engage the audience in a real-life,
hard-hitting way by moving away from conventional shock tactics
and/or two-dimensional exhibition displays containing bloody pho-
tographs and horrifying statistics. The aim instead was to create a
live interactive experience that would be relevant to the target
audience, highlighting the dangers of speeding and promoting safety
cameras as a deterrent.

Campaign: It’s Saturday morning and the usual throng of shoppers
heads off to do their weekly shop. Blissfully unaware of what awaits
them, they drive — probably a little too quickly — down to their local
shopping mall. They enter the car park. As they take their parking
ticket, they notice that printed on the reverse is a picture of the
Grim Reaper with the tagline: ‘Let’s not meet by accident!” There are
also three shocking statistics about accidents on London’s roads.
Already, they’re thinking about their driving behaviour.

Having parked, they make their way into the mall. In the distance
they hear a commotion going on and notice a crowd gathering. Eager
to satisfy their curiosity, they move nearer. They encounter a bright,
eye-catching stage — again there is the image of the Grim Reaper
with bold red lettering: KILL YOUR SPEED. A branded London
Safety Camera Partnership representative informs shoppers that a
free show is about to begin. They also encourage people in the
crowd to participate in a valuable research exercise regarding speed-
ing and speed cameras. Having successfully gauged public perception,
the Kill Your Speed rock opera is about to begin.

Atop the heavily branded stage, a high-impact and highly slick
| 0-minute musical unfolds. It begins with an MC enticing the crowd to
draw nearer, as there are ‘savings of a lifetime to be had’. Incorporating
acting, song and dance, the narrative comprises a group of young
friends on their way to a birthday celebration. The driver is torn
between his friend telling him to speed up and his girlfriend telling him
to slow down. Making the wrong choice results in them being involved
in a fatal speed-related collision. It's revealed that this collision took
place one year ago and what we have just witnessed is the story being
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told through the guilt-ridden eyes of the character that caused the acci-
dent. The serious messages are delivered through the carefully selected
lyrics of songs popular among the target audience, designed to captivate
and touch them on an emotional level. Queen’s ‘Don’t Stop Me Now’,
Pink’s ‘Get the Party Started’, Sting’s ‘Fragile’ and U2’s ‘One’ are but a
few of the numbers used to draw the crowds in.

Without even being aware of it, the audience absorbs a number of
key facts surrounding speed cameras: cameras are only erected at
sites where there have been at least four people killed or seriously
injured; the number of collisions is significantly reduced in areas
where speed cameras are erected; the cost of road collisions in
London approaches £2 billion. As the information is delivered in a
highly entertaining manner, the recipients are far more open to
accepting the messages.

After the applause, the cast, having taken their bows, step into the
crowd and distribute leaflets containing pertinent information. Once
again, representatives conduct basic research and gauge public opinion
in the light of seeing the show. It is near impossible having undergone
this experience not to have a shift in opinion. With leaflets in hand
and having being entertained and educated, shoppers move off and
continue about their business.

The show unfolds in this manner eight times over the course of a day
to ensure maximum exposure to the greatest number of people. Those
in the mall for a few hours could encounter it two or three times.

When shoppers make their way back to the car park, they are again
reminded of the speed-related messages as they pay for their parking
ticket. There is, however, still one final intervention to further solidify
the message. At the car park exit boom, dressed in a black hooded
cloak with a scythe, stands the Grim Reaper himself. He holds a sign
that reads: ‘Kill your speed — let’s not meet by accident’. This chilling
parting shot is communicated exactly at the point where drivers are
behind the wheel so it can immediately influence driving behaviour.

Results: A campaign of this nature has an immediate effect on an
audience. Its use of music and an emotive storyline enables it to evoke
real emotion in a way that’s not perceived to be overly didactic or
top-down. The fact that it’s also highly entertaining balances out the
extreme emotions caused by witnessing the horrific death of one of
the characters and the crippling of another. Audience members, both
young and old, are taken on an emotional journey that often results in
laughter and tears. It also results in great appreciation towards the cast
and a willingness to take the message they have heard and spread it
liberally to people in their social, domestic and work environments.
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While no formal market research was conducted on this campaign, a
‘before and after’ questionnaire revealed increased levels of knowledge
and understanding when it came to the key messages. The figures
revealed an extremely encouraging shift in perception, especially given
the highly emotive subject matter. Before the show, 55.5% of audience
members questioned strongly agreed that cameras are there to slow
drivers down. This increased to 64.5% after the show. While before the
show only 41.3% of the audience members questioned strongly agreed
that cameras are there to save lives, this figure increased to 56.8% after
the show. Having seen the show, 76.8% now agreed with safety
cameras as a means of deterring people from speeding — a huge figure
given the public’s general aversion towards speed cameras.

The campaign also generated a great deal of press and overall
public interest.

Strengths of the overt live buzz marketing approach

1. An overt campaign is unashamed about its objectives to entertain
and educate.The audience appreciates the effort to which the brand
or organization has gone to add value to their daily lives, rather than
just demanding their attention or money. People also appreciate the
different and innovative approach, and are willing to tell family,
friends and colleagues about what they’ve experienced.

2. Overt campaigns provide extremely high-quality contact with
the consumer. Like disclosed campaigns, they have the ability to
cut through the marketing clutter and make a real and lasting
impact. Key message take-out is extremely high as the audience
can identify strongly with the characters and performers used in
the production.

3. Overt campaigns have very high word of mouth and PR potential.

Weaknesses of the overt live buzz marketing approach

1. An overt campaign often relies more heavily on sophisticated props,
costumes, stages and even technical requirements such as sound and
lighting.This pushes the overall price, so the cost per contact of such
a campaign is higher than a secret or disclosed campaign.

2. With an overt campaign you need to ensure that the creative suits the
environment. Communicating large amounts of information through
the spoken word in environments where people are shopping or
relaxing is usually a pointless exercise. These types of content-rich
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campaigns are best suited to more controlled environments such
as work seminars, presentations, conferences, schools, or university
lecture halls, boardrooms, motivational environments and product
launches. In public, the message must be short, sharp and entertain-
ing, usually making use of song and/or dance, otherwise you’ll lose
the audience early on.

Live peer-to-peer buzz marketing

This chapter has focused on live performer-to-peer buzz marketing. But a
chapter on live buzz marketing which did not feature a live peer-to-peer
case study would be incomplete.

Live peer-to-peer buzz marketing is an enormously controversial area
and has sparked much heated debate. Why? It’s simply seen by many as
being too ‘big brother’ for their liking, too underground, too insidious -
marketers causing their brands and products to seep into every part of
our lives, including our personal lives. It involves using your friends,
even members of your own family, to market products to you - in some
cases without you even knowing that they’re being paid or incentivized
to do so.

The following example emerged from a US peer-to-peer buzz
marketing agency called BzzAgent. The story was uncovered by Rob
Walker and exposed in The New York Times on 5 December 2004 in
an article entitled ‘Hidden (in plain sight) persuaders’. Picture the
scene . . .

You and your friends are standing around the barbecue on a warm
summer’s afternoon. Drink in hand, you chat about the events of the
week - perhaps your vacation plans or the readiness of the meat on
the barbecue. As it’s a bring-your-own-meat affair, one of your mates
approaches the fire and pulls out a packet of a new brand of chicken
sausages. You get chatting and she explains that these are simply the
best sausages around. They’re absolutely delicious and, on top of it all,
they’re good for you.

Now, let’s pause a moment. Unlike most barbecues, this is not just
a friend. It’s a friend who has been incentivized to talk up this new
brand of chicken sausages to their friends and relatives. Unlike a
normal promotion, this person is not an official representative of
the sausage company either. She is what’s known as a buzz agent,
employed by an agency that has thousands of similar ordinary citizens
on its database - people eager to receive free product samples and go
out and tell their family and friends about the fantastic new product
they have ‘discovered’. They wear no branded kit and (believe it or
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not) will fill out a form at the end of the barbecue documenting your
and your friends’ reactions to the sausages and how many were con-
sumed. The form will note such salient facts as: ‘People could not
believe they weren’t pork!” and ‘I told everyone that they were low in
fat and so much better than pork sausages’ One very confident agent
noted: ‘I handed out discount coupons to several people and made
sure they knew which grocery stores carried them. Another said ‘My
dad will most likely buy the garlic flavour, before closing with Tl
keep you posted’.

It’s easy to see the potential success of this kind of targeted peer-to-
peer campaign, but what of the morality of such an approach?

To play devil’s advocate for a moment, if the friend at the barbecue
explained to everyone that she’d been sent these healthy new chicken
sausages for all her friends to try and share their opinions, would it be
quite so creepy? Of course not. If we helped her to fill out her question-
naire, would we feel quite so negative about this form of marketing?
We’d probably be rather impressed by a company who was going to
such lengths to consider the opinions of its consumers. We are, of
course, still being marketed to by one of our own friends, but as long as
we know that, we don’t seem to mind as much. We just don’t like being
fooled. It’s worth noting that BzzAgent now asks all its buzz agents to
disclose the fact that they are buzz agents.

In point of fact, this type of live peer-to-peer buzz marketing and
advertising has been going on for ages. It has been practised by
organizations that are regularly held up as innovators in the fields of
marketing and sales: Amway, Tupperware, Herbalife, Ann Summers.
These companies create brand ambassadors, even sales representa-
tives, out of ordinary citizens and get them talking to their friends.
The event or performance is usually a party of sorts with some
snacks, drinks and a prepared motivational chat by the representative
about the wonderful range of products on offer. It’s not all that
dissimilar to live performer-to-peer buzz marketing when it comes
down to it, because the representative will be paid in some way
shape or form for their ‘performance’. While many people may object
to the somewhat forceful style of marketing employed by these com-
panies, far less object on moral or ethical grounds. They know what
they’re getting in to.

So perhaps all that’s left to be said about live peer-to-peer buzz
marketing is that marketers should think very carefully about how
they wish their brand and brand ambassadors to be perceived in
the long term. Is it really necessary (or wise) to use secretive tactics
and try to fool consumers in order to generate positive peer-to-peer
buzz?
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Conclusion

As the live buzz marketing industry continues to develop, and as brands
start to recognize its power and enjoy its effectiveness and immediacy,
credibility will only be established through accountability. This must
include word of mouth reach numbers, recall rates, propensity to
purchase rates and (where relevant) actual sales data. Regardless of
which live buzz marketing technique is used, solid, reliable, fully
accountable research and reporting will differentiate the good from
the bad, and ensure that this powerful medium earns its place in the

mainstream marketing landscape.

Takeaway points

If your live buzz marketing message is loud, clear, appealing and
preferably unique, its echo can continue for years.

Secret live buzz marketing enables you to create the perfect brand
ambassador, but its covert nature means the echo is limited and
the public can feel duped if they find out they have been the focus
of a marketing exercise.

Disclosed live buzz marketing creates an echo that continues for a
long time, reaches many people and generates extremely high recall
levels.

Overt live buzz marketing provides high-quality contact and lasting
impact with the audience, but its cost per contact is generally more
than that of other live buzz marketing techniques.

Messages delivered by live buzz marketing are very difficult to ignore.
In any live buzz marketing campaign, the creative idea must be
appropriate to the target audience and environment in which
the message is delivered.

Live buzz marketing can generate large amounts of press coverage
and PR.



Creating brand advocates

Sven Rusticus

CEO, Icemedia

Advocacy and growth

What’s the one thing that drives business growth? The answer is brand
advocacy. The likelihood that your clients, customers, or consumers will
advocate your brand to their friends and acquaintances will be directly
correlated to your business growth.This was the finding of an influential
study published in the Harvard Business Review.! Across more than a
dozen industries, the research found that companies with high word of
mouth advocacy rates (i.e. likelihood of brand recommendation) grow
fast, while those that don’t have high word of mouth advocacy rates
stagnate or shrink. Critically, brand advocacy was found to be far more
important than either brand image or brand satisfaction in predicting
growth.

This isn’t surprising when 91% of people would be likely to use a brand
recommended by someone who has used it themselves.? Indeed, word of
mouth - brand-talk between clients, customers, or consumers - has long
been considered the Holy Grail of marketers: it is valued twice as much by
people as an information source compared to advertising3, and 92% of
people cite it as their preferred source of information. What’s more, word
of mouth is increasing in importance; people value it today 50% more
than they did in the 1970s.> Management consultants McKinsey estimate
that over two-thirds of the US economy is influenced by word of mouth.®

The power of word of mouth advocacy derives partly from its
credibility - while only 14% of people believe what they see, read, or
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hear in advertisements, 90% believe endorsements from their friends
and acquaintances, primarily because they are not seen as having any
vested interests.” But the power of word of mouth also derives from
its exponential reach, if one person was to recommend a product to
just two people who each then recommend it to just two others,
then a small recommendation chain of just 30 links could reach
every single person in combined populations of the US and the EU
(239). This explains how new bands, films, products and services can
bubble up from nowhere to become the ‘Next Big Thing’ driven only
by exponential and credible word of mouth.

How to drive brand advocacy

Because word of mouth advocacy is of critical importance in driving
business success, a good case can be made for arguing that everything
coming out of a marketing department should be focused on increasing
advocacy rates. Whether it’s advertising campaigns, promotional offers,
PR, or any other marketing initiatives, the overall strategic goal of market-
ing should be to optimize the likelihood of people recommending your
brand to each other.

But how do you create campaigns that generate word of mouth
advocacy? The majority of word of mouth initiatives involve targeting a
special segment of a target market: opinion leaders (variously called
‘alphas’,‘hubs’, ‘sneezers’, or other proprietary jargon).The logic is that
if you can create advocacy among the 10% of your target market who
tell the other 90% what to think, say and buy, then you can kick-start
an epidemic of demand. If you can convert opinion leaders to your
cause, as opposed to the cause of any of the other brands chasing
them, then this is no doubt an excellent strategy.

But there’s another group of influencers that brands can harness to
drive demand through word of mouth: brand advocates. Brand advocates
are regular clients, customers, or consumers with no special opinion-
leading powers, but who like your brand so much they recommend it to
others. Brand advocates, sometimes called brand evangelists, are differ-
ent from opinion leaders because they derive their influence not from
the fact that they frequently offer or are consulted for category-related
advice (the definition of an opinion leader), but because, as highly satis-
fied adopters, they are enthusiastic endorsers of your brand.

One way of looking at brand advocates, is through the brand advo-
cacy pyramid. Any existing client, customer, or consumer base can be
segmented by degree of satisfaction with the brand experience. At the
bottom of the pyramid, where most people in your buyer base will be
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Figure 3.1 Brand advocacy pyramid

found, are your basic brand adopters - people satisfied enough with the
brand experience to have become regular users. Some of your current
buyers, however, will be particularly satisfied with your brand and dis-
play a high degree of affinity and loyalty to it. These are your brand
adorers who lie in the middle of the pyramid.Then, at the apex of the
pyramid lie your brand advocates: clients, customers, or consumers so
satisfied with the brand experience that they are prepared to prosely-
tize about it.

Very few people recruited into any brand franchise will be brand
advocates; most will be brand adopters, a few will be brand adorers
and fewer still, brand advocates. However, since it is brand advocacy
that drives brand growth, it is in every marketer’s interest to boost
the proportion of advocates in the brand pyramid whilst encouraging
existing advocates to advocate more often to more people.8

A number of tools and techniques exist to transform brand adorers
into active advocates and help existing advocates evangelize about your
brand. The most basic is perhaps the classic referral programme (vari-
ously known as introduce-a-friend, member-get-member, or customer-
get-customer schemes) which rewards brand advocates for their
advocacy, but should also reward the people they advocate to, if those
people become adopters. For example, eBay, the online personal mar-
ketplace, invites members to introduce friends to the service, in return
for which both parties receive a US$5 voucher.?

The gold standard in referral programmes is perhaps MCI's 1991
‘friends and family’ scheme. The US telecom company offered its
customers a 20% discount on calls to friends and family whom they
referred to MCI. If someone who had been referred to MCI by a current
customer became an MCI customer themselves, they too would be
invited to refer their friends and family and enjoy a 20% discount on
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calls. This friends and family initiative kick-started a cascading chain of
referrals, which generated 10 million new customers for MCI in less
than two years.

Although referral programmes are most often used as a cost-effective
customer acquisition tool by banks, service providers and clubs, they
have also been used to harness product recommendations. For example,
in 1999, Unilever ran a brand advocacy referral programme to recruit
new users of its Dove soap brand. Called ‘Share a Secret’, the campaign
involved transforming brand adorers into brand advocates and using that
advocacy to recruit new adopters into the brand franchise. To do this
Unilever invited Dove users to send in proof of purchase, with the con-
tact details of a friend they thought might like to receive a gift certificate
for a Dove Gift Pack of two free bars of Dove soap, or US$2.29 off the
purchase of Dove Ultra Moisturizing Body Wash (redeemable in store).
When sending in their friends’ contact details, Dove users were encour-
aged to include a personal message to their friend, which would be
included with the gift certificate when it was sent out. Finally, as a thank
you for participating, the Dove user was also sent a gift certificate for
the gift pack. The campaign was a success for all concerned: friends
received unexpected free gifts with a personal message, Dove users
were rewarded for advocating Dove, and Dove boosted product trials,
generated a database of names and addresses, and most significantly,
boosted market share by 10%.1°

Another example illustrating how it’s possible to turn brand adopters
and brand adorers into active brand advocates is the ‘Share the Love’ ini-
tiative from online retailer Amazon. When making a purchase online,
Amazon customers could enter email addresses of friends who would
be automatically emailed a 10% discount voucher for whatever it was
they had just bought. If the emailed friend used the discount voucher
within a week, the Amazon customer would be sent a credit to the
value of the 10% discount redeemable on future Amazon purchases.!!

More examples of how to create brand advocates can be found on the
website of Ben McConnell and Jackie Huba, authors of Creating
Customer Evangelists: How Loyal Customers Become a Volunteer Sales
Force, where there is a free ebook of case studies called ‘Testify’ that can
be downloaded (http://www.creatingcustomerevangelists.com).

Creating advocacy with Icecards®

Another simple solution to creating brand advocates and amplifying the
advocacy of existing advocates is to enable clients, customers, or con-
sumers to order free or low-cost brand merchandise, such as stickers
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and stationery to share with friends. At Icemedia, this idea has been
developed into a turnkey brand advocacy programme that has been
adopted by brands such as L'Oreal, O’Neill, adidas, Bacardi and MSN.
The idea is simple: enable brand adorers and brand advocates to order
free sets of branded contact cards, featuring brand artwork on one
side and their own personal details on the other. These Icecards are
personalized and ordered online via a simple customized plug-and-play
module placed on the brand’s website. They are printed using on-
demand digital print technology, and then sent out by post to the brand
adorer/advocate. Icecards have proved to be hugely popular in the
teens to twenties market, with over 40 million cards ordered in the first
36 months since the idea was commercialized.

So what’s so great about enabling brand adorers and brand advocates
to order sets of free branded contact cards? Well, first the cards enable
brands to identify who their brand adorers and brand advocates are: only
people with an affinity to a brand will want to put its artwork on their
contact cards. Knowing your brand advocates is important, because these
are the people who drive your business growth.And because Icecards are
ordered online, the ordering module automatically generates a quality
CRM (customer relationship management) database of names and
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Figure 3.2 Icecards — branded contact cards



Figure 3.3 The viral effect of Icecards
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i ‘ Hear about Icecards
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your home mailbox printing and production

Figure 3.4 Icecards ordering process
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contact details of your brand advocates, which can be used for follow-up
marketing purposes.

Secondly, Icecards stimulate word of mouth. In research carried out
by the Rotterdam Erasmus University on Icecards, it was found that
78% of all Icecards get handed out, and in 65% of cases the handing
over of an Icecard triggers a brand conversation.!? In other words,
Icecards provide brand advocates with an excuse to advocate your
brand. In addition, a weblink (e.g. get your own free O’Neill cards at
www.oneilleurope.com) on every card enables card recipients to
order their own cards, adding a viral dimension to the campaign.
Thirdly, Icecards strengthen brand loyalty and affinity, making advo-
cates feel part of the brand family. Fifty-nine per cent of people
who have ordered Icecards say that the cards improved their percep-
tion of the brand. Other advantages of Icecard-type brand advocacy
programmes are that they drive traffic to a brand’s website, they are
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adaptable (e.g. can contain promotional codes, feature uploaded
photos, be used as VIP member/privilege cards, etc.), they leverage
existing brand artwork, they make word of mouth measurable, and
most importantly brand advocates think Icecards are cool! They are a
fun and handy way to give out contact details when socializing, far
cooler than office business cards, and as a status symbol they show off
to people that the cardholder has a privileged VIP relationship with
the brand.

Case Study I: Icecards - adidas International Marketing BV

Figure 3.5 Visuals of the adidas ‘It’s My Mania’ Icecards

Campaign: ‘It's My Mania’. Icecards campaign for promotion of the
adidas Predator football boot.

Objective: To improve branding, develop a direct marketing channel
and acquire data on its target market.

Activity: Icecards featured footballers from around the globe wearing
the new Predator shoe. The campaign was initiated by sending out a
handful of emails to football fans inviting them to sign up for the
cards. The email spread exponentially as it was forwarded to friends
who forwarded it to friends, reaching 180 countries around the
world.

Results: One million Icecards were distributed to 50 000 adidas
brand advocates in 46 days. The average age of the people ordering
cards was 25 years old; 65% were male. Without any supporting
promotional activity, the Icecards sold out in 180 countries around
the world.
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Case Study 2: Combining Icecards with sampling — Unilever
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Figure 3.6 Screenshots of the Axe Snake Peel campaign

Campaign: Launch optimization for Axe Snake Peel, a new scrub shower
gel for men.

Objective: To create awareness and buzz around the new shower gel.

Activity: On a special campaign website, accessible from www.axe.nl,
consumers could watch Essential Scrub Work Out movies and order
Axe Icecards. Two weeks after ordering, consumers received a set of
cards together with a product sample. Each Icecard could be used as
an in-store discount voucher (worth | Euro) for the new product.

Results: 45 000 sets of cards and samples were distributed in
45 days. Card orderers were between |5 and 35 years old, and
primarily male.

Case Study 3: Icecards and sales — Cosmo Girl! Magazine

Campaign: A viral communication campaign to launch Cosmo Girll, a
new magazine for young women.

Objective: To generate buzz and compel word of mouth around the
new magazine, increase brand awareness among the target group of
|4- to |8-year-old females, and acquire CRM data.

Activity: The campaign was launched by an email offering Icecards to
[4- to 18-year-old females. The link to order Icecards was only com-
municated on the cards and by using forward-to-a-friend functionality
at the end of the online ordering process. This enabled Icemedia to

55
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Figure 3.7 Icecard for Cosmo Girll magazine

measure the spread of the viral effect and demographics of the target
group that was reached. Six months after ordering their Icecards, the
target group was sent an email questionnaire. Its goal was to measure
the effects of branding and purchasing behaviour.

Results: 10 000 sets of cards were distributed in 22 days. The average
age of brand advocates was 16 years old and 99.1% were female.
Seventy per cent of the Icecards orders used the forward-to-a-friend
function — on average, the offer was forwarded to 2.4 friends. The
post-order questionnaire revealed the following results:

m 61% of girls who ordered Cosmo Girl! Icecards completed the sur-
vey six months later, indicating a high degree of loyalty and brand
involvement

m 91% of respondents bought Cosmo Girll magazine after receiving
Cosmo Girl! Icecards

m 70% of respondents said they had learned about Cosmo Girll magazine
through Icecards

m 65% of respondents said they had visited the Cosmo Girl! website
in the last month (this was six months after the campaign)
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Conclusion

Getting your loyal clients, customers, or consumers to do your market-
ing for you by transforming them into active and vocal brand advocates
is a powerful and cost-effective word of mouth marketing strategy.
Brand advocacy programmes can harness the goodwill and energy that
already exists in a market, leveraging the sizeable investment that many
brands make in getting people to love them. By making brand users feel
part of the brand family with personalized brand merchandise such as
Icecards to share with friends, not only is the affective bond with the
brand deepened, but also brand advocacy is stimulated and made easy
to measure.

Takeaway points

m Helping brand advocates to evangelize about your brand is a
marketing priority, because brand advocacy drives brand growth.

m Setting up a brand advocacy programme that enables brand fans to
have their own personal branded contact cards is a cost-effective
way of stimulating advocacy.

m Brands such as L'Oreal, O’Neill and adidas enable fans to order
their own personal branded contact cards from their websites.

B Because they are ordered online, orders for personal branded
contact cards generate a quality CRM database of brand advocates
and drive further traffic to the brand’s website.

m Personal branded contact cards are particularly popular with the
teen to twenties age group.
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Brewing buzz
Liam Mulhall

Founder, Brewtopia

So, how do you get consumers to demand a product that doesn’t exist,
from a company they've never heard of in the high-volume commodity
beverage industry, without spending a dime on traditional marketing and
without a production facility, staff, or any money?

Answer: start with a large dash of ignorance, forget industry best
practice and do everything ‘wrong’!

This may sound reckless but such an approach has enabled a boot-
strapped, start-up beer company called Brewtopia to compete with the
largest duopoly in Australia in just two years. At the time of writing,
Brewtopia is licensing its product in the UK, New Zealand and
Singapore, and is finalizing talks to export beer to the US. This is all
despite the fact that it has never paid for advertising or any traditional
marketing and has never employed more than four people.

Brewtopia’s success is due to a highly unconventional approach to
business that embraces out-of-the ordinary approaches in every aspect
of its operation. This in turn has meant that it has been able to extract
huge benefit from a connected marketing strategy that puts the cus-
tomer centre stage as a vehicle to not only sell the beer by word of
mouth but also to shape the company.

How it all began

Unlike the United States and Europe, Australia does not have many
microbreweries. The marketplace is dominated by beer from two
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national companies which have around 94% of the market. So, there is
no distribution chain or precedent for smaller brewers to place bottles
in pubs, restaurants and retail outlets.

Brewtopia had to crack into a giant market with no apparent footholds
or entry routes for new suppliers. But it couldn’t compete with the
millions traditional brewers spent on advertising. No one at the company
had a marketing background and it couldn’t afford an agency. Plus, it
didn’t have a product yet. It had a name - Blowfly Beer - but the beer
itself was still in R&D. To get noticed, Brewtopia knew it had to create
buzz around the product and do it in a way that flew in the face of how
traditional beer companies operated.

Brewtopia’s philosophy was: ‘If we'’re going to compete with these
guys, we need to re-write the rules of engagement. This meant every
time they had to make a decision they would ask themselves: “What
would our competition do?’ and then do the opposite.

Inspiration came from two disparate fields: sports coaching and IT
software.

Brewtopia’s founder had read a story! about the soccer team PK-35
in Helsinki, which hadn’t won a game for months and was languishing
at the bottom of the minor league. It had a small base of hardcore fans.
The coach decided to get the fans involved. Every couple of days he
sent them an SMS asking them to vote on the players.The tactic was so
popular that the team’s wireless messaging list grew from 300 fans to
more than 30 000. The team ended up in the top leagues, winning
games and involving fans as owners and members in every aspect of
the club.

Brewtopia’s founder’s career had been in IT sales, where he sold
software and hardware but mostly vaporware - software concepts
that didn’t exist in reality but were in demand from customers;
enough demand forced R&D to develop the software into a feasible,
saleable product.Vaporware is effectively selling something you don’t
really have.

The idea was to cross-pollinate these two concepts and hopefully
develop a model to crack open a vein of gold in the antiquated
Australian beer market.

Step I. Think upside down

Brewtopia would sell the concept of the beer before anything else and
see if it could generate a demand for a custom-built boutique beer with
a difference. If successful at achieving this, then it would be able to
calculate the demand and demographics, and identify the channels



Brewing buzz 61

required to get the beer to the drinkers. From there, volumes could be
calculated and brew runs specific to demand would be made without
wastage or unnecessary inventory.

This runs in reverse to popular manufacturing and retail theory,
which is to build a brewery, brew a style of beer, get it into licensed
venues, then advertise heavily to sell it.

Step 2. Sell the experience

People buy on emotion and justify with logic. All great salespeople
understand this. A phenomenon that was occurring at the time
Brewtopia was considering its means to market was Big Brother and
the rest of the reality television craze. It was entertaining and put the
customer in the driving and decision-making seat.

Most businesses don’t entertain - they’re too busy trying to hit
next quarter’s target. Most businesses don’t empower their customers
at all - most don’t even talk to them after a sale. Brewtopia decided
to empower its customers to make their own choices, build their own
product and decide the outcome of the company - essentially making
the customer the ‘experience’.

Step 3. Think like a buyer, not a seller

People love to buy, but hate to be sold to. Brewtopia would refuse to
blow its own trumpet, which meant never paying for advertising or
doing any traditional marketing. People buy from people and while
the brewery certainly understood word of mouth, connected or viral
marketing were terms it had never heard and nor were they as yet
actively accepted as a bona fide communication route.

Brewtopia’s concept was to have friends of friends of friends being
the only drinkers of the beer, and the only way to find out about the
beer was from a trusted source.

Step 4. Give customers a vested interest

The next stage was to give customers a simple yet emotional reason to
buy in initially, and to motivate them to let others know and pass on the
message. Without Brewtopia knowing it, this was the key to the success
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of what became a viral campaign and in turn the key to the company’s
success.

Brewtopia gave all those who signed up the opportunity to drink
free beer at the launch, and offered them the potential to own part of
the company that made the beer. While most breweries will only let
you buy their shares on the Australian Stock Exchange, Brewtopia
would give theirs away.

Actioning steps |1-4: the pre-launch 13-week viral
campaign

Brewtopia decided to get potential customers involved from day one
and launched a 13-week viral campaign on 5 August 2002.

First it sent an email to close friends and family (about 140 people
in all) asking them to register as members on a new beer website. In
exchange they would get the unusual opportunity to vote on every
aspect of the beer development and its marketing. Plus, if the com-
pany floated, they would get a single share of stock for each vote
they cast, carton they purchased and registering friend they referred.
Although the share might not be worth anything in terms of cash-
value for a long time, it might help cement a fan’s emotional tie to
the company.

Length of campaign

Brewtopia chose a 13-week campaign because it felt that was long
enough to get people really involved, but not so long that they would
lose interest, get bored and drop out. The aim was to build to a
crescendo of excitement in time for the launch.

The tough part was coming up with 13 different things that consumers
might like to vote on. The votes included:

name of the beer

style and taste of the beer
logo

type of bottle and packaging
location of the launch party
merchandise

pricing

where it would be sold.
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Email auto responders

People feel more involved when they get a fast reaction from a
company, so Brewtopia set up two auto responders: one sent to new
members and one sent whenever anyone voted. Emotionally, new
members are the most likely to rush out and tell more people about
the fun list they just joined. So the new member auto responder
featured a PS offer telling them they could get an invite to drink free
beer at the launch party in Sydney by inviting at least four mates to
join the voting list.

Votes feature only two choices

It’s critical that you have only two choices. More than two and the
majority won'’t rule. You want people to think that at least half the time
their choice is getting implemented.

Enact decisions immediately

If you take too long people think it’s not worth it. They assume ‘“They’re
not listening to me’. Brewtopia announced what won and showed a
picture of it.

On two occasions the company discovered they couldn’t honour
the voter’s decisions due to unforeseen expenses. It quickly emailed
out a personal apology and honest explanation. Voters liked
Brewtopia’s hand-on-its-heart approach because it gave them faith
that their votes were taken seriously. Customers also gained an appre-
ciation of the trials and tribulations of starting from scratch and mak-
ing a mark.

Post-launch actions: sales growth campaigns

At launch all members were invited to the party in Sydney and to
purchase the beer directly from Brewtopia via mail order. The goal
was to build enough sales (and enthusiasm) from direct response
customers to bankroll the company’s expansion into pub and retail
distribution.

It focused on four tactics to keep consumer excitement strong after
the beer launched in January 2003:
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Reach and focus on influencers

Brewtopia started with the people who already knew its product and
cheeky nature: its customers. All were asked why they signed up and why
they bought the product. It still gets over 80% response rates with
customers appreciative that the company is interested in them and what
they think. Brewtopia then uses that feedback to ask them to help further.

Employ third parties to accelerate the buzz

Brewtopia was proactive and opinionated in its bid to generate buzz. It
got articles written and tried to position itself as an expert in the field
of beer. It then realized that its field wasn’t beer but rather marketing.

It responded to any relevant article in the press with genuine feed-
back and backed up what it said with results and tests. This resulted in
an article being published about Brewtopia, which led to coverage in
Marketing Sherpa, Australian Financial Review, Melbourne Age,
Sydney Morning Herald, Fastcompany Magazine, B&GT Marketing,
Anthill Magazine, Sunday Life and Adnews Today, and even a national
television spot. Every time it gets coverage, sales rise sharply, especially
from new customers.

Be outrageous and do the unexpected

Congruent conflict - making people think twice about accepted expec-
tations - gets people talking. (The name of the beer for a start - who
would call a beer Blowfly?)

Keeping in line with the ‘Do it wrong’ credo, Brewtopia looked at its
beer deliveries to licensed premises. The system used by other brew-
eries sees the beer delivered first thing in the morning when no one is
about. Brewtopia decided from the word go that its deliveries would be
done at peak times (lunch and after work) to attract maximum atten-
tion, and they would be carried out in a Blowfly beer truck done up as
an ambulance with sirens and flashing lights. Two lab-coated delivery
boys carry in a stretcher full of beer through the front door and lob it
over the bar for all to see.

Use technology and non-industry channels to spread the word

Breweries buy ads on television and newspapers. Period. They sponsor
sporting events. Period. That leaves everything else to the brave.
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Brewtopia realized quickly that the big companies had to go through
multiple levels of sign-off before they even got close to doing some-
thing different with their marketing strategy. They were still stuck in
the 1950s with just TV and radio, which no longer offered a captive
audience.

Brewtopia, however, would have to use everything but TV and radio -
so it exploited the potential of the Internet, weblogs, pay TV, SMS and
instant messaging. It studied and evaluated every new medium used by
its target market.

Continued incentives to spread the word to hot leads

The company had to continue with word of mouth marketing, since
it wasn’t merely a campaign or project for Brewtopia but its entire
marketing strategy. It had to find and harvest new propositions and
techniques within this connected approach, and always had in mind
the premise: What'’s In It For Me (WIIFM).

Brewtopia’s initial campaign was built on brand impact and maximum
coverage at all costs. It got the word out, but that alone rarely guarantees
sales. It had to design a programme that brought in business and
increased turnover, but in a way that didn’t appear contrived or over-
sold.The idea was to underpromise and overdeliver.

If expectations are low, you can only come in above that. It is almost a
reverse sell. For instance, the first page of the Blowfly website still says, ‘If
you don’t want to wait two days for your beer, or you are a dickhead, we
don’t want you to buy from us.Youre a pain in the bum and we don’t
want customers like you!

People don’t expect this type of talk in a sales brochure. No one wants
to be a dickhead, so they buy the beer and they all send it to their friends
because it’s out-of-the-ordinary.

Ask for negative feedback

Forget testimonials and good feedback, Brewtopia only ever sends
bad feedback to sales and administration staff. This is the only way
to improve in its book. If someone has gone out of their way to
complain, the company sees it as the perfect opportunity to win
them back, get referral business and improve how the business
works. Good feedback rarely gets any of that. Brewtopia put an email
link (dirtyemail@blowfly.com.au) on the first page of the site with
the line ‘Tell us if you’re pissed off, what we stuffed up, didn’t do, or
buggered up’.
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Give recognition

Giving recognition to customers is one of the most powerful tools
Brewtopia has found. Right back to Maslow’s Hierarchy of Needs,? people
need to be needed, to be part of a social community and to be recognized.
And it doesn’t matter where that recognition comes from. Take the
unknown backroom boy thanked by the lead star for his part in helping
secure the best actor award. Chances are no one in the room knew the
person being thanked, what they looked like, or what they really did.
They’ll be forgotten in a gigasecond, but you can bet your last dollar that
the backroom boy was beaming from ear to ear and that one mention will
be recorded in memory to the grave.

Brewtopia devised a member of the month scheme. Members had to
do something to earn the accolade so they didn’t feel they were simply
picked out of a barrel. For example, they could introduce Brewtopia to a
retail outlet, be the first member in a new country, or get the company
some press coverage. Following the award they would typically tell every-
one they knew to head for the Blowfly website to see their name up in
lights. Such recognition then secures that customer’s loyalty for good.

A reason to keep loyal to the product/company

Too often a viral campaign is just that: a one-off campaign that does what
it sets out to do and afterwards the company retreats back to its usual
routine. This is generally contrary to the viral campaign’s core intent.

Brewtopia was at times guilty of this and it had to keep looking to
past victories for new inspiration. All of its developments, innovation
and creativity have roots in customers’ suggestions or feedback.
Nothing it does has been contrived or put out in the marketplace to see
merely how it goes.

And when customers see that they are not only being listened to
but also their suggestions are actually helping to design your business,
they feel empowered and it inspires loyalty. Business is like a marriage
or partnership: a two-way street built on trust and good outcomes
that satisfy both parties.

Lessons learned
Brewtopia also learned some lessons worth noting and that, while not

fitting into a specific word of mouth strategy, were necessary to the
overall success of the business. So many times organizations get locked
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into a rigid business plan and miss opportunities, the best of which
come from the customer.

Throw out the business plan, it’s limiting

Brewtopia uses it as a rough guide only, specifically when it needs to look
at why it went into business. Everything else in such a plan is outdated as
soon as the first sale comes in. A business plan, if followed day-to-day, is
predicating what should happen and doesn’t answer the right questions
when things don’t happen.

Customers determine the business and everything else follows. The
biggest and most profitable part of Brewtopia’s business today wasn’t
even mentioned in the business plan.The company founder had to fight
to get the Board to change direction when he decided they would do
what no other brewer in the country would do: bastardize their brand
and recipes to customize, personalize and privatize beer, and contract
to other players.

No sales targets. Again, it’s limiting

Brewtopia noticed how every year it would just get its sales target,
or that sales would come in when overachievement bonuses or
accelerators were up for grabs. Yet year-on-year targets would
increase by 10-20 per cent and sales guys would still just come in
over the line.

Sales targets are predicating again. Brewtopia has a minimum it
needs to sell every month to break even and everyone knows
that figure. Anything over that and everyone gets to share in the
profits. This prevents sandbagging and incentivizes all staff within the
organization.

Be humble

Most companies have some systems that don’t work effectively - they
keep customers on hold too long, they take too long to deliver, products
never work like in the demo . . . Brewtopia realizes it’s no better. But its
idea is to realize this, embrace it, and try to foul up a little bit less than
the competition in every area.
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In large numbers, people are predictable

Brewtopia understands that people have thought and acted in the same
way for 5000 years.The same things trigger greed, hate, love and other emo-
tions. The trick is to understand the process the brain goes through in mak-
ing a buying decision, and identify what elements must be present before it
insists the hand pulls out a wallet. And then you must understand what
turns people into walking, talking sales machines for your product.

Delayed gratification, patience

Brewtopia’s theory was that if it could sell one carton, it could sell 10,000 -
just through multiplication. Having sufficient patience is the most difficult
thing about starting a business. If you expect to reach critical mass quickly,
chances are you won't. It is important to keep doing the things that are
working and eliminate those that aren’t - whether it be a pure viral cam-
paign or, as in Brewtopia’s case, its whole marketing strategy. Brewtopia’s
founder had an accounting background, knew the power of compound
interest, and that, at some point, the critical mass and multiplication would
be exponential.

Conclusion

Brewtopia and its product, Blowfly Beer, represent one of the best demon-
strations of the power of connected marketing. Metrics are still develop-
ing to measure the effectiveness of such strategies but, arguably, Brewtopia
doesn’t need them to demonstrate what viral and word of mouth cam-
paigns can do. Bearing in mind that it has never paid for advertising or any
traditional marketing, the facts below make inspiring reading.

In two years since launching, Brewtopia:

has never paid for advertising or any traditional marketing - ever
doesn’t sell its beer in retail outlets, other than a handful of bars
doesn’t own a brewery

has never had more than four staff

competes with the largest duopoly in Australia, which has 94 per cent
of the market

has sold to 20 000 individuals

has members in more than 28 countries

turns over AU$50 000 to AU$100 000 every month in beer sales alone
conducts 90 per cent of sales direct over the Web

has never made a proactive sales call, let alone a cold call
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B 54 out of 100 referrals register as members (up from 32 out of 100 in
December 2003)

® 1 in 2.25 members buys the beer at least once

m has sold beer to Fortune 500 companies and branded beer for compa-
nies such as Cisco Systems, Telstra, Foxtel, television channels 7 and 9,
Commonwealth Bank of Australia, Electrolux, Yahoo, and the Australian
Parliament

m is currently licensing its product in the UK, New Zealand and
Singapore

m is finalizing talks to export the beer to the US.

What Brewtopia learned

The people least likely to buy via mail order were that initial group of
140 close friends who got the first email. They all registered but 20% of
them never bought any beer.

When it came to voting, the results were reversed. Initially, around
50% of the list voted each week. In the third week Brewtopia had just
over 1000 members and ended up getting about 500 votes back with
very quick turn-around.

But, as the list grew to friends of friends of friends of friends, the results
decreased accordingly. When it got over 5000 people, voting dropped to
about 33% and when it hit over 10 000 it dropped to 27%.

The ambulance-style delivery has resulted in orders. When making
deliveries, the team has found notes tucked into their windshield from
other pubs owners who want to chat with them.

The ultimate lesson: following other people’s best practices is the
surest route to mediocrity. Rewrite the rules of engagement and build
the company around the customer, not the product.

Takeaway points

m It is possible to sell a concept before you have a product.

m Empowered customers can sell your product and shape your
business. Give them a vested interest.

m Focus your marketing strategy on the influencers first.

m Being up front with customers when you have a problem can earn
you points.

m Businesses can entertain.

m Negative feedback from customers is more useful than praise.

m Someone else’s best practice isn’t necessarily yours.
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Buzzworthy PR

Graham Goodkind

Founder and Chairman, Frank PR

How many times have you heard the phrase ‘and then we can go
and get some good PR on that’? It has normally been spoken by some-
one who believes that the 30-second television spot is the only thing
there is when it comes to consumer communication, and that their
most humdrum, run-of-the-mill, seen-it-a-hundred-times-before ad cam-
paign can make it onto the front page of the tabloids. Unfortunately,
these people still remain, probably in the majority, in the marketing
industry.

Alas, there would be no story behind the ad. Nothing to differentiate
it from the previous campaign or any others in its category for the last
50 years, no one remotely interesting in the ad and nothing ironic,
witty, funny, or controversial about it.

Public relations is the art of getting publicity for free.The PR industry
has never enjoyed the budgets or creative kudos that advertising has,
but increasingly it is seen as a far more powerful tool when it comes to
building brand. This notion was at the centre of the book The Fall of
Advertising and Rise of PR,' co-authored by Al Ries. When interviewed
in B2B magazine,? Ries says that advertising is good for maintaining and
reinforcing brand but that PR should replace it ‘as the major communi-
cations vehicle for launching or repositioning a brand’.

The role that PR has to play in generating buzz is vastly under-rated.
In this chapter, we look at the relationship between PR and buzz mar-
keting, and illustrate the power of their combined effect in connecting
with consumers today.
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PR: that was then, this is now

In 1992, the father of PR, Edward Bernays, defined a PR consultant as ‘an
applied social scientist who advises a client on the social attitudes and
actions he or she must take in order to appeal to the public on which it
is dependent.

In the same talk entitled ‘The Future of Public Relations’, Bernays, the
nephew of Sigmund Freud, aligned public relations to Jefferson’s principle
that ‘in a truly democratic society, everything depends upon the consent
of the public’. PR, said Bernays, ‘embraces the engineering of consent’.

This may seem a lofty interpretation of what is often referred to today
as ‘spin’, but it helps to underline the link between PR and connected
marketing. Increasingly, activities such as viral, buzz and word of mouth
marketing are what help to engineer that consent.

For a more modern definition of PR, the Institute of Public Relations
defines it as follows:

PR practice is the discipline which looks after reputation, with the aim of
earning understanding and support and influencing opinion and behaviour.
It is the planned and sustained effort to establish and maintain goodwill and
mutual understanding between an organization and its public.

It’s a perfectly adequate description, but to understand how PR works
and the role that buzz or word of mouth marketing can play in it, an
examination of the dynamics of crisis PR is a good starting point.

The media has the power to turn something relatively small into a
monster. Many companies have all sorts of bad things happen to them.
Scarily, a lot more than you think: consumers getting ill, untoward
things found in the product, electrical goods causing house fires, kids in
danger from badly designed appliances, the list is a long one. However,
we only get to hear about a fraction of these things. Why?

Well, if the media doesn’t pick up on the scent of the story it just
remains an issue that the company needs to deal with. In the vast
majority of potential crises, a call is taken directly by the company,
either via its customer services department, a friendly tip-off, or from
the emergency services dealing with an incident. An unhappy, hurt, or
injured customer is then very well looked after. If relevant, a tidy sum is
paid to make things better, free (presumably non-faulty) products are
showered on them and their family, special privileges are granted. And
the public at large are none the wiser.

But, if the company doesn’t handle the situation very well, which
happens a lot less than you think, and the media get its teeth into the
story, that issue becomes a fully-fledged crisis. With it comes the potential
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for panic, product withdrawal and severe financial damage, or even litiga-
tion and further bad news.

From an evolution of the crisis perspective, the media won’t mean the
national media in the first instance. Very often, if you look at how media
coverage of such incidents develops, it’s the local free sheet or some-
times the trade magazine that gets wind of the story first. The nugget of a
story is picked up by the daily regional, the local radio station and then a
local television news crew visit the scene.The regional desk of a national
newspaper twigs this and the news editor in the big city wants to know
more and splashes a big story. The other nationals pick up on their story,
websites publish their versions, the story goes global. Within 48 hours the
crisis has penetrated everyday conversation.

Looking at these dynamics in reverse makes for an interesting approach
to PR. In a nutshell: what can you do as part of your marketing communi-
cations that will have at its core something that will spread through the
media, get them excited and in turn have the power to break through into
the subject matter of the daily chitchat in the pub or around the water-
cooler? Doing this also forces you to go through some of the thought
processes needed to create a positive buzz dynamically and proactively for
a brand, product or service.

And this is why a PR take on creating buzz and connected marketing
strategies in general is so important. A good PR mind can sniff out the
ideas that the media will like and therefore write about and/or broad-
cast. Most importantly perhaps, someone looking at the world through
PR-tinted spectacles should be in a better position to generate the ideas
in the first place. He or she should know instinctively if that idea will
grab the media’s attention.

So given the fact that PR people are in a good position to generate
ideas with the best buzz potential, why don’t they?

Without doing the profession a disservice, it’'s perhaps because PR
people have always thought a little one-dimensionally about life and the
way they go about their work. The end product of a PR campaign, in
other words the media coverage in itself, has been a barrier for most
practitioners. PR people tend to talk of coverage as if it’s the only result
that matters. Nobody ever asks: ‘What does the media coverage that
we’ve generated actually do?’

The stories that get into the media should go further than just being
read, seen or heard.They should be the sort of stories, headlines, pieces of
information and sound bites that provide the content for conversations
that readers have in the course of their everyday lives. Going back to the
crisis analogy, it’s similar to how people would talk about a product that
was killing everyone that ate it, was really dangerous to get on your skin,
or was hurting small children if they got too close to it.
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This is where there has always been a missing link. PR generates some-
thing that gets written about in the papers, then what? An individual may
casually read an article that is, in fact, a piece of great PR.They flick to the
next page and read another article about, say, the political situation in
Kazakhstan. Assuming that person is perhaps not Kazakhstani, so what?
The missing link is when that article actually gets him or her talking.

When he or she gets to the office and makes a hot drink at the com-
munal coffee station, it needs to be the subject that they’ll bring up in
conversation with a colleague. At a dinner party that evening, they should
share their take on that story with fellow guests. Truly breakthrough PR
thinking will come up with ideas that have inherent buzzworthiness.

The way that PR has traditionally been evaluated has gone some way
to propagating the blinkered attitude towards merely getting something
in the paper, as opposed to creating coverage that gets people talking
about what they’ve read in the paper.

The prime method of measurement of the value of PR has been based
on the equivalent advertising cost of that space, or its total reach.
Occasionally, evaluation will look at what key messages have been com-
municated. But who has seen a technique proposed or developed yet
which tries to measure how well that particular piece of coverage or cam-
paign has prompted people to talk to others about it and therefore spread
the message even further? This is what PR today should be all about.

The following case studies show that a really good idea, which is
deliberately conceived to be media-friendly, can also be used to kick-start
word of mouth, creating a buzz and connecting with consumers.

Case Study I: New Scientist magazine - ‘Live forever with the
New Scientist’

Background: The magazine was being re-launched and the publishers
wanted to do something that would get people talking about science
and the New Scientist again. Outside of its core of loyal readers and
subscribers, many people didn’t fully appreciate the magazine and
what it did. The re-launch was also hardly the stuff of which headlines
are made: a change of typeface, some new editorial sections and
thought-provoking columns contributed by professors.

Campaign: Considerable thought went into deciding what was science’s
lowest common denominator: what scientific concept would be mass
market enough for as many people as possible to understand and talk
about it freely? At the same time it had to be scientifically worthy of
merit and had to be a good story for the press. The answer: in a bold
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front cover headline face, the magazine told every reader they could
‘Win the chance to live forever!’ It was, quite simply, the weirdest com-
petition ever.

The competition worked as a token-collect across five weeks with
the eventual winner, drawn at random from all the entries, ‘winning’
something quite unusual. Upon death, he or she would be immediately
packed in a crate of ice and flown over to the Cryonics Institute in
Michigan, USA. The winner would then be frozen in liquid nitrogen to
prevent any further physical decay and maintained indefinitely in cryonic
suspension at —196 degrees celsius. At such time in the future as
medical science has developed enough, the winner would then be
defrosted, revived and cured of what had caused their death in the first
place.

Cryonics ticked the box of being scientific, albeit extremely fringe,
and easy enough for everyone to understand, whether they were a
scientist or not. Most importantly, the fact that the competition was
so unique, unusual, and in a way a bit silly, meant that the media was
interested — big time.

News of the New Scientist promotion was featured in all the UK
broadsheets and tabloids on 19 September 2002 — from The Times’s
‘Science prize to last an eternity’ to the Daily Mail’'s ‘The Immortals’
through to the Sun’s ‘Life after death is magazine prize’. Television
news also got the bug and ran in-depth stories, using footage of
movies such as Vanilla Sky and Woody Allen’s Sleepers to ask the
question of whether life after death was indeed possible. The story
was a major segment of all BBC TV News broadcasts the day it was
announced.

A cryonics volunteer from the UK was also lined up to talk to the
media. The volunteer was paying a life insurance policy that paid out,
on her death, the US$28 000 to the Cryonics Institute to ensure
her suspension costs were met. She provided interesting anecdotes
for the broadcast news stories that were proactively set up. Her
point of view was that even if there was a 0.1% chance of cryonics
working, then that was 0.1% greater than the alternative. The New
Scientist website got in on the act, running a countdown clock that
predicted when you might keel over and die, and therefore need the
prize.

The media coverage soon went global with publications as far
afield as India, Australia and Chile all covering the story.

Perhaps the most powerful aspect of the whole campaign was
how it got people talking and generated buzz on a number of differ-
ent levels. Would you put your name down to be frozen? Would
you really want to live forever? Would it be nice to come back in a
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world without your family and loved ones! Imagine what a freak
you’d be considered when you were brought back from the dead?
Can it actually work? And perhaps most importantly, what other
stuff is in the New Scientist?

The issue of the magazine featuring the promotional concept was
the best-selling issue to that date, and the publishers calculated that
at least £2million worth of positive PR was generated for the title.
And the winner still hasn’t used his prize.

Case Study 2: Condomi — Size Him Up

Background: Condomi is a German company which, from 2002 to 2003,
was trying to get established in the UK. It was way behind market lead-
ers Durex and number two brand Mates, and didn’t have the marketing
bucks of Trojan, which was also trying to grab a slice of the market at
the time. Prior to the start of the PR campaign, a third of condoms
were bought by women, a fact that gave the PR company a directional
steer.

Campaign: The campaign revolved around ‘size’, and central to it was
an online tool that would ‘guesstimate’ the size of a person’s manhood.
In the case of a female, it might well be her prospective partner’s, and
in the case of a man, more often than not, it would be to see how
accurate it was in predicting the size of his own.

A fun website called Size Him Up (www.frankpr.it/sizehimup) was
built, which asked the visitor to input hand, feet and nose size. It
then took a few seconds to calculate an answer and came back with
a likely size. Alongside the guesstimate was a suggestion as to the
most appropriate condom from the Condomi range.

Links were seeded to the campaign website on a range of online
viral sources, which attracted significant initial site traffic. But the real
breakthrough came when news of the online tool reached the media.
Instead of merely publicizing the website on a press release, the tool
was used to guesstimate the size of a number of celebrities and a fun
league table was formed.

The pick-up was tremendous: each story about Size Him Up created
a large influx of people to the site with obvious spikes in unique visitor
numbers following every article that was published.

In turn, the new traffic brought its own viral effect with it as new
visitors recommended the site to their contacts (a recommend-a-
friend link was built into the site). The story was then adapted and it
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succeeded in penetrating what were traditionally out-of-bound areas
for a condom brand. Most memorably, it was picked up by Atticus,
the political diary section of The Sunday Times, which used the site to
guesstimate the size of politicians’ manhoods.

Within the first month, over one million individuals used the online
tool, all of them interacting with and talking about the brand at a much
deeper level than they had with any other condom product range.

Case Study 3: HP Sauce - ‘Official sauce of Great Britain’

Background: The HP Sauce condiment brand, ultimately owned by
Danone, wanted to get people talking about it. The brand was about
to embark on a new ad campaign that set about positioning it as the
‘Official sauce of Great Britain’. HP Sauce is one of the few iconic
British brands that could pull off this invented status, and the creative
material for the advertising was looking to bring that positioning to
life in typical situations associated with everyday life.

Campaign: A PR campaign was formulated in order to stimulate the
media coverage that would make people aware of the desired
step-change in perception and get people talking about the brand
in the language of today. True to its principles, the brand allowed
the campaign to be a bit cheeky, slightly naughty and lots of fun.

When looking at things that were happening at or around the time of
the mainstream campaign launch in February 2005, snooker cropped up
on the radar screen. It was a sport that was typically British, everyone
knew about it and it got a lot of television broadcast hours. The next
trick was to think disconnectedly about the sport.

‘Balls’, was shouted out in frustration during one of the PR think
tanks — and the nugget of an idea was born.

With a bit of persuasion, a deal was struck with the organizers of the
Masters snooker tournament, taking place during relaunch, whereby HP
Sauce became the official sponsor of the brown ball at the event. These
days in sport usually everything has been sponsored. No one had ever
sponsored the balls in snooker, let alone just one ball.

The second part of the deal was even trickier, but it was the trigger
that brought the whole campaign to life. Jimmy White, one of snooker’s
most well-known faces, a people’s favourite and — a bit like HP — an
icon in his own right, joined in the fun. He agreed to change his name,
officially and legally via deed poll, to Jimmy Brown to commemorate
the HP sponsorship of the brown ball. He actually preferred the
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new moniker of James Brown, so the new strapline of ‘the godfather of
snooker’ was fittingly used for the campaign in keeping with his soul
music namesake!

At the official announcement of the Masters tournament, the ‘double
deal’ of the HP Sauce sponsorship of the brown ball and Jimmy White’s
new persona was announced. The media went wild. The press release
fell on the day when the Palestinians and Israelis sat down for the first
peace talks in more than a decade, but all that was trumped by the
colour brown.

Over the next few days radio talk shows, columnists and feature
writers, even the cartoonists, all developed the story further, on and
off the sports pages and shows. The media practically door-stepped
the new Mr Brown as the tournament approached, and he, to his
credit, enjoyed the fun and milked the story further.

There were lots of levels for buzz to occur on, because of the fun
nature of the whole campaign. The UK Press headline writers had a
field day, which helped the word of mouth factor. ‘Jimmy’s a sauce pot’
exclaimed the Daily Star. ‘Brown is the new White in saucy promotion’
reported the Guardian. ‘Change of name may be sauce of inspiration
for White’ said The Times pithily. ‘White adds sauce to a spicy image’
echoed the Evening Standard, with Metro getting attention with ‘Jimmy
drops White and pockets Brown.” The Observer provided a rather suc-
cinct analysis of the events of the week under the headline (borrowed
from another coloured brand) of “The future’s Brown’.

There was also a more serious side to the whole initiative that
played out in the media. Snooker as a sport has been struggling over
the past few years as the tobacco companies, the traditional sponsors
of the tournaments, had been forced to withdraw their involvement.
HP’s involvement, in its own unique way, signalled a way back from
the brink for the game. Maybe other brands would follow suit? The
equally legendary UK snooker player Steve Davis in particular went
on the record saying this deal was a great fillip for the game. It was
more words for mouths to talk about.

Stage two of the campaign was to stir up a bit of a hornets’ nest with
the BBC, the broadcaster of the Masters tournament. All the producers
and commentators working on the broadcast of the tournament were
sent a copy of the signed and sealed deed poll certificate, along with a
personal letter from Jimmy Brown asking them to please refer to him
by his new name in all coverage of the tournament.

This letter was then ‘mysteriously leaked’ to the wider media whose
next step was to call the BBC to see whether it was to be Brown or
White in their coverage. The BBC’s response was, on the back foot,
that they weren’t really sure what they were going to do, but they
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weren’t happy with giving exposure to commercial sponsors such as
HP. ‘Browned off cried the Sun newspaper the next day, with Jimmy
claiming that if they didn’t call him by his new HP-inspired name then
he wouldn’t do any pre- or post-match interviews, and wouldn’t come
to the table if his former name was used. Cue more radio show
debate, news stories, columnist comment . . . and buzz.

The campaign achieved millions of pounds worth of free publicity
for HP Sauce, and it all came out as the new TV advertising campaign
was airing, working alongside it to communicate the new positioning.
A one-off piece of market research showed that 49% of all adults were
aware of the story, and of those 49%, 47% had discussed the whole
thing in a conversation with a friend, colleague, or member of their
family. A concrete measurement of how this story spread through
word of mouth.

The campaign also proved a success for Jimmy in terms of image and
performance. A 66/| outsider at the start of the Masters tournament,
he made it all the way to the semi-final. In the final frame that sealed his
fate, he missed a fairly straightforward pot and his opponent went on to
clinch victory. How ironic that the ball he missed was the brown.

Case Study 4: Slendertone — ‘Does my bum look big on this?

Background: Slendertone was launching its latest innovation, the
Bottom and Thigh Toner. Using technology that had driven sales of
tens of thousands of Abdominal Training Systems, the Toner was a
natural product extension.

But the problem with Slendertone had always been two-fold: credi-
bility and public apathy. The most common objection that Slendertone
got from customers was ‘too good to be true’. Perhaps because the
Abdominal Training System had been positioned for years as a magical
solution, though the technology behind it works. This lack of belief was
coupled with a feeling that people had heard it all before, with the
brand having been around for over 25 years.

The new product needed someone who could vouch for it and who
could be believed. Getting a buzz about that belief was everything.
Slendertone had tried unsuccessfully to use celebrities to front their
marketing campaigns in the past. This wasn’t necessarily a problem,
however, because celebrities can taint a product with a lack of credibil-
ity since people know that they are being paid for what they say. More
effective is to front a campaign with someone who is persuasive and
believable, and who has an ability to get people talking about the
brand. This person could then become a celebrity.
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Campaign: Anita Hart, ‘the world’s leading bum double’, was signed up to
endorse and be the face of the new Bottom and Thigh Toner. Her list of
credits included being body (and stunt) double for Cindy Crawford, Liz
Hurley and Pamela Anderson. More often than not she was either their
bottom or thighs. Indeed, for Hurley she had been both in one of the
Austin Powers movies. She wasn’t really a bottom double but a stunt-
woman, but as a piece of spin that was the piéce de résistance.

Anita was flown over to the UK to shoot a one-off ad. A mega
poster site had been booked next to the Dominion Theatre at the
junction of Oxford Street and Tottenham Court Road (this location
reportedly has the highest amount of footfall anywhere in London).
The aim was to create the world’s largest poster of a bottom. Anita’s
bottom was body painted with an evening dress, and the tagline used
on the poster was ‘Does my bum look big on this?’

The next step was to make Anita a star. To coincide with the
mega billboard being erected, the Sunday Times Style Magazine did a
cover story on 24 June 2001 about Anita and her career as bottom
double to the stars. ‘How does she keep her bum in such good
shape? was the question they just had to ask, and the readers would
want to know (and in turn tell their friends). The answer was, of
course, by using the new Slendertone Bottom and Thigh Toner. The
product was given instant credibility.

It didn’t stop there: the unveiling of the poster site became national
news headlines and Anita came back to the UK to spend time on chat
shows, revealing her rear and demonstrating the product. A celebrity
had been created and in the end media requests had to be fended off.
Every time she appeared in a newspaper or magazine, she was accom-
panied by the giant poster, along with her advice on keeping the perfect
bum in shape using Slendertone.

Through the Sunday Times Style Magazine feature, the US media
picked up on the fact that this previously unknown person had suddenly
become flavour of the month in the UK. Interview and appearance
requests from her native country then started to come in.

Slendertone still hadn’t launched its product range in the US and
were awaiting FDA approval. The US media were told to hang fire and
as soon as the approval had come through, Anita was unleashed on
media channels across the US — media channels that previously hadn’t
been the slightest bit interested in her |2-year career. She was billed
as ‘the butt that is sending the Brits crazy’. Again, the billboard ad
visual was used and the product rationale communicated with every
appearance. Slendertone USA’s sales activities were off to a flying start,
and in the UK the new product started rivalling sales of the Abdominal
Training System in a very short space of time.
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Case Study 5: EMAP - ‘Get your kit off’

Background: EMAP’s Zoo Weekly lads’ magazine was locking horns with
IPC’s Nuts in a fight for young male readers. Getting young men talking
about your brand is not the easiest task. They are considered more
marketing-savvy and marketing-cynical than the average mainstream
audience. They are also difficult to engage and interact with. EMAP
wanted a PR campaign to generate ideas that stirred up interest outside
of the magazine’s weekly content. If you looked at the two magazines as
an outsider it was sometimes difficult to tell the difference. The news
and features, typeface and layout were so similar. Brand saliency was
going to be a clincher for a reader.

Campaign: Getting into the hearts and minds of potential Zoo readers
meant getting into their everyday conversations too. What would they
talk about over a pint!? The answer was to connect with the audience
by getting behind, quite literally, the most outrageous soccer goal
celebration ever.

In January 2004, Roman Abramovich’s high-flying Chelsea Football
Club was drawn away to play the minnows of Scarborough Town in
the third round of the FA Cup, traditionally a stage of the competition
that throws up David versus Goliath tussles. As it turned out, Chelsea
against Scarborough proved to be a timely draw as far as the battle of
the lads’ magazines went.

Each Scarborough player was asked to have letters painted on
their bottoms that would spell out Z-O-O W-E-E-K-L-Y in a line (the
remaining outfield player would be the space between Zoo and
Weekly). The match was to be covered live on TV (and transmitted
around the world) and if Scarborough managed to score, they were to
run towards the cameras, turn around, bend over and do the ultimate
moonie, revealing the name of the magazine to millions watching.

The hope was that this unique deal was going to cause a furore at
the Football Association (FA) headquarters in Soho Square, London,
and be the trigger for the level of publicity that was needed to get into
the lads’ consciousness and conversations. And that’s exactly what
happened.

The legendary football agent, Eric Hall, was chosen to be the
man to broker the deal between Zoo and Scarborough. He would
add credibility, deflecting any notion that it was nothing more than
a blatant PR stunt. In effect, the magazine was prepared to pay
reasonably big money to the players’ pool at Scarborough. Having
said that, it probably amounted to no more than the daily earnings
of a medium-ranking Chelsea player.
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After the announcement of the deal and the planned goal celebration
‘brought to you by Zoo Weekly’, the FA came down on Scarborough
like a ton of bricks, as expected. However, it turned out that the
provoking of the FA to react strongly wasn’t required; the next day
plenty of articles appeared in the UK national press about this daring
goal celebration plan. Special behind-the-scenes footage for Sky Sports
was also arranged in which the players, instead of practicing free kicks,
corners and set pieces, were getting the sequencing of their bum
cheeks right so that they spelt the name correctly in the event they
scored a goal.

The FA, direct and via the media, warned Scarborough that if it
went ahead with the celebration, then the referee was entitled to
book or even send off the offending players, which would have left
them with just the goalie on the pitch. This provoked more column
inches and was perfect fodder for all those football chat programmes
and phone-ins on radio.

Match day arrived and the media was still debating the ‘Will they,
won’t they? question. Scarborough had been briefed to be completely
tight-lipped on the subject and not to give anything away. Zoo spokes-
people were equally tight-lipped, although a little more confrontational.
The fact that it was only a bit of fun, as well as representing quite a lot
of money for these part-timers, got the fans on the campaign’s side.

The match commentators were even debating the scene should
the underdogs stick one in the back of the net. Alas, the red-hot
favourites triumphed and Scarborough didn’t manage to score a goal.
But the Zoo activity filtered down to the lads talking about soccer in
pubs and bars around the UK, exactly where Zoo wanted to be,
paving the way for the new publication to achieve a circulation of
over 200 000 within six months, well ahead of initial targets.

Case Study 6: Mattel — IQ test for babies

Background: In October 2004, Mattel’s Fisher—Price wanted to generate
buzz for its Laugh and Learn range of children’s toys.

Kids are massive conversation currency when parents get together.
Very often the other parents that you meet at parties and kids’ related
activities are not ‘real’ friends but friends you’ve acquired as a result of
your children. You have the relationship through the children and they
are your connection point with other mums and dads in conversations.

Campaign: The idea was to get people talking about the new range of
Fisher—Price toys by encouraging parents to talk about and compare
notes about their kids. The baby 1Q test concept was born.
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Its official name was The Baby Development Test. The media was
likely to dub it an IQ test, but Mattel was conscious not to call it that
officially as that could appear to be irresponsible.

An expert child doctor was recruited to develop, in conjunction
with Fisher—Price, a 10-point test that a toddler could take. The
result wasn’t prescriptive, but from a media perspective — and
the way the story was shaped — inevitably many people leapt to the
conclusion that here was a test for your child which would be able
to predict whether he or she was going to be a genius. Research*
unearthed when developing the concept had revealed that around
75% of parents desire some kind of reassurance that their child is
reaching developmental milestones at the expected time.

News of this new test was released and spokespeople from
Fisher—Price were on hand for what became a massive news story.
The UK’s Daily Mail newspaper questioned its readers with ‘So you
think your baby’s brainy? Take this test’, and reprinted a selection
of the activities that had been devised. The Independent was more
matter-of-fact with ‘Baby quiz aims to reassure parents about
child’s aptitude’. All editions of Metro were reporting that ‘Baby 1Q
test is just child’s play’, whereas the Sun challenged its readers with
‘Is your baby a genius?’

This tranche of coverage created more widespread buzz, and the
story reached the home of Fisher—Price and Mattel in the US and
became headline news there, too. Groups of children were brought
together for other sections of the media to create more editorial.
The UK’s Richard and Judy TV show even went as far as building a
mini-Mastermind set in its studio and having children sit the test on
live TV.

The campaign took buzz marketing to another level. Fisher—Price and
its Laugh and Learn range came from nowhere to become the most
talked-about baby product at a key time of the year sales-wise.

The Talkability® process

In the New Scientist, Condomi, HP Sauce, Slendertone, Zoo and Fisher-
Price case studies, PR is at the core of what became buzz phenomena.
But the ideas weren’t just arrived at by accident. A deliberate process
had been followed.

First, the brief was analysed and the current situation assessed both
from the client’s own perspective and through market and competitor
analysis. Next, opinions were discussed and an informal strategic brief
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was set. These stages in the process are quite similar to other creative
processes.

After this came the idea development phase and this is where the buzz
marketing approach kicked in, ensuring that the ideas generated for the
campaigns had an ingrained buzz hook or angle that was going to break
through the clutter and penetrate peoples’ personal deflector shields.

At Frank PR, we call this buzzworthiness ‘Talkability’. In order to come
up with that golden egg during the creative process, we recommend
examining five key parameters:

1. What are the current conventions in the market? Sales channels,
design, naming, behaviour, media, anything. How can we disrupt those
conventions? What can we do that’s different - but for a reason, not
just for the sake of doing something different?

2. What’s the imagery? What are the visual cues that stick in the mind?
‘What could be done from a visual perspective that would get people
thinking? And talking?

3. What’s going on in the world? What trends can be identified and
with which we could tie in? Importantly, what are the trends going
to be going forward? What’s going to make up the zeitgeist? What do
the future gazers, experts, tea leaves say?

4. Perception is reality. How is our brand, product or service actually
perceived now? (Not ‘what is the reality?’.) How would we like it to
be perceived? How could it be perceived?

5. What are the brand’s, product’s, or service’s unique selling points?
What other USPs could we identify? What USPs would we like it to
have? What would its USPs be in another market sector?

Sometimes the buzz idea will come from playing with just one or two
of those parameters, sometimes from all five. Surrounding yourself with
great people during the process is also crucial. You need people who you
can bounce ideas off, who you can draw inspiration from and have fun
with. Many of the thoughts that have come out of this process have at first
been laughed off, only to come back as key elements of the final idea.

Once you've got an idea with inherent Talkability, you just need to
shape it and sell it to the media. I say ‘just’, but this is where experience in
the PR industry is vital. Experience gives you a real feel for what makes a
story, in which media that story could fit and how to shape the story to
make it fit - it’s got to work and be relevant for the media you're targeting.
And of course it’s also got to get across the client’s message.

As a PR practitioner you've got to advise how the brand, product, or
service message needs to be adapted in order to make the news.You've
got to get to some sort of middle ground where your story doesn’t come
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across as a blatant plug for the brand, but at the same time does get
across the right messages. Normally, the balance is found by making the
messages more implicit in the concept than explicit. The Fisher-Price
case study is a good example of this.To make the story too product-led
would have taken away from the clever new test that had been devel-
oped. What was implicit was that its range of toys was good for a baby’s
development.

To develop your story so that it makes waves in your chosen media,
look through most newspapers. What makes news (that will get people
talking)? Is it ‘dog bites man’ type headlines? No, ‘man bites dog’ is
much more likely to make a good story. Injecting controversy, albeit
often quite lame bits of controversy, is a tried and tested shaping tech-
nique. Think back to the Zoo idea with the team baring their bottoms
and the FA up in arms. The idea was not nearly as controversial as
some of the things that happen in everyday life without the involve-
ment of PR people, but if it makes for a good story and gets across the
client’s message, use it.

That old chestnut, sex, also sells and helps to shape buzzworthy ideas.
Bottoms and the Slendertone ‘bottom double’. Condomi and the measure-
ment of penises. It’s not sex in the hardcore sense - that could inhibit
make-ability - just sex in a very accessible and everyday way.

These days humour is also becoming more and more important with
the media. We’re surrounded by such serious events going on in the world
that ideas such as asking someone to change their name to James Brown
break that reporting cycle of grim news for the media. They like stories
that are shaped for them in an entertaining way, just as we as readers like
to be entertained. Reality, celebrity, surprise, humanity and unbelievability
are also other good shapers that can be used to turn an idea born of the
Talkability process into something that’s going to get into the papers, and
in turn get into that morning’s conversation around the watercooler.

Conclusion

PR is no longer the poor cousin of advertising, its achievements sim-
ply aiming for, and measured in, dry column inches. Combined with a
buzz marketing approach, PR is a powerful tool that can play a large
and linchpin role in generating buzz for brands, if brand marketers
and PR practitioners take a step back and think ‘out of the box’. A
good PR campaign born of the Talkability process will then connect
with consumers and generate the kind of buzz that can be amplified
when integrated with an advertising campaign or other marketing
communications.
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Takeaway points

The media has the power to turn something small into a giant (or
monster!)

You can’t get publicity if you don’t have a compelling story that
excites the media. If it also excites consumers it will spread and
break through into daily conversation.

PR combined with buzz, viral, or word of mouth marketing activities
will help engineer public consent to connect with and talk about
your story.

Coverage is not the only PR result that matters; what the coverage
does (e.g. how far and to whom it spreads, how it changes people’s
awareness and perceptions of a brand, etc.) is equally important
and should also be measured.

The Talkability process will help generate buzzworthy ideas and
shape them ready to ‘sell’ to the media.

Brand messages should be implicit, not explicit, in the buzz concept.
Controversy, sex, humour, reality, celebrity, surprise, humanity
and unbelievability can help shape buzzworthy ideas.

PR is a powerful tool that’s moved on from simply generating news
coverage; it's now also used to kick-start word of mouth, creating
a buzz and connecting with consumers.
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Connected marketing techniques such as word of mouth are firmly
back on the marketing agenda. This phenomenon has been formalized
during the past decade by specialist books, including Malcolm Gladwell’s
The Tipping Point,! Emanuel Rosen’s Anatomy of Buzz? and Seth
Godin’s Unleashing the Ideavirus®.The hype about word of mouth mark-
eting’s potential for achieving viral-like message spread has also been
fuelled by well-known success stories, such as Hotmail and The Blair Witch
Project (see the Introduction). However, one of the most significant
contributing factors to the current vogue for word of mouth marketing
is the rapid uptake of digital media - particularly the Internet and its peer-
to-peer technologies such as chatrooms, forums, instant messaging
programmes, blogs, and file transfer and social networks - which enable
messages to spread faster and more exponentially than ever before.

Digital media’s capabilities to turbo-charge the viral spread of informa-
tion means that well-planned and well-executed connected marketing ini-
tiatives - particularly those that integrate more traditional marketing
communications techniques in their activities - can help business
messages reach the mass market in a way that would require a significant
investment if left to more traditional techniques alone.

This capability for mass-market reach is important. Some connected
marketing techniques, such as influencer marketing (see Chapters
1 and 7) and live buzz marketing (see Chapter 2) that rely on offline
communication, can help improve brand advocacy, which in turn aids
business growth.4 However, they are not necessarily the most effective
ways of creating brand awareness.
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Viral marketing - especially when used as an integrated rather than
isolated approach - can both improve brand advocacy and increase
mass-market brand awareness. And it can achieve those objectives very
cost-effectively, even if your brand, product, or service has no standout,
buzzworthy characteristic.

This chapter reveals how and why viral marketing can achieve these
aims, examining some of the techniques and the high-profile campaigns
that have helped catapult connected marketing into the marketing
communications limelight.

A brief word about definitions

There are various debates about how to define viral marketing and viral
advertising.

Viral marketing describes any strategy that encourages individuals to pass on a
marketing message to others, creating the potential for exponential growth in
the message’s exposure and influence. Like viruses, such strategies take advan-
tage of rapid multiplication to explode the message to thousands, to millions.>

Exponential growth and the pass-on of a marketing message to others
(rather than making a product recommendation) are the key factors in
that definition.

Some people maintain that viral marketing is any marketing activity
that accelerates and amplifies word of mouth in the digital domain.
(Arguably, it’s digital media’s ability to hypercharge the exponential
spread of messages that has brought the whole area of connected
marketing to the forefront of marketing communications practice.) So
some of the connected marketing activities mentioned in other chap-
ters of this book, such as influencer marketing campaigns, could also be
called viral marketing if they were distributed via digital media.

What'’s viral advertising then? Viral advertising consists of creating
contagious advertising messages or material that get passed from peer
to peer in order to increase brand awareness (as opposed to amplifying
and accelerating word of mouth advocacy such as product recommen-
dations). Viral advertising is often used when the product itself doesn’t
have a ‘wow’ factor that can generate buzz - you make the creative
agent or message contagious instead.

Viral advertising could become more strategic viral marketing when -
as in the Virgin Mobile UK and Mazda Motors UK examples on pp. 97 and
100 - it not only raises brand awareness cost-effectively, but also generates
response such as brochure requests, test drives and eventually sales.
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Ultimately, debates about definitions aren’t that useful at this stage in the
development of the connected marketing field. What’s more important is
what practitioners and marketers are actually doing and why, particularly
as far as the outcome of their activities is concerned.You measure the out-
come, not the terminology. So rather than get bogged down in definitions,
let’s look at why people are doing viral marketing, how they go about it
and how success is measured within the context of connected marketing.

A brief history of viral marketing

Before we launch into the hows and whys of viral marketing practice,
it’s worth putting viral marketing into context by briefly considering its
history.

The earliest known use of the term ‘viral marketing’is in a 1989 PC User
magazine article® about the adoption of Macintosh SEs versus Compags:

At Ernst & Whinney, when Macgregor initially put Macintosh SEs up against a
set of Compags, the staff almost unanimously voted with their feet as long
waiting lists developed for use of the Macintoshes.The Compaqs were all but
idle. John Bownes of City Bank confirmed this. ‘It’s viral marketing. You get
one or two in and they spread throughout the company’

So viral marketing initially denoted seeding designed to kick-start the
copycat effect whereby people ‘catch’ the idea and adopt it by seeing it
adopted by others.

The term cropped up again in a 1996 Fast Company article’ by Harvard
Business School professor Jeffrey Rayport.

Another noted use of the term was made by Steve Jurvetson and Tim
Draper from Silicon Valley venture capitalists Draper Fisher Jurvetson
who invested in Hotmail. In 1997, Jurvetson and Draper wrote a White
Paper® describing the high-profile Hotmail phenomenon, hence the
frequent attribution of the term to Jurvetson and Draper.

Wherever the term came from, the practice of viral marketing in the
digital domain has been around for almost a decade and has registered
three major blips on the wider marketing radar screen to date:

1. In the mid-1990s when digital media started coming into its own and
Hotmail went from O to 12 million users within 18 months.

2. At the turn of the millennium when the dot.com bust squeezed
marketing purses and put the onus on accountability.

3. Nowadays, as advertisers try to stand out from the increasing clutter
across fragmented media to connect with more cynical, marketing-
savvy consumers.
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Aside from Hotmail - who simply added a short line of promotional
text to the bottom of every email message sent via their service,
clocking up 12 million sign-ups within 18 months from a marketing
spend of US$500 000 - other high-profile early adopters of viral
marketing included Budweiser and John West Salmon. The latter two
campaigns consisted of allowing digital video files of cool and funny
TV ads to ‘escape’ onto the Web before they became available via
other media. This seemingly unintentional approach made the mate-
rial exclusive and therefore more desirable to online users, giving
them a kind of cachet among their contacts. It caused them to talk
about it and pass it on in droves. As a result, the catchphrase
‘“Whassup’ became widely known in the UK even before the planned
TV campaign was aired there, while the John West Salmon ‘Bear’ ad
has become a classic of its kind.

Although those early examples achieved significant viral spread and
helped generate buzz, they were more ‘happy accidents’ than carefully
planned campaigns with ongoing brand benefits. In fact, Budweiser saw
a drop in market share and sales during the ‘Whassup’ campaign.?
Nevertheless, marketers started trying to replicate the perceived success
of this kind of viral marketing.

Another factor driving the increased use of viral marketing was
purely economic: Customer Relationship Management (CRM) proj-
ects were expensive and complex to implement and manage, par-
ticularly during the dot.bomb era when marketers were more
rigorously tasked with delivering return on investment (ROI). Falling
online banner ad click-through rates, as users grew more techno-
literate and ‘immune’ to old-format ads, also contributed to mar-
keters turning to the potential ‘magic’ of viral marketing in the early
2000s.

Initially, viral marketing was used predominantly as a standalone
marketing tactic focusing on the creative material which could be a
photoshopped image, online game, digital video clip, or even text
(jokes, anecdotes, excerpts from reality TV show transcripts, etc.). This
tactical use of viral marketing was, and still is, very hit-and-miss; it relies
entirely on the creative material or ‘agent’ alone striking a chord with
users. And as the amount of (often mediocre) viral-wannabe material
increased, the clutter made it more difficult for campaigns to stand
out.

By 2002, brands and practitioners at the forefront of viral marketing
realized that the viral agent within a campaign needed to be used as a
means to an end, rather than simply as an end in itself. Accordingly,
some companies refined their approach to viral marketing, putting the
emphasis on strategic use and long-term benefits.
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The viral marketing arena has developed in various other ways since
2002. Most notably:

B The development and increasing adoption of digital technologies
such as broadband have enabled people to enjoy richer online
content, making the Internet not simply a practical medium for activ-
ities such as research and shopping, but also a burgeoning entertain-
ment medium. Rising user demand for online entertainment has
spawned a parallel rise in the emergence of both mainstream
and underground websites dedicated to providing entertainment
content.

B Brands have now realized that in order to achieve their objectives
they must invest more realistic budgets in the strategic planning and
implementation of viral marketing campaigns - Toyota, for example,
in 2004 committed a US$10 million budget to viral marketing
alone.10

m Marketers have learned that to stand out from the growing clutter of
wannabe viral campaigns, they must be more groundbreaking and
creative in their use of digital media (see Subservient Chicken case
study on p. 102).

m Over time, as we shall see from some of the case studies later in this
chapter, viral marketing has evolved into a technique that can now be
used successfully not only to create a buzz about a brand or product,
but also to help generate sales.

Why viral marketing makes sense

Why are marketers increasingly using viral marketing as part of their
overall brand marketing activities? It’s all about power and money.

Packaging, billboards, branded clothes, signage, trademarked sounds,
free food samples, the smell of coffee or baking bread, TV ads, interruptive
online ads, unsolicited cell phone clips . . . our every sense is assaulted
constantly by both overt and covert marketing messages delivered via a
growing plethora of media channels. No wonder people have learned to
tune out a lot of marketing communications - and even choose to avoid
them altogether thanks to ad-skipping technologies such as personal
video recorders and pop-up blockers.

Consumers are also more involved than ever before in controlling
communications and message delivery at a global level, thanks to the
aforementioned rise of digital media, such as blogs and forums.
Consequently, advertisers are finding it more and more difficult to reach
marketing-shy, fragmented audiences, let alone engage with them.



92 Connected Marketing Practice

In tandem with this situation, many brands are finally realizing that ‘the
most powerful selling of products and ideas takes place not marketer to
consumer but consumer to consumer’!! Enter viral marketing.

Unlike traditional ‘top-down’, marketer-to-consumer techniques, viral
marketing focuses on personal experience of the brand and taps into
the new power of the consumer. One of the reasons consumers find
viral marketing campaigns appealing is because the campaigns tend to
be non-interruptive, so they enable consumers to choose to interact
proactively with a communication (and the brand behind it), or not,
rather than be passively dictated to.This ‘bottom-up’ approach respects
that the consumer is in control; viral marketing campaigns are ulti-
mately driven (or derailed) by consumers themselves.

The result of this user-driven process is ultimately very valuable
exponential brand endorsement by influencers and consumers - if the
campaign is successful. The difference between one campaign suc-
ceeding and another failing is dependent on the campaign’s ability
to connect with consumers and inspire them to engage and interact
with the advertising material, the brand and ultimately the product or
service.

Now it’s time to show you the money. In 1965, you could reach 80%
of a mainstream target audience with three TV ad spots. By 2002, 117
spots were required to achieve the same reach.!? No business, no mat-
ter how rich, can afford to maintain constant mainstream media brand
awareness. So less expensive online media routes, and the possibility of
peer-to-peer-driven spread whereby the audience effectively becomes
another (free!) media channel, are obviously very attractive to brands,
who can use viral marketing to maintain a cost-effective level of brand
awareness during mainstream media spend ‘downtime’.

Continuing the economic benefits of viral marketing, for some time
now viral campaigns have been used successfully not only to build
widespread brand awareness, but also to help generate sales. For exam-
ple, Eidos’ Hitman 2 online viral marketing campaign!® helped shift a
million units thanks to the buzz it generated, which was picked up in
the Top 10 Movers of 2002 on the Yahoo! Buzz Index.14

Two other viral marketing benefits to the bottom line are the direct
result of using digital media:

1. Viral marketing campaigns can provide accountability when tracked,
thereby measuring and proving ROI.

2. Viral campaigns have no fixed cut-off point, so they can provide an
ever-increasing ROI. For example, Mazda UK’s first online viral and
buzz marketing campaign,!> released in June 2002, is still generating
brand awareness and driving significant traffic to their website.
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Another string to viral marketing’s bow is that it can be used if your
brand, product, or service has no compelling ‘wow’ factor - great news
for makers of toothpaste, cars, beer and other generic products. Instead
of creating a buzz around your product, you create it around the viral
campaign agent. Of course, at the end of the day, no matter how many
of the right kind of people talk about and pass on your viral agent,
you've still got to have a desirable product that your target audience
wants to buy. As General Motors discovered with the Pontiac G6 give-
away on the Oprah Winfrey show, !¢ you can lead a horse to water and
even make it drink, but if it doesn’t like the taste . . .

Finally, viral marketing integrates well with traditional marketing
activities, giving brands the best of both the ‘bottom-up’ and ‘top-down’
approaches. No wonder it’s fast becoming an integral ingredient in the
overall brand marketing mix.

Viral agent formats: risks and issues

If viral marketing is anything that amplifies and accelerates word of
mouth in the digital domain, or even any strategy that creates an expo-
nential spread of a marketing message, then that covers a great many
types of marketing communication.

Even the subset of viral advertising alone can include a wide range
of execution types, agents, or mechanics - including images, jokes,
reality TV show transcripts, quiz promotions, advergames, digital video
clips, e-cards, interactive microsites, Alternate Reality Games (ARGS),
and more. (Examples of typical viral material can be seen on dedi-
cated viral entertainment websites, such as the Lycos Viral Chart
(http://viral.lycos.co.uk), Viralbank (http://www.viralbank.com) and
Viralmeister (http://www.viralmeister.com).)

Deciding what kind of creative agent to use in your viral marketing
campaign is not only a question of what’s most appropriate to convey
the creative idea; it’s also a question of examining the risks and issues
related to using one digital format over another. And given the enor-
mous power consumers have over messages these days, there are obvi-
ous risks associated with the use of several types of viral material.

The dangers of using a simple text email, for example, are illustrated by
a Carlsberg-branded viral email that was passed from contact to contact
during the UEFA Euro 2004 football tournament.!” The familiar Carlsberg
‘probably the best’ creative theme impels user appropriation in the
same way as Mastercard’s ‘Priceless’ theme. Unsurprisingly, the original
Carlsberg email was hijacked at some point in its viral travels - the words
‘Shame their lager tastes like p*ss’ were added to the punch line.
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The same risk is associated with the use of digital image files; they
can be doctored easily by users, so that the original messages are lost or
take on new meanings. Often this user input makes the agent more
entertaining and viral, but not necessarily to the benefit of the brand
behind it.

There’s no doubt that the most populous viral material format is online
games or ‘advergames’. Trade marketing news lists don’t seem complete
these days without the announcement of at least one or two new viral
campaigns featuring advergames. Unfortunately, many marketers mistake
populous for popular; they believe that advergames are a great, low-cost
way to attract flocks of users. They can be. But the sheer volume of
(largely mediocre) advergames being offered to users is a major issue.
You have to be smarter, more innovative and more creative than anyone
else - and (shock, horror!) maybe even spend more money - in order
to grab users’ attention, make them want to engage with your brand,
endorse your message and pass it on to others. Who said viral marketing
was a doddle?

As for ARGs, it’s difficult to see how they can really be integrated
successfully into an overall marketing strategy. They can certainly work
in an entertainment context, such as promoting a film or video game
as Beta-7 for Sega’s ESPN NFL Football'® and ‘ilovebees’ for Microsoft
Xbox’s Halo 2'° have done. But they are aimed at people who love
mysteries and puzzles and have a lot of time on their hands. As a viral
mechanic, ARGs may well be too involved and expensive for the vast
majority of mainstream brands looking for mass-market reach.They are
reminiscent of the BMW Films project?® - one of those brand-building
initiatives that are high-risk. If pulled off, they create a lot of noise,
which you would expect after having so much money thrown at them,
but they are unlikely ever to be a mechanic that most brands can inte-
grate into their core marketing strategy.

Chapter 9, Changing the game covers advergames and ARGs in
greater detail, and shows examples that have succeeded in sticking
their head above the crowd and providing benefits to the brands
behind them.

Some of the most well-known and successful viral marketing cam-
paigns use video-based creative agents. The benefits of using digital
video files include:

m They are small enough to be passed from peer to peer via email after
download from multiple distribution websites, encouraging greater
user-driven spread.

m They are trackable after download, as they are passed from user
to user via email, so they provide brands with greater campaign
accountability.
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m There is less risk of user interference with the agent.

B Video is a familiar, ad-like/film-like format to users, with the added
advantage of interactivity (digital video files can include hotspots
that enable users to link through the file to a web page).

Let’s take a look at campaign planning before we review some viral
marketing case studies.

Planning a successful viral marketing campaign

Viral marketing, as its name implies, aims to reach the widest possible
number of people (among which any brand’s target market lies).
Campaigns kick-start buzz generation and viral spread - then it’s up
to consumers, who become brand advocates and free media channels
as they pass the buzz talk and viral agent on, providing valuable
peer-to-peer endorsement.

However, the ultimate point of a viral marketing campaign is not only
to ‘go viral’ (though this is still important while CPM-type (cost per
Thousand views) spread remains a major gauge of campaign success),
but also to deliver tangible, ongoing benefits to the brand. As Budweiser
discovered,?! getting eyeballs is no guarantee of subsequent market
share and sales success.To be a significant part of the marketing commu-
nications mix, viral marketing needs to be doing more than just generat-
ing low-cost brand awareness; it needs to deliver measurable response.

Viral marketing is being used for two main purposes:

1. To maintain or boost a cost-effective level of brand awareness during
mainstream media spend ‘downtime’, usually by releasing Web-
exclusive viral material that retains brand and campaign themes.

2. To kick-start consumer-driven interest in new marketing communica-
tions activity - which often means pre-launching a mainstream ad
virally (perhaps using a Web-exclusive edit) before it hits TV, in order
to create buzz and exploit exclusivity.

Other purposes and benefits specific to each campaign may include:

m Reach well beyond a business’s core target market.

B Create buzz around products and brands that have no compelling
‘wow’ factor (so the agent itself must have the ‘wow’ factor).

m Accelerate and amplify natural buzz and viral ability for products that
do have a ‘wow’ factor.

m Reinforce existing advertising and branding messages.

m Extend other marketing communications activities.
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m Provide accountability when tracked, thereby measuring and proving
ROL.

m Help add to the bottom line in terms of response and/or increasing
recommendation rates.

The planning stage of a viral marketing campaign should involve setting
out feasible objectives, developing the campaign strategy, coming up with
a viral idea, story, theme, or angle that can generate buzz, and developing
the creative brief. Planning activity may also include helping the brand to
integrate and amortize media, PR and creative development activity if the
viral campaign is part of a wider marketing initiative.

There are then three core components to any viral marketing cam-

paign:

m Creative material: developing and producing the viral agent that car-
ries the message you want to spread in a digital format.

m Seeding: distributing the buzz story and viral agent online in places
and with people that provide the greatest potential influence and
spread.

m Tracking: measuring the results of the campaign to provide accounta-
bility and prove success.

One important point about seeding: a big mistake that many ad agen-
cies and brands make is thinking that viral marketing is simply about
creating entertaining material and finding some websites specializing in
viral content on which to promote it.They miss the point that viral mar-
keting needs to create conversations, not simply spread the viral agent.
The seeding process for a viral marketing campaign is not the same as
the process of online media buying; it’s more like a PR process. Seeding
is not just about knowing the ‘where’, i.e. finding appropriate places to
locate the viral agent; it’s also about knowing the ‘how’ and ‘who’ -
determining how the campaign can best be advocated and by who, and
communicating the buzz story in the most appropriate way to each
source route. Just as the results of a viral marketing campaign have to
be about more than the number of people who see the viral agent, so
the seeding needs to include telling a buzzworthy story that engages
the right people with the brand in a way that maximizes the likelihood
of meeting the campaign objectives.

In conclusion, three key factors will increase the likelihood of a
successful online viral marketing campaign:

1. Specialist strategic planning to ensure that viral marketing is used to
deliver tangible, measurable, ongoing brand benefits.
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2. Appropriate ‘wow’-factor material that users want to seek out, talk
about and pass on of their own freewill.

3. Appropriate specialist seeding of the buzz story and the viral agent
to places where viral and brand influencers already gather.

Case studies

The following eight case studies have been chosen for review not only
because they illustrate some of the pros and cons of viral marketing
well, but also because most of them use the technique with long-term,
strategic goals in mind.

As James Kydd, brand director for Virgin Mobile UK, states: ‘Online
viral marketing is best used not as a one-off tactical end in itself, but as
an integrated strategic part of the overall marketing mix. It’s a means to
an end whereby it not only generates buzz, but also provides ongoing,
quantifiable brand benefits, such as increased awareness, peer-to-peer
endorsement and ultimately more sales’??

Case Study I: Virgin Mobile

Brand: Virgin Mobile UK, virtual network operator and one of the
fastest-growing cell phone companies worldwide.

Campaigns: A series of nine campaigns from 2003 to 2005.

Description: Virgin Mobile UK’s viral marketing activity falls within the
remit of its brand marketers. The brand first used online viral and
buzz marketing in May 2003 as a strategic part of its wider ‘ldle
Thumbs’ marketing initiative, pre-launching online a more risqué
(and therefore sought-after) edit of a TV ad.

Eight more viral marketing campaigns featuring video-based creative
material have followed to date, including ‘Bendy Babe’, ‘Busta Butt’,
‘Xtina Spotted’ and ‘Best Hands’.23

The brand has embraced viral marketing as a process not an event.
On one hand they have championed the Web-first release of TV ads
in order to help kick-start wider marketing campaigns and create a
‘watercooler’ buzz effect, in the same way that more risqué versions
of TV ads are sometimes released in selected cinemas. Obviously, the
use of celebrities adds to the buzz. This Web-first approach is very
cost-effective because the TV ads are being made anyway. The cost of
pre-launching a different edit online is less than the cost of a single
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insertion in a tabloid newspaper, and the buzz that can be generated
is much greater than that from a print ad.

On the other hand, some of Virgin Mobile’s viral marketing
campaigns have been used as booster activity to widen awareness
of specific promotions. This kind of lower-cost, Web-only execu-
tion also helps maintain brand awareness when TV advertising isn’t
running.

James Kydd, Virgin Mobile’s brand director, said: ‘We have devel-
oped the way we use viral marketing strategically as a key part of our
overall marketing mix. It has made a big impact on our brand exposure
for a fraction of the cost of traditional marketing methods.’

When brands don’t have pockets as deep as their competitors’ and
don’t own their own channel, they have to use an array of methods
to be seen and heard, and viral marketing is an increasingly important
part of that arsenal.

Case Study 2: Trojan

Brand: Trojan, condom manufacturer.
Campaign: Trojan ‘Games’ (2003).

Description: This online viral marketing campaign featured sex-and-games
spoof video clips by The Viral Factory. They were made available on a
dedicated microsite and released during the build-up to the 2004
Olympic Games. The site was said to have received over 9 million visits
by March 2004. Other brand benefits gleaned from a survey for Carter
Products by consumer market research agency QuickWise include:

m 73% of respondents gave a positive rating of the overall impression
of the campaign.

m 80% perceived the campaign to be unique.

m 50% indicated they would be more likely to consider purchasing
Trojan products in the future.24

An important ingredient in the success of this campaign was sex — as
always, it gets noticed, it gets talked about and it sells. But in this case,
it was also highly appropriate to the brand and product. Executions
of this kind would be more difficult and less appropriate for more
mainstream brands and products.
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Case Study 3: Agent Provocateur

Brand: Agent Provocateur, boutique lingerie manufacturer.
Campaign: ‘Proof’ (2001).

Description: A digital video clip of a sexy advertisement by cap-travissully,
featuring pop icon Kylie Minogue dressed in Agent Provocateur lingerie
and riding a bucking bronco machine, was placed online. The ad was also
tailored for cinema release, making the viral campaign part of a wider,
integrated marketing initiative. The online file was copied, downloaded,
or forwarded an estimated 100 million times, a small massively increas-
ing brand awareness and getting Agent Provocateur, a small boutique,
suddenly talked about the world over.

The success of this campaign was somewhat of a happy accident,
piggybacking off Kylie’s celebrity status and her unexpected ‘orgasmic’
performance. (Again, sex sells!) There was no widespread seeding strat-
egy — a necessity for campaigns executed these days — partly because
very few specialist viral entertainment routes existed at the time.
Equally, tracking capabilities now exist to provide a more precise picture
of quantified campaign results when using standalone video files.

Case Study 4: Ford SportKa

Brand: Ford, automotive manufacturer.
Campaign: Ford SportKa Evil Twin ‘Pigeon’ (2003).

Description: This viral marketing campaign featured a digital video
clip by The Viral Factory showing a pigeon being knocked out (or
possibly killed) by the car hood. The campaign raised a large amount
of buzz, including many pages of user-driven chat on car forums,
complaints from pigeon fanciers and very high-profile spillover into
offline media. It peaked on UK TV car show Top Gear, one of the
BBC’s most-watched programmes, which spent 10 minutes show-
casing a 100-mile race between a SportKa and a pigeon. (The pigeon
won.) You just can’t buy that kind of editorial coverage.

Hot on the heels of the planned ‘Pigeon’ campaign came a ‘Cat’
execution — literally. The allegedly unauthorized Cat video clip (aka a
‘subviral’) shows a cat seemingly decapitated by the car’s sunroof.
This was extremely controversial, causing an even bigger stir than
the ‘Pigeon’ campaign and generating massive buzz online and offline.



100 Connected Marketing Practice

Regardless of whether it was officially sanctioned or not, the ‘Cat’
subviral is a good example — as are the Nokia ‘Swinging Cat’ and
Volkswagen ‘Bomber’ subvirals — of how viral material can be successful
in terms of generating spread and creating buzz, yet be of limited
ongoing benefit to the brand. The ‘Pigeon’ campaign and subsequent
‘Cat’ clip are credited with repositioning a car that was not a particular
standout in its class as a gnarly sports beast. But did this activity
increase car sales, and, if so, did that tactical gain during a limited period
outweigh the longer-term strategic loss from the potential alienation of
Ford’s wider audience?

Case Study 5: Mazda

Brand: Mazda Motors UK, automotive manufacturer.
Campaign: ‘Parking’ (2003).

Description: At the time of this campaign, Mazda’s viral marketing activity
was driven by and integrated with their CRM activity, response being a
core focus.

The campaign, featuring a video clip and buzz story that piggy-
backed off the contemporary rash of girl versus boy magazine articles,
driving shows on TV, etc., struck a major chord with online users,
sparking global debate on blogs and forums about male and female
parking capabilities. (For example, ‘All | can say is clever, very clever.
Now let’s see her get out.’)?® The campaign created high-profile,
wide-spreading conversation without resorting to overly controver-
sial, dark, or shocking themes. Mazda is seen to be overtly having fun
with its brand without alienating consumers, and getting across its
brand messages without bashing consumers over the head. The cam-
paign also clocked up a lot of free editorial exposure (including being
voted Best Viral Campaign of 2003 in the UK’s Campaign advertising
trade magazine and its German counterpart), and the initially Web-
only clip ended up being used as a TV ad in several territories.

The ‘Parking’ campaign was the second in a series of eight online
viral marketing campaigns undertaken by Mazda Motors UK to date.
Most of the campaigns have featured WWeb-exclusive viral agents
(whereby the material is made specifically for online use only), and the
‘Parking’ campaign epitomizes the reasons why. To date, it has gener-
ated over 5.5 million calculable clip views and driven over 200 000
visits to the Mazda website — and those figures are increasing daily,
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even two years after the campaign’s launch. It has also helped sell a
product that is very similar to many others in its class.

This campaign is another example of using online viral marketing as
part of a process, rather than a one-off event — it’s a means to an end,
delivering awareness and driving response. As Steve Jelliss, then-CRM
Manager for Mazda Motors (UK), stated: ‘Our ongoing series of
online viral marketing campaigns have proven their value in providing
high brand exposure to a wide-as-possible audience, and ultimately
contributing to car sales.”2

Case Study 6: Dr Pepper

Brand: Dr Pepper, drinks manufacturer.
Campaign: Raging Cow (2003).

Description: This online viral marketing campaign is noted for its
pioneering seeding within the blogging community (see Chapter 10 for
in-depth information about blog marketing). Unfortunately, it generated
a consumer-driven backlash for what was perceived at best as a clumsy
attempted use of viral marketing.

As ClickZ News reported:2’ ‘Dr Pepper showered teen bloggers with
gifts and indoctrinated them on how to blog its new Raging Cow
beverage. The plot backfired, with a well-publicized boycott and
global media covering the debacle’

Ironically, bloggers may have liked the product; they just didn’t like
their visitors questioning the integrity of their site content. Blogger
Carlo Orozco said: ‘The day after ragingcow.com went public, | sent
out an e-mail to the other five bloggers and told them, “You know, we
sold out?”. The e-mails | got back were like, “At least 'm enjoying the
drink.” The funny thing is, | do like it. But my credibility is gone.’28

As e-business strategy consultant Rick Bruner said, this campaign
has sadly become ‘the embodiment in the minds of many of the idea
that blogs and marketing don’t mix’.?°

Where it seemingly crossed the line was after briefing interested
bloggers, as Bruner reprised: ‘As best as | can tell, where it fell afoul of
the blogosphere was that it then asked those young bloggers not to
mention that they had been briefed about the product, as if their
sudden new enthusiasm for flavored milk was purely their own idea.’0

The campaign was an innovative, early example of using blogs in viral
marketing and its faux pas has subsequently been blown somewhat out
of proportion.
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Case Study 7: Burger King

Brand: Burger King, fast-food chain.
Campaign: Subservient Chicken (2003).

Description: This online viral marketing campaign created by Crispin
Porter + Bogusky used an interactive video of a man dressed as a
chicken in a humorous take on webcam activity. The product it aimed
to promote was a new chicken sandwich, which in itself does not
inspire user-driven word of mouth. Instead, the viral agent delivers this
buzz, having been seen by 46 million people according to Burger King.3!

If the campaign’s objective was simply to create a buzz as part of an
overall raft of activities trying to breathe life into a brand that was a bit
tired and was trying to move away from the kids market and align itself
with the slightly older tween demographic, it has been successful.
But does the campaign miss a trick or two on the ongoing brand benefit
front? How many site visitors realized that the campaign was for a
chicken sandwich, or indeed for Burger King rather than Kentucky
Fried Chicken or A. N. Other? And how many went on to recommend
and buy the new sandwich? As AdAge.com asked: ‘... will it make
the flagging burger giant cool again with young men — or even sell
sandwiches?’.32

The campaign is in danger of having generated a character that
outshines the brand, a la Levi’s ‘Flat Eric’. Again, it illustrates that
‘wow’-factor advertainment content and high exposure is not
enough; viral campaigns should also deliver strategic, response-
related brand benefits such as quantifiable sales, otherwise their
value is hit-and-miss, or at best only short-term.

Case Study 8

Brand: Bacardi Global Brands, distillers.
Campaign: Planet Party (2004-2005).

Description: Bacardi’s first online viral and buzz marketing campaign
was planned and produced by members of the Viral + Buzz Marketing
Association (see http://www.vbma.net). The campaign features a Web-
exclusive video clip that’s spreading around the Web luring partygoers
to the Planet Party microsite (see http://www.planet-party.net) where
they can download another clip, explore a virtual nightclub, load up
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Bacardi D), find cocktail recipes and undertake other entertainment-
focused activities.

The most significant point about this campaign is that it’s the most
comprehensive example here of a truly connected marketing initia-
tive. It’s part of an integrated wider campaign that includes the profil-
ing and recruitment of influential consumers, so that Bacardi can
develop customer relationships as part of an ongoing CRM process.
The campaign is helping to kick-start that CRM process, with the viral
marketing technique being used both to generate awareness and,
more importantly, to follow up end-user interaction with the brand.

This holistic connected marketing strategy epitomizes the use of viral
marketing as a process not an event, appreciating that it needs to be
integrated with, not isolated from, wider marketing initiatives.

Conclusion

This chapter has revealed how businesses have used viral marketing to
date and how it is becoming an important ingredient in the connected
marketing brew.

The ultimate goal of any viral marketing activity you do should be to
deliver measurable brand benefits - and that means response, not just
eyeballs. It doesn’t matter how many times your video clip gets seen or
your game gets played if nobody remembers, recommends, or buys your
product.

When you get the approach right, viral marketing is an extremely
valuable addition to any brand’s overall marketing communications
activity - and to the bottom line.

Takeaway points

m People no longer use the Internet only for practical purposes,
such as research and shopping. The development and adoption
of technologies enabling easy access to richer content has
spawned a growing user demand for online entertainment, which
in turn has spawned a rise in the emergence of both mainstream
and underground websites dedicated to providing entertainment
content.

m Consumers have learned to tune out a lot of marketing communi-
cations and they have become more involved than ever before in
controlling message delivery globally, thanks to the rise of digital
media such as blogs and forums. Advertisers are therefore finding
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it increasingly difficult to reach and engage with marketing-shy,
fragmented audiences.

m Viral marketing focuses on personal experience of the brand and

taps into the new power of consumers and their connections to
other consumers.

m Viral marketing — especially when used as an integrated rather

than isolated approach — can both improve brand advocacy and
increase mass-market brand awareness. It can be used success-
fully to create a buzz about any brand or product, and to help
generate sales.

m Even innovative products need viral marketing to accelerate and

amplify their natural buzzworthiness.

To stand out from the growing clutter of wannabe viral marketing
campaigns, brands must be more groundbreaking and creative in
their use of digital media.

m Viral marketing campaigns can provide accountability when

tracked, thereby measuring and proving ROIl. Viral campaigns
have no fixed cut-off point, so they can provide an ever-increasing
ROL.
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Online opinion leaders:

a predictive guide for viral
marketing campaigns

Idil Cakim

Director of Knowledge Development, Burson-Marsteller

The Internet is often overlooked as a channel for strategically relaying
corporate messages to key constituencies. Today’s influential audiences
actively use the Internet, along with other media, to collect and distill
information. Using a unique formula to spot outspoken and driven public
opinion leaders, Burson-Marsteller identified the online influencers, or
the efluentials®, in the online communities supported by SAP, a global
enterprise software provider. This case illustrates how Web-based tech-
nologies and research can be used to generate lists of powerful audience
members and connect marketers with special interest groups online.

Who are the e-fluentials?

In 1999, collaborating with RoperASW, Burson-Marsteller conducted a
survey among US online adults and did a segmentation analysis to iden-
tify online public opinion leaders (i.e. e-fluentials) who exert an extra-
ordinary impact on online and offline content and commerce. The study
results showed that e-fluentials compose 10% of the US online adult
population, but they generate most of the buzz about brands, products
and companies. On average, e-fluentials share an experience they had
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with a company with 14 people. Their circles of influence expand as
their peers pass along e-fluentials’ messages.

Compared with the average Internet user, e-fluentials are far more
active users of email, newsgroups, bulletin boards, listservs and other
online vehicles when conveying their messages. They are dynamic Web
surfers who forward news and website information to people (86%),
email companies (64%) and post to bulletin boards (52%) at least several
times a month.!

While extremely influential online, e-fluentials also spread their opinions
in the offline world. Civic-minded e-fluentials are more likely than average
online adults to vote (77% vs 70% respectively), attend public meetings
(38% vs 26% respectively), serve on local committees (40% vs 27% respec-
tively) and make speeches (31% vs 17% respectively).?

Their families and peers regularly approach them for information,
opinions and advice on a wide range of subjects, from business and
politics to entertainment and health/lifestyle issues. For example, 44%
of e-fluentials say they are asked about companies, businesses, or new
technologies. More than half (55%) offer their views on hobbies to
friends. Forty-one per cent frequently give advice about family issues
(e.g. child care, coping with teens, relationships, etc.).?

Because e-fluentials’ opinions have such extensive reach, it is critical that
companies establish brand recognition and win these opinion-brokers’
approval to expand their customer base. Whether planning a promotion, a
crisis response, or a customer-relationship-management (CRM) campaign,
companies should consider those among their audience who are experts
in collecting and spreading information online.

Since e-fluentials highly value one-on-one dialogue and information
exchange, companies can better manage their reputations by inviting
feedback and providing a forum where e-fluentials can chat about their
positive and negative experiences, and query others. The majority of
e-fluentials visit corporate websites before advising on products and
companies (85%),% and turn back to these areas to confirm hearsay
information about companies (73%).> Hence, company-sponsored Web
areas are critical in managing relations with e-fluentials and protecting
reputational assets.

A proactive approach to reach e-fluentials

While it is essential to communicate with all Internet users who make
the effort to send a comment to a website, companies should also
consider profiling target audiences who express interest in getting
information about company products and services. The stakeholders
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in these opt-in lists have already identified themselves as active infor-
mation seekers. They are therefore more likely to be an e-fluential
than the average Internet user.

As an initial step in identifying and reaching out to e-fluential
stakeholders among a company’s larger audience, website visitors,
online community members and e-newsletter subscribers who have
agreed to receive communications from the company can be invited
to participate in an online survey.The survey should consist of three
main sections:

1. A screening section to identify e-fluentials.

2. A psychographic section to enquire about survey respondents’ attitudes
towards issues concerning the company and/or its industry.

3. A demographic section to learn more about respondents’ product
ownership, media usage, employment history, purchasing power and
background.

After understanding their audiences’ communication habits, attitudes
and demographic characteristics, companies can engage those who
qualify as e-fluentials in viral marketing initiatives.

How to screen for e-fluentials

Burson-Marsteller uses a proprietary algorithm to identify e-fluentials. The
formula is based on the frequency (i.e. almost daily, a few times a week, a
few times a month, time to time, never) with which Internet users engage
in the following types of activities (www.efluentials.com/quiz):

Participate in chatrooms

Post to bulletin boards

Post to newsgroups

Post to listservs

Send emails to companies

Send emails to politicians

Make friends online

Make business contacts online

Provide feedback to websites

Forward news and website information to others.

When conducting customized research projects for clients, Burson-
Marsteller uses this set of questions to screen for e-fluentials. After
everyone in the sample completes the survey, the database specialists
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categorize the responses to the screening questions and create a new
variable separating the e-fluentials from the non-e-fluentials.

Identifying and communicating with e-fluentials: the
SAP case study

e-fluentials empower themselves with information they receive from
trusted sources. The overwhelming majority (90%) of e-fluentials
say they open and read emails they receive from known sources,
whereas only 60% of them open and read messages from unknown
sources.® Building a trusting relationship with e-fluentials is therefore
a prerequisite for successful campaigns in which e-fluentials talk
about the company to their friends and colleagues.

The global enterprise software provider SAP has the optimal basis for
such an e-fluentials viral marketing campaign. SAP boasts a global online
community of thousands of IT professionals, clients and prospects who
frequently participate in online chats, events and message boards spon-
sored by the company. In May 2003, SAP approached Burson-Marsteller
to develop cost-effective marketing strategies to spread messages within
and beyond these communities.

The field work

Burson-Marsteller developed a survey to identify the e-fluentials among
SAP community members and to gain insights about the audience group.
The survey started with screener questions on online communication
habits and continued with questions regarding the respondents’ jobs and
companies.

The survey was posted on www.efluentials.com and was hosted by
Burson-Marsteller. SAP sent emails to 20 000 randomly selected SAP
community members, inviting them to take the survey. During this proj-
ect, Burson-Marsteller did not handle the actual email addresses of SAP
community members.To protect the respondents’ privacy, SAP assigned
unique ID numbers to each potential respondent. Burson-Marsteller
used these ID numbers to tally individual responses and analyse data.

Between the dates of 11 June and 23 June 2003, 1978 SAP community
members from over 90 countries completed the survey. The highest
number of responses came from the US (19%), Germany (19%), the UK
(9%), Canada (5%), Australia (4%) and Holland (3%). Once the data were
collected, Burson-Marsteller applied the answers from the screener
questions to the algorithm and gave a score to each respondent. Almost
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4 in 10 (39%) respondents qualified to be e-fluentials. Burson-Marsteller
created a list of SAP’s e-fluential clients and prospects using the unique
ID numbers.

Results
The survey results showed that SAP e-fluentials were:

m Similar to the typical US e-fluentials described in Burson-Marsteller’s
2001 benchmark study.
m Significantly different than the non-e-fluentials in the SAP communities.

These key trends confirmed that the algorithm worked. A unique
group with strong tendencies to generate and participate in word of
mouth activities was identified.

Similar to the larger population of US e-fluentials, SAP’s online
influencers forwarded news and Web information (100%), emailed
companies (97%), and provided feedback to websites (95%). As a
professional IT community, SAP’s online influencers (95%) were
more likely than the general US e-fluential population (81%) to make
business contacts online (Figure 7.1).

O SAP e-fluentials (n=740) B General US e-fluential population*(n =525) |
1
Forward news and Web information 95%0 &
o
Email companies g;é:
Provide feedback to websites 3322
Make business contacts online 81% 95%
Post messages to newsgroups 85% 94%
; 92%
Post messages to bulletin boards 85%
. 78%
Post messages to listservs _ 85%
Make friends online 77%34%
i ; N " 75%
Participate in chat discussions — 75%
. . . . 68%
Email news and media organizations —E&)
Email politicians | 4%

Figure 7.1 e-fluentials’ online communication habits
*Source: Burson-Marsteller, e-fluentials Study, 2001
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O SAP e-fluentials (n=740) B SAP non-e-fluentials (n=1238) |

-
Forward news and Web information 94%1 00%
i ; 97%
Email companies A ©
Provide feedback to websites 97%

82%

Make business contacts online . | ——— 7, 95%

Post messages to newsgroups _ 5% 194%

' 1 92%
Post messages to bulletin boards — 4% °

Post messages to listservs _ 7% 178%

i i 77%
Make friends online ——'39%
Participate in chat discussions —SQ%—I 5%

Email news and media organizations 3% 68%

4o g 44%
Email politicians _W’ °

Figure 7.2 SAP e-fluentials vs SAP non-e-fluentials

Burson-Marsteller also compared the e-fluentials among the SAP
audience to their non-e-fluential counterparts. SAP e-fluentials were
consistently more active users of online communication channels.
For example, they were significantly more likely than non-e-fluentials
to email companies (97% vs 82%, respectively), provide feedback
to websites (97% vs 82%, respectively), make business contacts
online (95% vs 71%, respectively), and post messages to newsgroups
(94% vs 35%, respectively) and online bulletin boards (92% vs 44%,
respectively) (see Figure 7.2).

Since there were no significant differences between SAP e-fluentials’
and non-e-fluentials’ geographic background, their behavioral variance
could not be attributed to cultural traits. Both groups were mainly from
Germany, the USA and the UK (Figure 7.3).

| B SAP e-fluentials m SAP non-e-fluentials |

1

Germany —?‘ 2%
179
USA —/ 20%

8%
UK 10%

Australia

Canada

Figure 7.3 Geographic distribution of SAP e-fluentials
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The viral marketing campaign

Following this analysis, SAP devised a viral marketing campaign
targeting e-fluentials. The company developed an interactive webclip
informing its community of IT professionals about its new enterprise
solutions. SAP emailed the webclip to its e-fluentials (z = 776) and
to a control group of non-e-fluential community members (z = 776).
It also tracked the number of emails that were opened, read and
passed on.

Seventy-one per cent of SAP e-fluentials opened and read the
message. Each recipient interacted with the message at least twice -
clicking on a link, printing information, or filling out the ‘contact us’
section. SAP also traced the way its e-fluential members spread
the message online and measured the extended reach of its online
promotion. Among the community members who opened and read
the message, SAP’s e-fluentials were slightly more likely than non-e-
fluentials to forward the creative piece to their peers and colleagues
(8.5% vs 6.6%, respectively).

There were significant differences between how third parties
responded to messages received from e-fluentials and non-e-fluentials.
Third parties were more likely to consider e-fluentials as trusted
sources of information than non-e-fluentials. The emails forwarded by
SAP’s e-fluentials were almost twice as likely to be opened than those
forwarded by non-e-fluentials (27% vs 14%, respectively).

Measuring success

When measuring the results of a targeted viral marketing campaign
online, it is important to consider the context in which the messages
are sent and received. There are several external factors which affect
the communication between a company and its audience, as well as
the buzz following a viral marketing campaign (Figure 7.4).

Evaluating the SAP viral campaign

Awareness of SAP

SAP used online marketing research to derive a list of e-fluentials
among its audience who could spread the word about its products
online and offline. The creative email was read thoroughly by most
(71%) SAP e-fluentials who clicked on and downloaded information
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Checklist for measuring the success of viral marketing campaigns

1 The audience's familiarity with the brand, product and company
* Do they know about the company?
* How often have they heard the brand name in the past year?
* Have they used the product?
2 The audience's level of involvement with the brand, product and company
* Do they use the product regularly?
* Do they hear or talk about the company regularly?
* How many times have they received calls, mailings, or emails from the company in the
past year?
3 Current nature of attitudes towards the brand, product and company
* Have they heard positive or negative comments about the brand?
* Do they say or write positive or negative comments about the brand online and/or
offline?
* What is their overall impression of the brand, product and company?
4 The issue's urgency and relevance for the audience
* Does the message require immediate attention and follow-up?
¢ |s the information related to the audience's work or demographic background?
5 The perceived benefits for the audience
* Does the promotion help audience members improve their work performance? Will they
see the improvement in the short term or long term?
* Does the information have an impact on their personal lives? Will they note the impact
in the short term or long term?
6 The creative appeal of the content (i.e. design and writing style)
* Does the email message have a catchy subject line?
¢ |s the written copy clear?
* Does the design draw the reader's attention to the key messages?
7 Content accessibility
e |s it easy to read and navigate through the main message areas?
* Are there additional links or pop-ups?
* Do readers have to scroll below the main message area to get additional information?
8 Cross-cultural communication
¢ Is there a uniform interpretation of key messages across social, cultural and work-field
boundaries?

Figure 7.4 Checklist for measuring the success of viral marketing campaigns

about SAP solutions. The campaign generated awareness of SAP’s new
product offerings and planted the seeds for expert discussions on SAP
solutions among the e-fluentials and their peers.

Involvement with SAP

The SAP e-fluentials had been active members of the SAP online
community for two years prior to the campaign. They posted opin-
ions on SAP discussion boards, attended industry events and received
e-newsletters and other messages from the company on a regular
basis. The e-fluentials who recognized SAP’s brand name in the
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subject line might have felt inclined to click open the emails they
received, as they were familiar with the vendor and they had partici-
pated in discussions about its products. Additionally, SAP community
members’ existing engagements with the company might have
bolstered their response rate to the email survey and their interest in
the creative email content.

Email content and access

The creative email contained evergreen information that could be
used to improve the recipients’ work at any time they chose to learn
about the products and contact SAP. The SAP products introduced in
the email offered long-term benefits to the audience.The pass-on rates
could have been even higher if the email had been about an urgent
matter that needed immediate attention (e.g. product recall, corporate
discount, etc.).

The high click-through rates and the number of activities SAP
e-fluentials performed within the email creative suggest that the
recipients did not have trouble accessing the main message areas.
They were engaged in the content.

e-fluential psychographics are universal

The typical e-fluentials described in Burson-Marsteller’s studies of US
online adults exhibited communication patterns similar to the multi-
national group of SAP e-fluentials (see Figure 7.1). The parallel behav-
iour of the two e-fluentials samples suggests that online influencers’
Internet communication habits are universal. Within the group of SAP
e-fluentials, IT community membership and common industry experi-
ence may have additionally neutralized cultural differences. While lan-
guage, custom and culture may affect the way e-fluentials perceive and
react to creative marketing materials, their online behaviour appears
to cross borders and follow the model described in Burson-Marsteller
studies.

This project demonstrated the value of implementing quantitative
research to identify online influencers and focusing marketing efforts
on these powerful stakeholders. As a result of its online outreach,
SAP familiarized itself with its most influential community members
and further enhanced relations with them. The e-fluentials became
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SAP’s brand evangelists and put their expert-approval seal on the new
products. SAP successfully used Internet-based communications to
bolster its reputation within the IT community.

Recommendations for identifying online public opinion
leaders

The results of viral marketing initiatives can be measured online, pro-
viding an accurate account of campaign reach and brand awareness.
The e-fluentials formula enables marketers to predict which individuals
are significantly more likely to pass along and discuss messages online
and offline. Email forwards, site-registration entries, messages posted on
discussion boards and blogs are some of the metrics that illustrate how
small, but powerful target audiences pass along messages to critical
masses.

Companies can apply the efluentials knowledge to their business,
identify their own set of online public opinion leaders and turn them
into brand advocates. Below are steps for measuring campaign results,
demonstrating the return on viral marketing investments and managing
relations with opinion leaders:

1. Identify the universe: What audience groups would you like to reach
and influence? This group can be identified in terms of demographic
characteristics (e.g. women under the age of 45), behaviours (e.g.
people who manage their own finances), or attitudes (e.g. people
who think technology unites families).

2. Think of opinion-leader criteria and classify the target audience
group: In addition to e-fluential communication habits, what are some
relevant characteristics for opinion leaders in your field? Opinion
leaders who discuss automobiles online and attend car shows every
year might be a desirable segment for automobile manufacturers.
Opinion leaders who watch cooking shows on a weekly basis and
exchange recipes online might be a more suitable group of opinion
leaders for a supermarket chain or a cooking magazine.

3. Generate list(s): What channels can you use to create an opt-in list of
people who might fit the opinion-leader profile? You can screen for
opinion leaders among stakeholders who agree to receive communi-
cations from your company by registering on the company website,
giving their information at a conference booth, or signing up during
an industry event.

4. Create a poll for list members to take: Develop a survey including
screening questions to identify the opinion leaders among your
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stakeholders. Ask questions about behaviours and attitudes that
would qualify them as thought leaders in your field. Partner with an
online research firm to host the survey online. Invite the list mem-
bers to take the survey.

5. Identify the opinion leaders based on study results: Analyse the
answers to screening questions to define the e-fluentials and non-
e-fluentials in your sample. Study the e-fluentials’ responses to
other questions regarding their attitudes towards industry issues,
use of your company’s products, and the buzz they generate
online and offline about your business.

6. Start communicating with your opinion leaders: Opinion leaders
crave knowledge.They like to have insider information from primary
sources. Offer to send them e-newsletters and white papers about
new products and industry trends. Give them a chance to try your
services then take their feedback. In times of crisis, alert them to
messages from senior-level executives demystifying rumours about
the company.

7. Be prepared to greet them, if they visit again: e-fluentials often visit
company websites before making up their mind about an issue.
Track your e-fluential stakeholders’ visits to your company website.
How frequently do they return to the website? Which areas do they
visit? How long do they stay? Be sure to respond to their queries in a
timely fashion. They like to check multiple sources to verify the
facts. Be transparent and provide them with objective sources of
information.

Conclusion

As the SAP case demonstrates, viral marketing campaigns targeting online
public opinion leaders can successfully incorporate research and cus-
tomer relationship management.The e-fluentials formula also shows how
marketers can prove return on investment by quantifying viral marketing
campaigns. Opinion leaders’ profiles reveal who receives brand messages,
how information disseminates through peer-to-peer networks, how far
product- or company-related stories travel, and the overall impact of the
campaign in the marketplace.

The Internet is no longer an abyss of chatter. Online research can
identify opinion leaders, track their behaviour and illustrate how word
of mouth works. Marketing practitioners can extend the lifetime of viral
campaigns by getting to know the opinion leaders interested in their
brands, earning their trust and communicating with them as business
partners on an ongoing basis.
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Takeaway points

m Online opinion leaders (e-fluentials) are influential gate-keepers
and diffusers of information on the Internet. They should be a
high-priority target group in viral marketing campaigns.

m e-fluentials make up 10% of the online population, and are character-
ized by their frequent and extensive online communication habits.

m On average, e-fluentials will tell their experience with a company
to 14 other people.

m e-fluentials are trusted experts. People are more likely to open and
read company, brand, or product information when it has been
forwarded by an e-fluential.

m Companies should focus CRM initiatives on developing partnerships
with e-fluentials, soliciting e-fluentials’ feedback on product/service
developments and informing them about new initiatives.

Notes and references

1 Burson-Marsteller, e-fluentials Study, 2001.

2 Burson-Marsteller, e-fluentials Study, 1999.

3 Ibid.

4 Burson-Marsteller, e-fluentials Study, 2001.

5 Burson-Marsteller, Corporate Rumors Study, 2003.
6 Burson-Marsteller, e-fluentials Study, 2001.
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When the Internet started to gain some serious traction in the mid
1990s, it was as if the world’s largest focus group had suddenly
appeared. Granted, the Web is a virtual space filled with a great deal
of superfluous information, but it’s also home to a wealth of useful
consumer, shareholder, brand and competitor intelligence. In many ways,
the Internet is like a map of the US. It may be composed of millions
upon millions of acres of information, but consumers’ population
density - their demographic concentration - is relatively finite. What's
more, this virtual landscape is readily available for analysis, feedback and
two-way communication.

Put simply, the Web provides businesses with an unrivalled opportu-
nity to listen to customers. And listening to target audiences and other
stakeholders (such as shareholders and public interest groups) provides
businesses - especially those with consumer brands - with exceptional
opportunities to learn from, protect and grow their customer base.

Since the late 1990s, the challenge has been to find an effective way
to gather that data and then categorize, analyse and transform it into
actionable information which positively impacts a company’s bottom
line. In short, the task at hand was, and remains, to collect and collate
‘business intelligence’.

From a technological perspective, there is an entire hardware and soft-
ware industry built up around data storage, gathering and analysis. But the
real challenge, and the ultimate goal, has far less to do with technology
and more to do with knowing how to interpret this data and how to use
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such intelligence hand-in-hand with connected marketing strategies to
generate buzzworthy PR for clients.This chapter explores how to achieve
this goal and, in doing so, demonstrates how maximum benefit can be
extracted from Web users as the ultimate online focus group.

Business intelligence — the basics

Before discussing online monitoring and business intelligence in the
context of connected marketing, it’s worth going back to basics to
define the general term ‘business intelligence’. Searchcrm.com offers
this contemporary definition:

A broad category of applications and technologies for gathering,
storing, analyzing, and providing access to data to help enterprise
users make better business decisions. BI applications include the
activities of decision support systems, query and reporting, online
analytical processing (OLAP), statistical analyses, forecasting and
data mining. . . .

It’s a decent definition, but it doesn’t really get to the meat of things; it
underscores the technological bias and limitations of so many corporate
intelligence endeavours. More accurate is a qualitative description such as:
business intelligence refers to companies’ efforts to obtain and closely
assess knowledge gathered from data about their enterprises - and/or
those of competitors - that generates actionable analysis, which means it
improves efficiencies, enhances strategic planning and increases profitabil-
ity If it doesn’t benefit the bottom line, there’s not much intelligence to it.

Before the emergence of the Web, business intelligence was, primarily,
a private effort for corporations whose internal departments, such as
customer service, manually tracked incoming information or captured it
via technologies (for example, automated call logs). On the consumer side
that effort was, in many ways, all about companies talking to themselves.
They may have collected a small amount of objective customer data from
focus groups, phone interviews, or printed surveys, but most information
took the form of in-house statistics or inbound communications such as
sales numbers and customer complaints.

A brief historical overview of business intelligence reveals how
far this field has developed. From the heyday of punk rock in the 1970s
through the British New Wave invasion of the 1980s, if you were a
corporate executive and wanted access to company intelligence, you
usually had to turn to the IT department, which reigned over informa-
tion gathering, exchange and storage. The response to such a request
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often consisted of a spreadsheet of sometimes useful but often useless
statistics without a clear methodology for interpretation. As club kids
were moving from the glam rock of the late 1980s to electronic house in
the 1990s, the business world saw a shift toward client/server systems,
data warehousing and data mining. In this era, some companies recog-
nized the value of intelligence gathered on a regular, often daily basis,
such as transactional records, customer enquiries and complaints. Data
analysis tools emerged, most of which were based on SQL (Structured
Query Language), and there was an increased interest in standardizing
information-gathering, reporting and dissemination methodologies.

According to data warehousing analyst Tom Burzinski, business intelli-
gence grew out of technological developments that enabled companies
‘to use historical data collected over a period of time to predict trends’.!
That predictive role remains important today, as does the recognition that
developing and using technology is only the first step in most corporate
data gathering endeavours. Automated trend reports and number crunch-
ing are, ultimately, as useless as they sound unless they offer insights into
what’s working (or what isn’t working) for a company to achieve
its goals. The true intelligence in business intelligence, at least in the
advertising industry, is the value delivered by marketing communications
professionals. They are trained to assess information and transform it into
actionable knowledge that protects corporations, maximizes promotional
efforts and increases customer acquisition, satisfaction and loyalty.

Amass intelligence

The 1990s are over and grunge rock is dead. It’s a moment in history
when many of us who work in online marketing in the new millennium
are so savvy about the Internet that we hardly remember a time when
it was a vast unknown resource yet to be tapped. We take in stride the
fact that the Web has created immense opportunities and significant
challenges in polling efforts, and in marketing and communications,
including providing brands and corporations with early warning signals
from a PR perspective. We all nod in agreement that there’s a lot of
garbage online, that porn and gambling run rampant. But we also take
pride in knowing that the Web is filled with diamonds in the rough and
that when you can access the opinions of and conversations among
tens of millions of people, you're bound to find some customer relation-
ship management (CRM) gems.

That’s why the Internet’s affinity for passion interests is such a boon
to marketers - whether these interests are topic-related, such as sports
and technology message boards, or conventionally demographic, as is
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true of portals for the young and old.Audience segmentation on the Web
allows for more targeted, ongoing and effective two-way communication
between corporations and their stakeholders than ever before.

The Internet is a medium in which consumers give voice to opinions
in much broader and diverse ways than in letters to the editor or on
talk radio. Imagine, for a minute, a TV executive who wants to find out
what viewers think about one of her soap operas. She used to read fan
mail in the rags and once in a while she would shell out cash for a few
focus groups. What does she do now? She hires an online monitoring
specialist to tap into what 15 000 of her show’s fans are saying on
the Web about the series, the actors and the storylines, and obtains
consumer intelligence more immediate, detailed and informative than
she had ever dreamed possible.

On the Internet, consumers talk at all times of the day or night, even
if no one listens. We’re all aware of the 24/7 nature of the medium - it’s
on all day, every day so that news, opinions and controversies can break
at any moment. All of which begs the need to monitor what’s being
said, to listen to and discern what matters most and, when appropriate,
to respond as quickly and effectively as possible.

In contrast to the portrait of the Web just outlined, when business
intelligence was coming of age in the late 1990s, most companies with an
online toehold were focused myopically on counting eyeballs, measuring
stickiness and logging clicks. While those firms were hiring designers to
build expensive, splashy sites (they believed the hype of the Field of
Dreams online marketing mentality - ‘If you build it consumers will
come’), practitioners such as New Media Strategies were founded on the
premise that organizations need to listen to and talk with their customers
where they live online.This philosophy is as powerful today as it was in
the late 1990s: marketers need to take brands, promotions and conversa-
tions to online communities instead of waiting for the communities to
come to clients.

Online monitoring and business intelligence should be focused on
CRM and return on investment (ROI) from the start. Best practices in
this industry have to include active listening to and communicating
with consumers. They must also include the collection and analysis of
actionable data that enables clients to tap into, understand and respond
to what customers, shareholders and competitors are saying about
them, their brands and their services. The intelligence industry is as
simple and as complicated as that.

With the rise of the Internet, business intelligence source material
has become more diverse, public and complex. It now includes stories
published on legitimate news sites, as well as consumer attitudes
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and opinions posted on message boards, blogs, in chatrooms and
other online venues. Unlike conventional market research, if you know
where to look, and what you're seeing on the Internet, you're dealing
with intelligence that’s unfiltered, honest and, when delivered to
clients in a user-friendly and effective format, actionable. But it’s impor-
tant to remember that unfiltered information cuts both ways - on the
one hand, it can offer positive feedback on brands and products and
prompt enthusiastic consumer-to-consumer (C2C) buzz; on the other,
it can showcase the Web’s penchant for unfounded rumours, breaches
of confidentiality and can generate negative C2C communications.
Capturing and understanding the nuances of this unfiltered data are,
then, basic components of the online monitoring and business intelli-
gence enterprise, as is knowing what to do with the knowledge once
you have it.

The online intelligence game can be as rudimentary as automatically
scanning the Web for logos, trademarks and patents, and alerting clients
to copyright infringements. It can involve monitoring digital assets (for
example, software, music, electronic books and films), tracking piracy
cases and issuing Cease and Desist letters.

While brand infringement and related services are helpful - especially
for industries that adhere to government regulations and/or demand
compliance and consistency among affiliate and partner networks (for
example, pharmaceuticals, financial services and insurance) - the most
dynamic and useful intelligence applications are far more complex.

When executed well, online monitoring and business intelligence
serves multiple purposes:

m It's an early warning PR system essential to brand development and
protection - it taps into what information is circulating on the Internet
that may not be intended for public knowledge, or may be damaging to
a corporate or brand identity.

m It assesses brand awareness - it scans who’s talking about a brand
and its products and what they’re saying.

m It evaluates the effectiveness of marketing campaigns - it tracks
promotional themes that resonate with or alienate customers.

m It gathers competitor data - it evaluates aspects of competitor products
that excite consumers.

These types of business intelligence provide organizations with
diverse benefits, especially when coupled with messaging designed
to amplify positive online conversations or intervene in and reduce
negative buzz.The following case study demonstrates this point.
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Case Study I: Royal Ahold

Issue: Royal Ahold was overshadowed in the US by its subsidiary brands
and was intent on maintaining a strong standing among its investors. In
2003, the company found some internal accounting irregularities and
was concerned about the negative impact of this discovery on investor
and consumer confidence and brand perception, especially in an era of
Enron and World Com scandals.

Background: NMS conducted online research on the perceptions of
and responses to Royal Ahold’s accounting challenges as soon as the
news broke. The research revealed negative buzz focused on Royal
Ahold’s financial stability, plus concern that the accounting discrepan-
cies reflected larger corporate problems. Analysis of these online
conversations generated two primary responses: (l) to assure all
stakeholders that the accounting issues were an isolated incident;
and (2) to underscore that the mishap did not and would not impact
Royal Ahold’s long-term viability and valuation. A PR strategy
was developed by NMS in keeping with this analysis, and strategic
messages were successfully targeted to industry insiders and Royal
Ahold’s investors and consumers.

Results: While online intelligence initially offered evidence of damage
to investor confidence and to the brand, the tenor of online conver-
sations shifted and improved dramatically soon after the PR campaign
was launched. This response provided the client with evidence of the
importance of listening to and conversing with online stakeholders
and industry leaders.

Whether a project is simple or complex, online monitoring and busi-
ness intelligence depends on understanding the industry sector, data
needs, and PR and marketing objectives of the business in question. It also
requires you to define the scope of the online universe and categorize the
information generated. In other words, online intelligence uses the best of
technology to pull knowledge from the Web, and the right methodology
to determine what data to collect and how to slice and dice it.The goal is,
then, to quantify and qualify. This means business intelligence practitioners
have to ask and answer a range of incisive questions:

m What constitutes a client’s universe (industry sector, existing con-
sumers, target demographics, competitors), and what are their priori-
ties and objectives (PR crisis management, brand awareness, tracking
trade regulations)?
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B Where on the Web are consumers and other stakeholders talking about
clients, competitors and/or their industry sector?

B Where are consumers and other stakeholders not talking about clients,
competitors and/or their industry sector?

B What is being said about clients, brands and products (positive, nega-
tive, neutral) in static content (such as newspaper articles online), and
in consumer-generated interactive content (news groups, message
boards, blogs, chatrooms)?

B Who'’s talking about competitors and what are they saying?

The art of intelligence

Asking the above questions is an important first step, but the real art of
online monitoring and business intelligence is making sure the answers
are germane to a client’s bottom line and business objectives. In the
case of Royal Ahold, that meant not only listening to what was being
said on the Web, but also crafting a strategy for how to improve the
tone of those conversations and how to quell investor and consumer
concerns effectively.

If technology and methodology are the first two key components of
data gathering efforts then the third is professional analysis, which means
turning the intelligence into business intelligence, and translating analysis
into action. Businesses need to know: what’s being said about their
brands and products? What does it mean? And what can they do about it?
Or put another way: how can they influence or magnify conversations
online? The goal is to keep an eye on corporate watchtowers and make
sure the brand’s perspective is focused enough to guard current market
share, and broad enough to grow it strategically.

Like copyright infringement and compliance projects, high-level online
monitoring and business intelligence analysis involves asking and answer-
ing questions. But it’s less about information gathering and more about
drilling down into and interpreting data, and packaging the results in a
way that’s informative and actionable. This suggests one of the primary
ways in which online intelligence can be part and parcel of connected
marketing strategies. If a company’s goal is to track brand awareness
during a new marketing campaign, then the intelligence gathering
process might look like this:

m Determine the scope of the Web universe relevant to the brand and
product, and understand the consumer demographics and targets.

m Conduct a baseline audit of brand awareness prior to the launch
of the marketing campaign with a view to understanding: who is
talking about the brand (and competitor brands); where are those
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conversations taking place; and what is being said (positive, negative
and neutral)?

B Track the volume of online discussion and perception before the cam-
paign launch and during the campaign in order to monitor buzz peaks
and valleys, and to map shifts in sentiment and attitude over time.

While marketing efforts often work hand-in-hand with data gathering,
sometimes campaigns precede the need for online intelligence and brand
protection, as we see in the following case study:

Case Study 2: Burger King

Background: Phase | of the project was to develop and execute an
online viral campaign to market one of Burger King’s toy promotions.
During the course of the campaign, two children allegedly suffered
injuries while playing with the toys. This launched Phase 2 of the
project, which was designed to evaluate and quell public perception of
the allegations and to facilitate Burger King’s recall of 25 million toys.

Strategy: During Phase |, a viral campaign was launched that targeted
a broad range of online communities. During the course of this cam-
paign, NMS worked closely with webmasters and online influencers
to promote Burger King’s toys. For Phase 2, the focus was on brand
reputation management, brand protection and consumer intelligence
to determine (l) what people were saying online about Burger King
and its toys; and (2) what concerns, opinions, or complaints were
being expressed by customers and other interested parties (which
included parents, children, toy collectors and visitors to general
interest sites). Appropriate online brand and CRM tactics were
developed. A dynamic and innovative online campaign was launched
to spread the word about the toys to at-risk groups and to correct
erroneous consumer information about the recall. As part of the
campaign, Burger King’s customers were engaged in real-time dia-
logue about the potential dangers of the toys.

Results: Phase | reached an estimated 30 million targeted consumers
online and helped contribute to the largest toy promotion in US his-
tory. Phase 2 provided Burger King with intelligence that enabled the
brand to understand customer attitudes in real-time, and to adjust its
online brand and CRM services in response. The recall efforts were
so successful — and so positively received online — that they earned
praise for Burger King in the Washington Post and from Associated
Press and Reuters.
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As the case studies illustrate, online monitoring and business intelli-
gence is all about asking and responding to diverse yet always strategic
questions. The answers provide businesses with actionable data that can
be either short- or long-term in focus. For example, early in a new market-
ing campaign, online intelligence can deliver information regarding pro-
motional elements that are alienating consumers, which could prompt
the revision of creative material or other aspects of the campaign.
Conversely, research can provide information on secondary marketing
elements that resonate with customers to an unanticipated degree, which
could be built up for the duration of the online campaign. Longer-term
strategies include providing advice regarding product development (in
light of campaign feedback or research on competitor brands), suggest-
ing future campaign ideas, and offering more general trend analysis and
business predictions.

Conclusion: the bottom line

It’s a truism that competition among consumer brands has hit an
all-time high, and that demand for innovative marketing and CRM
strategies is more crucial than ever. But it’s a truism worth repeating
because corporations are increasingly hard-pressed to find ways to
maintain their market share, never mind grow it. Getting ahead of
the curve in a climate of fierce competition means knowing what
consumers, competitors and other stakeholders are saying about
clients, their products and brands. It also means knowing how to
respond quickly and effectively to what’s being said and understand-
ing the implications of that buzz in the short run and over the long
haul.

There’s been a huge increase in the use of online monitoring and busi-
ness intelligence services over the past six years, across a widening
breadth of industries. More and more companies understand that if they
represent a major brand, or if their products and services touch con-
sumers and other stakeholders across communities, they need to pay
attention to what’s being said - or what’s not being said - on the Internet.
That need is only going to grow as high-speed access increases, as online
ad spending continues to rise and as companies strive to cultivate best
practices.

Having and holding onto a competitive edge has never been more
important than it is today or than it will be in the foreseeable future.The
good news is that CEOs love to know what stakeholders are saying about
them and their corporations. The even better news is that for brands to
maintain and grow market share, and for product development to thrive,
companies absolutely need to know what people are saying about them.
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Enter online monitoring and business intelligence - it will help you listen,
help you communicate and most of all, make sure you keep your competi-
tive edge.

Takeaway points

m The Internet provides an unrivalled opportunity to listen to
stakeholders, 24/7.

m Business intelligence analysis is less about gathering data and more
about drilling down into and interpreting data.

m [f business intelligence doesn’t benefit a client’s bottom line, there’s
not much intelligence to it.

m Internet market research is unfiltered and honest, but this can
cut both ways — the Web is a forum for positive feedback and
consumer-to-consumer buzz, while also a vehicle for unfounded
rumour.

m Businesses need to find out where their customers live online
and listen and talk to them in these places, in real-time whenever
possible.

m Online monitoring and business intelligence enables organizations
to listen to and communicate with consumers, which helps them
to build or maintain a competitive edge.

Reference

1 Burzinski, T. (2004) Business Intelligence: Today’s Decisions, Yesterday'’s
Data,2 March, devx.com.



Changing the game
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Television ratings continue to decline, personal video recorders enable
viewers to zip past TV ads, and commercial-free satellite radio is shaking
up the radio industry. Consumers are demonstrating with their remote
controls and their wallets that, given a choice, they would much prefer
not to have their entertainment experience interrupted, thank you very
much.

For brand marketers relying on capturing the attention of an increasingly
impatient and distracted consumer, there are major shifts taking place in
technology and audience behaviour that are turning the business of adver-
tising into a whole new game - literally.

Games are a wildly popular medium and represent a fertile new
territory in which to engage customers in ways that are impossible with
traditional advertising. Coca-Cola, Nabisco, Nokia, Procter & Gamble and
many other international brands have been using games for years as an
important component of their integrated marketing mix. More and more
smart marketers are waking up to the fact that games and game-like
interactions are the ultimate integration of brand and entertainment,
and present an unbridled opportunity to maximize the benefits of
connected marketing strategies.

In the past few years, a growing number of companies have started
to rely on the power of ‘advergaming’, a genre that sets out to exploit
commercially the unique characteristics inherent in computer gaming.

There are two main types of advergames: those that make use of
in-game advertising via devices such as product placement (Tony Hawk’s
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skater game, played on Xbox, PS2, or the PC is one of the best cases in
point); and online branded games, specifically created to support a brand
or product. In some cases, the gameplay will revolve around the product
itself, as in the case of a US Army recruitment game discussed later in this
chapter.

The former are capable of creating word of mouth and buzz, espe-
cially if they’re topical, such as FIFA 20006; but it’s the latter that have
the most potential when it comes to connected marketing. Beyond
the simple appeal of the stickiness of these promotional tools to
inspire lengthy and repeat interaction, they can also generate valuable
customer data, and enormous traffic through online forward-to-friend
activity.

Whatever the style of advergame though, they provide a way of inte-
grating product awareness into the entertainment experience itself
without detracting from or interrupting enjoyment of the experience.
Not that this is anything new; products have been strategically placed
in television shows and films for years.The difference now is that, with
games, marketers and advertisers can get away with completely design-
ing entertainment around a brand - and at a minimal cost compared
with devices such as product placement. There are also opportunities
for definitive and precise measurement of who is interacting with the
entertainment and for how long.

It’s these inherent qualities of advergaming that make it such an
exciting medium for marketers and advertisers.This chapter illustrates
this in more detail and shows how you can maximize the potential of
advergaming.

Computer gaming: even bigger than the movie business?

The advergaming business alone is expected to grow to a billion-dollar
industry by 2008. In the same period, the market for cell-phone games
is expected to grow to US$1.7 billion.The video game market generates
billions of dollars more revenue than Hollywood every year. ACNeilsen
predicts that within just four years the film industry will be only one
third the size of the computer games market.!

If you want to see an early indication of this, in its first weekend on
sale, the computer game Halo 2 generated sales of over US$125 million,
while The Incredibles, the number one film in the country opening the
same weekend, grossed US$70 million.

But to exploit the computer games sector fully, it needs more than an
awareness of how big the potential market is. Marketers must appreciate
what makes gaming so different from other media.
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Interactivity beats passivity every time

It’s not just the popularity of games that makes them so appealing as
an advertising medium; it’s the way consumers are involved in a game
that offers unique advantages. Marketers must leverage this engage-
ment to get their messages across, or even to go as far as changing
brand perception.

With games, consumers are engaged in an interactive versus a passive
experience, a lean-forward versus a lean-back experience. With a televi-
sion ad, the best-case scenario is to get 30-60 seconds of a consumer’s
attention and interest. With a branded game, an advertiser has the very
real potential of getting hours of undivided, proactive attention. Instead
of trying to compete for a few seconds of an unengaged customer’s
attention, games can immerse the consumer in a world designed by an
advertiser. These worlds can combine brand associations with fantasy
worlds of wish fulfilment, challenges or quests, athletic feats, humour,
irreverence, or other attributes relevant to a particular brand message
or identity.

The ultimate in social networking

Gaming is a social medium. It offers opportunities for users to challenge
each other and to recommend games to their friends. Some branded
games are multiplayer, a platform that enables peers and/or strangers
to interact in a social setting. The potential for embedding marketing
messages and using connected marketing techniques to spread those
messages is huge.

Inform, educate and entertain

Games have always provided an opportunity to involve, educate and
inform people.They are entertaining, thought-provoking, require focused
attention and, in many cases, are social exercises. From our earliest educa-
tion, we learn best in the form of games and social play. Teachers make
games out of seeing who can answer a question first, who can find
what’s wrong with a picture, or getting us to form teams to solve puzzles.
Serious games are used as vital tools with an educational purpose to
teach everything from how to make war, create health and wellness, or
vote in an election, to how to build an economy, operate on a heart, or fly
an airplane.
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Crossing demographic borders and gender gaps

Gaming now crosses all demographic boundaries. While the percep-
tion exists that gaming is the domain of testosterone- and pizza-
fuelled teenage boys, more than 50% of game players are 35 or older,
and mostly female, particularly online. In fact, according to a recent
study,” women comprise the largest segment of the online game-
playing audience. Clearly, these women are the ideal target audience
for brand marketers online. They are upscale, educated, professional
women who also use the Internet to interact socially, research prod-
uct information and shop.

Every new platform is a boon for marketers

Today, gaming opportunities for brand marketers exist on every major
digital platform, including televisions, digital phones, PDAs, PCs, the
Internet, console and hand-held games. With every new rollout of a digital
platform, from interactive TV to PDAs, games rank among the most popu-
lar applications, and are pushed forward by the manufacturer or service
provider as a showcase feature that sells hardware.

The growing benefits of advergames

Advergames offer the opportunity of mining consumer data that is
unheard of in traditional media. Advertisers have found that, in return
for the value of the game-playing experience, the audience is far
more likely to opt-in to sign up for future promotions and products,
or share personal information with an advertiser seeking a richer
database. Campaigns that integrate advergames will routinely get
50-75% of the participants choosing to opt-in to future messages or
promotions. For example, Honda’s contest to win a CR-V (see p. 136)
enabled the car manufacturer to gather valuable data about potential
customers.

Other advertisers have found that invaluable data can be gathered
by offering players in-game choices related to a product.The resulting
data can be used to create sophisticated psychographic profiles of
customers in order to build better products and promotions in the
future.

Branded online games can be produced for a lot less than the cost of
games designed for the console, PC, or handheld markets. While PC and
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console games could take years and millions of dollars to create, a
branded online game can be created in months, even weeks, with the
cost of entry as low as US$5000-15 000.

Finally, the distribution costs of branded online games make advertis-
ers drool. If a game is well targeted, has real play value, is innovative
and doesn’t beat players over the head with the branding or hard sell,
the players themselves will become the distribution channel and buzz
generators via forward-to-friend emails, blogs, chatrooms and word of
mouth. Without the limitations of an expensive media spend, games
can live on the Internet for a long time, virtually free. So build it well,
and they will play.

It looks certain that the advergaming phenomenon will continue to
develop, so investing now in how to best use the medium is a budget well
spent. New platforms and gaming techniques are emerging all the time.
The ‘ilovebees’ promotional game for Halo 2 and the MiniCooper hoax
site, among others, can be credited with helping to pioneer the trend
towards alternate reality gaming (ARG) or immersive gaming - a poten-
tially huge vehicle for connected marketing strategies. ARG draws the
gamer into a fantasy world that becomes entwined with their own reality
via devices such as hoax websites, treasure hunts and pre-recorded phone
calls.

In the UK in the 1980s, confectionery manufacturer Cadbury staged a
pioneering branded treasure hunt via a printed book that sent people
off to dig for golden eggs (in connection with its famous Cadbury’s
Creme Egg brand). A few years earlier author Kit Williams sent people
in search of a golden hare if they could crack a set of clues buried in
illustration and rhyme in his book Masquerade. Both books? generated
massive word of mouth and buzz. ARG takes the same idea, but has the
advantage of the Internet with its ability to generate even more word
of mouth and connect communities of people who have a common
interest.

Who'’s playing the game and how?

As already stated, there are broadly speaking two subsets of
advergames: games that make use of some kind of in-game advertising
such as product placement; and branded promotional games, which
are built specifically for the brand. In the past few years there have
been some notable examples of advertisers tapping into the power of
both types of advergame. Let’s look at some of these examples in
more detail.
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In-game advertising and marketing

This is similar to buying a 30-second ad slot in a television programme,
or buying hoardings at a sporting event - except that the medium is a
computer game that plays on one of the popular platforms such as
Xbox, PS2, or PC. By riding on the back of the game, advertisers can get
their message out to a target audience.

Buzz is often created, especially if there is a topical link in the real
world. For example, FIFA’s branding can be found on the promotional
hoardings featured in the computer game FIFA 2006, which in the
run-up to the football World Cup 2006, will be the focus of a great deal
of gameplay and buzz. Other less topical examples include the
McDonald’s brand being featured in 7he Sims. This technique is still
capable of generating some buzz, but on a limited scale (there will be
some kudos attached to eating at McDonald’s in The Sims, so it is likely
to be talked about).

Branded promotional games

This is where a game is actually created by the brand itself to support
and promote the brand - it’s sometimes referred to as advertainment.
Often the brand or product will form an integral part of the gameplay.
This doesn’t have to be the case, but the brand will always be a central
element of the game rather than riding on its back. The aim is for the
game to be so compelling that it gets passed around the Internet or on
mobile phones as the buzz increases and its popularity is communi-
cated via word of mouth.

The best examples of this kind of game are found among the
avalanche of games found on the Internet. Often a sweepstake-style
mechanic provides a huge incentive to play, while in other cases it’s
simply because the game is excellent. Driving games for automotive
companies are good examples, because the player is totally immersed
in a brand experience - even better if players can also challenge and
invite their friends to play.

Branded promotional games are a far more powerful connected
marketing tool than games that simply feature in-game advertising. As
well as building brand, creating awareness and generating response,
branded promotional games also enable marketers to collect valuable
data on customers.The following examples show how some branded
games are designed to achieve one or more of these objectives, while
others excel on a number of levels and can also have a direct effect
on sales.
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Case studies

M&M’s Flip the Mix at http://mms.kewlbox.com/: This game formed part of
a publicity campaign to announce M&M’s new colour, in a battle
between red and green. It also helped to build brand and the game
scored high as a piece of entertainment in its own right: it was played
eight million times for an average of 45 minutes to one hour per player.#

Kraft Food’s NabiscoWorld at www.nabiscoworld.com: This games com-
pendium continually reinforces brand messages by drawing more
than three million visitors a month to its website. It features over 80
different games, each incorporating a different Kraft brand.®

Nike at www.nikesoccer.com: The sports clothing and equipment manufac-
turer is one of the masters of the branded game, using games through-
out its website and as standalone microsites to promote basketball,
soccer, track and field, and many other sports. Nike’s games focus on
both real world skill development and playing the game itself. They often
feature cameos from top athletes in order to increase interest in the
sports that will pay off in equipment sales over time. The games rein-
force brand image in an entertaining and engaging way, and create buzz
that is now self-perpetuating because they are well executed and have
become known as the online games to play within the sport genre.

US Army recruitment at www.americasarmy.com: One of the most
ambitious and controversial advergames was created by the US Army
as a recruiting tool. Called America’s Army, it proved to be a highly suc-
cessful response generator. The game enables players to join the army,
go through basic training and fight terrorism. The game cost about
US$6.3 million to develop, and was designed with input from top games
designers and military strategists. It factors in such detail as players’
breathing, movement, stance and mastery of weapons. Within weeks of
the release, more than one million people downloaded the game.® For
better or worse, with more than three million registered players the
game is one of the most popular games on the Internet, causing some
to argue that the game is too effective in de-sensitizing civilians to war
and violence. Still, the US Army was so inspired by the results of the
game, it followed up with an upgraded CD release and has announced
plans for the creation of a games and simulations studio.

BBC’s Test the Nation at www.bbc.co.uk/testthenation: To encourage
viewers to tune into its Test the Nation series of TV programmes the
BBC runs quizzes on its website. This activity also builds brand when
the programme is not on the air. For its National IQ Test programme,
it also made the test available via a whole range of platforms including
the Web, WAP, mobile phone, interactive TV, and even pen and paper.
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Chrysler: The car manufacturer has used a variety of custom-branded
games involving its products in order to increase brand recognition and
purchasing intent among consumers. These games are also among the
best examples of branded games generating sales enquiries and actual
sales. Chrysler Golf resulted in a 33% increase in purchase intent, while
1000 of the 383 403 players of the Jeep 4x4 Trail of Life game have
bought Jeeps in the last 18 months.” Awareness of Dodge brands was
up 27.6% among Internet users who had played one of the games, and
other results included a purchase intent of 19.6% for Dodge brands,
and a boost in awareness of 24.7% of all Daimler—Chrysler brands.

Jeff Bell, Chrysler’s VP of marketing, spoke at the 2004 Jupiter Media
Advertising Forum about the importance of getting your brand into the
consumer’s ‘consideration set’ — the four or five brands the consumer
has narrowed their purchase down to — as early as possible. He
stressed that gaming was among the marketing channels that help to get
brands into popular culture and give the consumer experience of the
brand, as well as ‘top of the head’ awareness.

Ford’s Race On the Moon: Ford Motors used an advergame to promote
the Ford Escape SUV. The game involved a race that featured the Escape
and encouraged players to forward an email to friends asking them to
beat their best score. There was a 40% response rate to the initial email,
and an 80% response rate to the tell-a-friend emails. Ford also collected
data such as email addresses and vehicle colour preferences.®

Honda’s CR-V game: The Japanese automotive company created a slick
3D racing online advergame, designed around Honda car models and
engineered to play like an arcade game, even on a slow-speed connec-
tion. The game functioned as a market-research tool, asking players
to submit their age, address, occupation and hobbies before playing.
Honda rewarded registrants by entering them in a contest to win a
Honda CR-V.

The game yielded a 30% registration rate, and over 90% of registered
users played the game for an average of four and a half minutes. Based
on registration data, Honda was able to gather information about play-
ers’ hobbies, the types of cars they own, the age of their vehicles and
their car preferences.’

Miller Lite’s Virtual Racing League: By collecting codes from packs of
beer, players could tweak the cars in their online motor racing team
and race stock cars against their friends. This advergame showed
how an interface can be formed between the real and virtual worlds,
and is significant because it demonstrated how brands can link online
activities directly to actual purchases.!0
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Want to play? Four good reasons why

The previous examples demonstrate various advergames in action. Now
let’s look at the basics of why advergaming is so good at facilitating
successful connected marketing initiatives.

1. One of the most powerful reasons to use games for advertising is that a
game is far more likely to be sent from peer to peer than is a traditional
advertisement or commercial message. Whereas many video clips that
get passed on via the Internet lean towards an edgy sensibility, or even
a shock value, games can be designed to be appropriate for a much
wider range of advertisers and audiences. (That said, if you want to take
an edgy and more ‘out there’ approach, there’s probably no better
medium.)

2. A proven tenet of email marketing - and fast becoming one of mobile
phone marketing - is the power of forward-to-a-friend. People are
much more likely to open a message from somebody they know and
trust, such as a friend, associate, or family member. Digital promotions
of games via MMS, SMS, microsite email functions, or plain email mar-
keting, can facilitate this type of peer-to-peer interaction and generate a
level of third-party endorsement that is unheard of in traditional media.

3. Forwarded-from-a-friend messages generally have high open rates.
And a challenge from a friend is an even more irresistible method of
getting recipients to interact with the content. A message demands
to be opened, whereas a challenge demanding to be taken up is even
more compelling. You have to interact with it. You might ignore, or
read but not respond to, a joke, image, or clip sent to you - via email,
SMS, MMS, etc. - but to ignore a challenge from a friend is the equiva-
lent of admitting defeat. Most likely, the recipient will play the game
until they have had an opportunity to secure bragging rights.

4. A friend can say ‘Have you seen that TV ad?’. But unless this conversa-
tion is taking place online, you might never see the advertisement at
all. When a friend challenges another to play a branded online game
that has a ‘challenge a friend’ feature, the means and opportunity are
provided for the recipient to participate in the promotion right away.
This kind of immediacy is hard to achieve with any medium outside
the Internet.

Getting in the game: the options

For a marketer looking to tap into advergaming opportunities, a variety
of options exist that depend on the usual suspects of time, budget and



138 Connected Marketing Practice

threshold for risk. Games are not right for every marketing problem or
solution, and it’s helpful to look at the options available in the marketplace
when deciding where the opportunities cross-sect with the promotional
goals. Here are a few of the options available:

m Have a custom game created for you: These are online games
that have been designed around the unique features or benefits of a
product, service, or brand and can be located on the brand’s website,
or on a standalone microsite. The advantage of having it on the main
brand website is that it draws traffic to your entire Web presence.
The advantage of using a campaign microsite is that you can focus
the attention on specific calls-to-action, such as forward-to-a-friend,
registration, or discrete product promotion.

B Brand an existing game, or build a promotion around it: Many
advergame companies have libraries of games that can be re-skinned
and rebranded, for a price. The advantage of branding an existing
game is the lower cost of entry as you are renting the game on
(generally) a non-exclusive basis. The game has a proven appeal and
its rebranding can be turned around quickly with minimal production
needs.The downside is that these offerings tend to be generic and not
very innovative, product-relevant, or buzzworthy.

B Advertise in game portals such as Pogo, Gamesville or
Yahoo!’s game section: These sites attract a large loyal audience
that spends a lot of time online playing games. Simple interactive
games in ad banners have proven effective at dramatically increasing
click-through rates, and can be a good way to test the waters to see if
games work with your product.

m Seek out branding opportunities with game developers or pub-
lishers: Opportunities to push advertising into game environments
help to defray the increasingly expensive production costs for games
publishers and, when the advertising is included organically in the
content of the game, it can enhance the game experience. In one
study,!! 70% of gamers said that realistic brands make the game more
authentic. Tony Hawk’s skate games look more genuinely representa-
tive of real-world urban environments with realistic-looking billboards
than they would if the billboards had simple generic messages such as
‘drink soda’.

Ironically, for a game that featured a context that needed advertise-
ments to seem real, it would be a fake ad that would draw more attention
than a real one, simply by virtue of the fact that it seemed out of place.
Adpvertisers should be aware though that there is a fine line between in-
game advertising having the desired affect and it merely adding to the
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clutter and being little more than wallpaper. A company called Massive
has been formed to focus on ad-serving in video games. One of Massive’s
approaches is to make the passive ads dynamic within PC games if the
player is connected to the Web when they play. This approach ensures
that billboard-style ads are relevant and contextual, based on the player’s
criteria, such as location. While effective, this is an example of better
targeting rather than true connected marketing.

In short, a logo added to a generic game that has little relevance to a
brand creates little value. A custom game, on the other hand, with an
original concept that organically weaves the promotional value into the
entertainment experience, can provide great value - but it’s far more
expensive to create. Like anything else, you get what you pay for.

Creating a branded game

While games offer an ideal opportunity to involve your audience with a
product, service or message, as with any medium, you’ll want to make
sure you've done your homework in order to ensure the best results.

It’s not enough for a branded game to be popular if it’s not also
reaching the desired target audience, if it fails to gather information
about that audience, or if it fails to meet the basic objectives of the
promotion. Here are some helpful steps for creating and promoting a
branded game.

Define your objectives

Is the objective to create awareness, generate buzz, educate, generate
site traffic, look cool, or build loyalty? The objectives should be feasible
goals for the outcome of the campaign. After defining the objectives,
you can sometimes know whether or not an advergame approach is
even the correct way to go. Many times, it isn’t.

Define a call to action

Based on your objectives, what is the most realistic direct response you
can expect out of the promotion? The most entertaining and informa-
tional driving game about a car is not going to convert to immediate car
sales, but it could get somebody to sign up for a test drive, download a
PDE or ask for a brochure to be sent. As defined by the objectives, not
every advergame needs to have a call-to-action outside of getting people
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to send it to their friends. But many of the more successful advergames
have provided valuable net results for marketers looking for deeper
profiling information on customers, product feedback, leads for sales
follow-up, or yes, even conversion to sales.

Define the audience

This can take two steps: defining the audience of your brand, and then
defining that audience in the context of games and entertainment. For
example, if you find out that the audience for an online card store you are
trying to promote is primarily women between the ages of 35 and 50, and
the games they prefer are puzzles, card games and word games, that gives
you a logical starting point for your creative process. Men on the other
hand prefer ‘twitch’ or action games, simulations, aggressive games and
dark humour. Is your audience sentimental? Jaded? Are they game-literate?
Or do you need to focus on only basic types of interaction. Are they
broadband users who can tolerate big downloads? And, most importantly,
what would engage and inspire them to forward it to a peer, and where
does that answer cross-sect with what helps to meet your objective?

Find a hot button

One of the critical components to the creation of a buzzworthy online
advergaming campaign is finding a cultural hotspot. A topic that is hot
in the public’s eye presents an ideal opportunity to create an interaction
that takes the game beyond being simple entertainment for entertain-
ment’s sake. Look for an idea that a newspaper or magazine writer will
drool over because it lends itself to inclusion in coverage of a topic that
has been getting a lot of attention lately. A good example of a hot button
and the column inches that can be generated is the Condomi ‘Size Him
Up’ campaign discussed in Chapter 5.

One campaign, ‘Whack-a-flack’ (see www.whackaflack.com) by
e-tractions, had the objective of getting the attention of journalists who
get bombarded by messages from PR flacks on a daily basis. The game
made fun of the growing rift between journalists and PR professionals -
it enabled journalists to take out their frustrations on PR people by
bombarding them right back with their own press releases. It was a
good-natured but on-the-nose spoof of the industry and was topical
because at the end of the dot.com bubble, journalists were tired of
being hounded with aggressive hype. The results were outstanding:
the promotion was written up in the Wall Street Journal, Adweek,
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BrandWeek, PR Week and many other publications, and it’s hard to find
a journalist or PR person working at that time who did not see it.
Another online campaign, created for a new line of skin care called
Dr Comenge (see www.drcomenge.com/apothia), picked up on the hot
button of botox and face-lifts gone awry. It enabled users to give the
classic beauty of Mona Lisa a humorous and horrific makeover. Once the
player was finished giving her collagen breast implants, acid peels and
Michael Jackson’s nose, the message about the benefits of the brand’s
non-abrasive, natural beauty-enhancing skin care was an easy segue.

Keep it simple

All good creative people want to create an entertainment concept that
nobody has seen before. But with games, particularly promotional games
where you have to grab a player’s interest and draw them in quickly, you
have to balance the innovation of your concept with gameplay that is
simple to figure out. There have been some great original games at the
centrepiece of a promotion that have required too much investment
on the part of the audience when it came to how to play. In general, if
people aren’t familiar with what they are supposed to do, they aren’t
going to invest the time to learn. The balancing act is to keep the interac-
tion simple, and the ideas big. A well-executed trivia game is likely to get
a better audience response than a great original game with complex play.

Take a risk

This is the slipperiest slope of all when it comes to connected marketing
campaigns in general. If the creative material is too safe, it probably isn’t
that interesting. Most successful connected marketing campaigns were
either launched under the radar, were used by companies whose brands
were built on taking creative leaps with marketing (e.g.Virgin, Nike), or at
the very least had their fair share of detractors wondering if the campaign
was right for the brand. If you want your advergame to reap the benefits
of connected marketing and ‘go viral’, you have to create something that’s
going to be sent from peer to peer. Bear in mind that these are usually
things you would only find online (or possibly on cell phones as that
medium advances), and they therefore have a novelty that works in that
context. A bawdy joke that would flop at a party suddenly seems hysteri-
cal when it lands in your inbox during a boring conference call, or on
your mobile phone on the train home. The worst mistake to make is to
make your advergaming promotion seem like, well, advertising.
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Skip the ‘Buy Now’ button

Again, unless it was outlined as a realistic objective, it’s a mistake to
assume the only measurement of value for a branded game is how
many sales it resulted in from players clicking through to buy. If direct
sales are the only measurement of the success and value of your
advergaming campaign, it’s best to look for another marketing oppor-
tunity. The online game-playing audience is tolerant of sponsored
games or promotional games to a point, providing the interaction has
value. But avoid stepping over the line between integrating a brand
and making a shameless pitch.The former feels smart. The latter feels
desperate.

Find the right developer

Look for a developer with a portfolio of work that best matches the
criteria of what you've outlined for the objectives of your game. Not
all game developers create their games the same way. Some branded
game developers only work with proprietary technology that requires
plugs-ins to be downloaded to your browser, and this might be a prob-
lem for some audiences. Some developers are great at creating games
based on games they have already built (in the game business, these
are referred to as ‘engines’) but might not be best to hire for a custom
concept. Conversely, if your marketing objectives allow for a game
that can be customized around a pre-existing game engine, you can
save a lot of time, money and worries about testing with a game that
has already been battle-tested and is simply being re-skinned with
new graphics.

Plan for success

Never underestimate the power of connected marketing when it
comes to anticipating your bandwidth needs for an online branded
game. Make sure that your website hosting plan can accommodate
the potential for big spikes in traffic, otherwise you can get hit with a
whopping additional charge for unplanned bandwidth usage. Find
out how much your hosting plan can accommodate and work
through the bandwidth requirements with your developer and server
host. It’s much better to overestimate than underestimate, as nothing
will kill the success of a game quicker than slow downloads or poor
performance.
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Make it measurable

Make sure your advergame has built in the necessary tracking abilities to
measure not only the game’s popularity, but also the actions taken within
the game towards a desired outcome. How long did the visitors play? How
many were repeat visitors? Where did the game players go after they hit
the link from the game to the brand’s website? Did they purchase?
The more information you can track and report, the more you can learn
from the campaign to build on in future promotions. At a snapshot level,
the same tools that measure website traffic (e.g. Webtrends, Urchin) can
measure traffic to the game. However, most games are developed in Flash,
and these tools can’t report on user activity inside of Flash.To get more
detailed reporting, many game developers have their own tools for track-
ing and reporting that they can build into the game. Make sure you ask for
a demonstration, or to see an example of reporting.

If one of your advergaming campaign objectives is to build a data-
base of customer information, make sure that the information is being
recorded in a format that will be easy for you to use, or to reconcile
with a larger database. If you've asked for permission to contact in the
future, make sure that you can, and do!

The future of advergaming: multiplayer interactivity
makes it massive

Looking forward, the opportunities for branding and exploiting connected
marketing strategies inside of games will multiply as games become even
more interconnected via online communities and social experiences.

Massive multiplayer games are reshaping the computer games industry,
connecting players around the globe in virtual worlds such as Sony’s
Everquest or Final Fantasy.In 2004, the virtual character of a player who
had completed 74 levels of Final Fantasy was sold to another player for
US$1200. Spider Venom, a valuable item to have in the game Everquest,
has sold for US$700 on online gaming accessories websites. These are
indicators of the fanatic loyalty and value players place on their identities
in these worlds. In The Sims Online from EA, the characters now live in
a branded world, where they can purchase McDonald’s franchises and
sell the products to other players earning virtual money. Eating the food
increases the players standing in the game.!?

The realm of immersive or alternate reality gaming is also radically
altering the gaming landscape. Chasing the Wish and Urban Hunt, created
by one of the world’s leading ARG creators Dave Szulborski, have been
critically acclaimed. The former combines an online game with a real-life
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treasure hunt, while the latter draws people into what at first seems like
a reality TV show.The viral and word of mouth potential of these type of
products is huge as communities unite via weblogs, forums, or even face-
to-face. The potential to deliver marketing messages is also significant, as
‘ilovebees’ and the high profile MiniCooper Robot hoax site have started
to demonstrate.13

Now, with the low cost of game console units combined with high-
speed broadband Internet connectivity, all major video game consoles
such as Nintendo’s GameCube, Sony’s Playstation and Microsoft’s Xbox
are rolling out multiplayer modems and games with multiplayer features.

Similarly, all major phone manufacturers and service providers are
increasingly offering community-oriented functionality and content, such
as tournaments for top-scores, head-to-head combat, and chatting with
other players. JAMDAT Mobile hosts about 25 500 multiplayer match-ups
everyday, mostly from just three hit games titles, and many more are on
the way. Sprint developed Game Lobby, a central forum on the phone
through which mobile game players can meet, with an online leaderboard
so that players of hit cell phone games such as Bejeweled can compete
with users of ATT Wireless’s game room. Nokia’s N-Gage includes access
to N-Gage Arena, an online community where people can play against
each other online, chat and post on message boards, and receive tips and
community news. Los Angeles-based Tomo Software Inc. is expected to
launch a mobile game that is part reality TV, part Sims, and employs the
social networking approach of websites such as Friendster.com. Players
compete in games, with other players deciding the winner. Players com-
municate through online journals or by sending each other messages.

The sheer number of mobile digital devices out there and the increas-
ing leaps in technology - from 3G to WiMax - make the mobile market a
potentially fertile area for advergames. It’s already being exploited by the
likes of games developer Capcom, who in 2004 came up with an elabo-
rate cellphone hoax, the FVirus, to drum up interest in the computer
game Resident Evil. While this was a hoax to promote a game rather
than a game itself being served via mobile, it starts to demonstrate the
potential benefits of this channel for marketers.

Conclusion

Games as a connected social experience will continue to reshape how we
interact with friends, family, entertainment and marketers. Interconnected
entertainment communities will offer ideal audiences and channels for
branded games, sponsorship and promotion. They combine the fastest
growing form of entertainment within the ultimate venues for connected
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marketing. Amazingly, advertisers are only really starting to take notice of
the power and influence that advergaming is having on our culture.

For marketers there is much to be excited about: the way advergames
can create buzz, how they bring together communities of people, encour-
age multiplay and stimulate massive word of mouth, and all for a fraction
of the cost of some traditional marketing channels. But is this enough?

Like any marketing medium, advergaming will ultimately be judged on
its ability to benefit the brand. And while we’re right to be excited by its
potential, we should also be mindful of some inherent dangers. It’s great
that games can be designed for multiplay, but beware that these commu-
nities and games can take on a life of their own that marginalizes the
brand’s involvement.The Budweiser catchphrase “Whassup?’, for instance,
became completely unconnected with the brand. Numbers can also be
deceptive. Sure, you can demonstrate that lots of people around the
world are playing a specific game - and it’s therefore a way of generating
low-cost awareness - but what if a high percentage of those playing live
in a country where the product or brand isn’t available?

MarketingSherpa.com, an online publisher of marketing news and
case studies, did its own viral test that illustrates this point perfectly. It
launched a game called TortureASpammer.com in autumn 2001, which
has had a million plays. However, 95% of the players were outside the
desired demographic of professional email marketers (in fact, the game
proved very popular with Eastern European teens).!4 Wastage is a huge
potential problem for connected marketers; they need to come up with
ways of better targeting, as well as mechanisms for linking the gaming
experience directly to purchase. A good example of this is Miller Lite’s
Virtual Racing League mentioned earlier.

As well as providing some return on investment in a relatively short
space of time, such devices also exploit connectivity - encouraging com-
petition and irresistible challenges between players - which is ultimately
what connected marketing strategies are all about.

There’s nothing wrong with using advergaming to create low-cost
awareness, particularly if you can show that you are entertaining and
engaging potential customers. But if creating awareness is the only ration-
ale then there’s a danger of advergaming becoming just another random
alternative marketing technique. So showing tangible business benefits
such as improved intent to purchase or recommendation rates, or ideally
sales, helps give advergaming more credibility. Chrysler (see p. 136) has
done the advergaming industry a huge service by amply demonstrating
that its branded games have contributed to the bottom line. Expect more
statistics like this to emerge as the advergaming market matures.

Branded games and entertainment are still relatively untamed territory
on the media landscape, and the opportunities exist now for smart
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marketers to take advantage of an uncluttered medium that delivers great
results for their brands. As more and more marketers learn the power
of advergames and crowd inboxes, phones and websites with gaming
efforts, the novelty factor is sure to diminish. But like any creative
medium, the best examples will always break through and will travel the
world with the click of a button labelled ‘forward’.

Takeaway points

m Games present marketers with huge potential for advertising
opportunities, which is already being exploited via in-game adver-
tising and branded promotional games.

m Games have an inherent connectivity that makes them powerful
and beneficial as a marketing medium.

m Games can create buzz and help generate low-cost awareness, but
more importantly can provide tangible business benefits, such as
sales leads, an increased intent to purchase and actual sales.

m Gaming gives brands hours of proactive, undivided attention from
consumers, but research is needed to demonstrate how this can
be leveraged so that marketing investment in games becomes
related to ongoing brand benefits, not just a game’s popularity.

m It isn’t just teenage boys who play games. More than 50% of game
players are 35 years +, and women comprise the largest segment
of the online game-playing audience.

m The entry-level cost of a branded game could be as little as
US$15 000 but it may demand more serious investment to
achieve ROI and ongoing brand benefits.

m Advergaming isn’t just a technique for business-to-consumer brands.
‘Whack-a-flack’ shows that if you get the context right and target
your audience with the right hot button, then it can work well in a
business-to-business context, too.

m The development of Alternate Reality Gaming, mobile technolo-
gies and interactive TV widens the scope for advergaming and
connected marketing evolution and opportunities.
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What is blog marketing?

Let’s start with a simple definition: blog marketing is the use of
weblogs to promote a brand, company, product or service, event or
some other initiative. A weblog, or ‘blog’ for short, is a frequently
updated personal or collaborative website in the form of a diarized
journal containing opinions, information and weblinks that reflect
the interests and personality of the author(s) (see Blog buzzword
briefing box). Because blogs are often themed, covering news and
views related to a particular industry or product category, they
attract readers interested in that area - and therefore can represent a
useful targeting opportunity for marketers.

Although blogs have been around since the mid-1990s - even if the
actual term ‘blog’ was only coined in 1999! - marketing interest in
blogs is a far more recent phenomenon. The commercial interest in
blogs as a marketing tool has only grown with the recent rise in the
popularity of blogs, which in turn has been fuelled by new easy-to-
use, low-cost blogging software. From geeky beginnings, by mid-2005
blogging had become a mainstream pastime - with the number of
published blogs exceeding 10 million, and growing by one million
every month.?
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Blog buzzword briefing

Blog (n): Short for ‘weblog’, a frequently updated personal or collabo-
rative website in the form of a diarized journal containing opinions,
information and weblinks that reflect the interests and personality of
the author(s)

Blog (v): to blog — the act of posting an update to a blog

Blogger: Someone who has a blog and blogs — also the name of Google’s
free blog hosting service

Blog marketing: The use of weblogs to promote a brand, company,
product or service, event or some other initiative

Audioblog: A blog in audio format — also known as a ‘podcast’ because
the audio file can be downloaded to an iPod

Blogosphere: Term used by bloggers to describe the sum total of
blogs on the Web

Faux blog: A fake or false blog authored by someone different from
whom they say they are (also known derogatively as ‘flogs’)

Moblogging: Posting blog content on-the-go from a mobile device

RSS: A Web technology (short for Real Simple Syndication) that enables
people to receive automatic electronic news alerts from their favourite
blogs

Photoblog: Online diarized journal in photo format
TypePad/Movable Type/LiveJournal/WordPress: Popular blog software

Vlog: An online diarized video journal

Three emerging approaches to blog marketing

So how can marketers profit from blogs as a marketing medium to
promote a brand or company? Whilst blog marketing is still in its early
experimental phase, three distinct approaches appear to be emerging.
First, marketers can seek endorsements (aka blogvertorials) on popular,
opinion leading third-party blogs. Second, you can set up your own ‘busi-
ness blogs’ (sometimes called brand blogs or corporate blogs) to directly
or indirectly promote your product or brand. And thirdly, marketers can
engage in the controversial practice of creating ‘faux blogs’: fake or false
blogs of happy but imaginary clients, customers or consumers.
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‘Blogvertorials’
Encouraging third party
bloggers to post positive
comments or reviews

‘Faux blogs’
Controversial practice
setting up false/fake
customer, client or
consumer blogs

‘Business blogs’
Running branded or
corporate blogs to
promote a brand or
company

Figure 10.1 Blog marketing: three solutions

Blogvertorials

At its most elementary, blog marketing is simply an extension of classic
PR - maintaining good relations with high profile ‘bloggers’ (people
who blog) about subjects relevant to what you sell. Just as you would
invite journalists and editors to openings and previews, offering them
inside scoops and latest news and sending them samples, demos and
other free goodies, it can pay to extend this corporate hospitality to key
bloggers. One key to success with these ‘blogger outreach’ initiatives is
to conduct them in the spirit of transparency, partnership and open-
ness; a number of brands have had their fingers burned by negative PR
when it has come to light that they were paying bloggers to shill their
products or services (see Raging Cow example on p.151).

Case Study I: Nokia

Nokia recently seeded its new camera phone with a number of
‘leading edge’ bloggers in Finland, asking them to experiment with
the camera function. Although Nokia did not explicitly ask the blog-
gers to write about the telephones in their blogs, the majority
chose to do so. Nokia found that the bloggers’ coverage of the new
phone generated significant Web traffic for them on the Nokia site,
with four of the blogs featuring in the top 15 traffic generators.3
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Case Study 2: Dr Pepper — Raging Cow

In 2003 the soft drink manufacturer Dr Pepper offered a group of
young bloggers incentives to discuss the new milk-flavoured product
called Raging Cow. Dr Pepper asked the bloggers not to mention
that they had been briefed — but the word got out. The lack of
transparency behind the Dr Pepper blog campaign caused furore
and outrage among the blogging community, who called for a
boycott of the product.*

Business blogs (brand blogs or corporate blogs)

In addition to seeking blogvertorials on third-party blogs, companies can
set up their own business blogs to promote a company or brand.
Of course, to compete for readers with the other 10 million plus blogs
(not to mention other websites), a business blog has to offer compelling,
constantly updated, content. This is often achieved by inviting key
employees, typically high-profile, opinion-leading executives or board
members, to regularly blog their thoughts, musings and opinions. The
challenge is to keep readers coming back for more with fresh content
that offers breaking news, insider insights, and interesting opinions.

Case Study 3: Stonyfield Farm

Stonyfield Farm, a US organic dairy company, has created a blogging
‘Cow’munity’ to better communicate with their customers and their
employees.® Made up of a series of themed blogs, the ‘cow’munity’
promotes Stonyfield Farm through a fun and interactive dialogue with
readers that offers behind-the-scenes industry news, campaigns for
healthier school meals, information on women’s health issues and baby
nutrition. Rick Bruner, president of Executive Summary Consulting and
the operator of BusinessBlogConsulting.com,® summarizes the blogging
initiative: ‘Stonyfield Farm’s weblogs are a great example of how a
large, well-known consumer brand can use the simplicity and personal
voice of weblogs to keep customers informed, build human relation-
ships and reach new customer prospects who may not be familiar with
the brand’.”
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Case Study 4: INSCENE Embassy

INSCENE, a German fashion label aimed at 18- to 25-year-olds (a
competitor to The Gap, H&M and Esprit) uses blogs as a brand build-
ing tool. As part of an integrated campaign to give the brand a cooler
image in 2003, the company’s marketing agency, vm-people, recruited
four hip German trendsetters living in Tokyo, New York, London and
Berlin to work as trend-spotting bloggers. Each with their own inde-
pendent blog site linked to the main INSCENE website, the bloggers
were tasked with regularly posting the latest fashion news and trends
they spotted in their respective cities. Collectively, the blogs were
known as the INSCENE Embassy, and quickly became popular online
points of reference for fashion-forward Germans with the initiative
generating a significant number of column inches in the fashion press.®

Faux blogs

Faux blogs or ‘flogs’ as they are derogatively known, are promotional
blogs written to appear as if they are authored by real clients, cus-
tomers or consumers. Often used to stimulate interest for new prod-
ucts, faux blogs fall into the controversial area of stealth marketing -
marketing to people without them realizing they are being marketed
to. As with underhand payments to bloggers in return for endorse-
ments, faux blogs are not without risk - getting found out can result in
negative PR.

Case Study 5: Sega — Beta 7

To stimulate interest in a soon-to-be-released Sega software videogame
title, the company’s advertising agency Wieden & Kennedy created a
faux blog that was authored by an imaginary videogame tester called
Beta 7. After having being sent a preview copy of the new ESPN NFL
Football 2K4 game, Beta 7 posted his review on his blog, telling readers
that it was so extreme it triggered blackouts and fits of violence.
Anxious to prevent the software from reaching the stores, Beta 7
used his blog to launch an online campaign to get the game banned — a
sure-fire way to stimulate sales!?
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Case Study 6: McDonald’s - Lincoln Fry

In 2005 the fast food brand McDonald’s ran a faux blog campaign
featuring an imaginary individual who had found a French fry shaped
like the head of Abraham Lincoln. The blog received over 2 million
hits and was then linked in to a McDonald’s Superbowl commerecial.
When it later became known that the Lincoln Fry blog was indeed a
faux blog, McDonald’s reported that this added a second lease of life
to the ad campaign.!?

What can blog marketing achieve?

Although blog marketing is a relatively new addition to the marketing
armoury, it has already proved itself to be a versatile tool. Susie Gardner,
author of Buzz Marketing with Blogs,'' summarizes six marketing
objectives that can be fulfilled with blogs:

m Generate interest: Nike Art of Speed blog. As a brand-building exer-
cise to engage people with the Nike brand with content rather than
advertising, the sportswear brand ran a multimedia blog called ‘the Art
of Speed’ showcasing the work of 15 filmmakers for 20 days. Posts
included everything from background information to the filmmakers to
general discussions about the concept of speed.

m Drive action and sales: ActiveWords. Getting favourable reviews on
high-profile blogs can accelerate product adoption. Buzz Bruggeman,
one of the founders of software company ActiveWords, says more
than 50% of the company’s trial software downloads are the result of
comments and links in blogs.

m Create goodwill: Microsoft. Blog marketing can generate brand affinity
among readers by giving a brand a human face. For example, Robert
Scoble, technical guru with Microsoft, runs a very popular blog called
Scobleizer written in an honest, open and personable style that helps
humanize the software behemoth.

m Establish expertise: Stark & Stark. Blog marketing can be used to posi-
tion a company as the leading authority or expert in a particular area.
For example, the New Jersey injury lawyers Stark & Stark run a special-
ized blog that covers news in traumatic brain injury law.

m Dialogue with customers: FastCompany. Blog marketing can be used
to supplement marketing monologue with genuine dialogue between a
company and its target market. For example, FastCompany, a business
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Objective Blogvertorials Business Faux blogs
blogs

Generate interest
Drive action/sales
Create goodwill
Establish expertise
Customer dialogue
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Figure 10.2 Blog marketing approaches and objectives

publication covering new business ideas runs a blog called FC Now in
which it invites readers to contribute to the blog and discuss ideas
for future coverage with FastCompany staff.

m Dialogue with employees: Variety magazine. Blogs can be used for
internal marketing purposes to promote initiatives, change or simply
to share information. For example, entertainment magazine Variety
runs an internal ‘Have You Heard’ collaborative blog, to which any
staff member can post, designed to keep employees across the
business up to date on breaking industry gossip, news and internal
affairs.

Blog marketing approaches and objectives are summarized in
Figure 10.2.

Advantages of blog marketing

Done right, blog marketing can offer a number of intrinsic benefits over
other marketing communications. In a nutshell, blog marketing can be
seen as a faster, cheaper and better way of promoting a brand or
company. Faster, because blog publishing and updating is instanta-
neous, simple to do and involves no programming skills: if you can type
you can blog, which saves time with respect to the typical tedious
messing around with IT departments or web agencies. Cheaper,
because blogs use media and publishing services that are virtually free
and bloggers can be significantly less expensive to woo than spoiled
journalists used to lavish gifts and hospitality. And better, well, blogs are
better for a number of reasons:

m Blog marketing has viral potential: Blog content, including third
product endorsements, can spread rapidly and infectiously over the
Web because bloggers pick up on each other’s opinions, copying
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and pasting each other’s posts into their own blogs, whilst bloggers
and readers alike can use Web technology called RSS to receive auto-
matic electronic news alerts from their favourite blogs (see previous
Blog buzzword briefing).

Blog marketing is measurable: Blogs are repositories of online
word of mouth, but unlike traditional word of mouth that disappears
without trace once the words have been uttered, blogs leave a digital
trace. In other words, blogs make word of mouth measurable. For
example, IBM uses an online word of mouth measurement technol-
ogy called Web Fountain to not only capture brand buzz on blogs,
but also to match it to sales data: In the case of books, blog buzz was
found to have predictive utility in forecasting sales.!? As well as
empowering marketers to dynamically measure word of mouth for a
brand or company, blogs enable marketers to trace where and how
word of mouth spreads. A technology called Trackback!3 developed
by blogging software company Six Apart enables the owners of blogs
to find out the extent to which their postings are being cited in
other blogs, thereby measuring how ‘infectious’ the blog is in spread-
ing word of mouth.

Blog marketing gives marketing a human face: Blogs are personal
journals reflecting the personality of the author, and therefore adding a
human dimension to a business - allowing readers to see the people
behind company and those advocating it. For example, the popular
blogs of Robert Scoble, ‘technical evangelist’ for Microsoft and Bob
Lutz, vice chairman of General Motors, give their respective corporate
giants a personal face.

Blog marketing puts credibility back into the marketing
mix: In an era where people are increasingly sceptical of tradi-
tional interruptive advertising, dismissing overt commercial mes-
sages as propAdganda and corporate spin-wash, blogs represent a
refreshing and credible source of information. Readers are more
likely to believe information in an opinion-leading third-party blog
than in an ad, whilst the informal style of avoiding sales-speak and
overt promotion in business blogs enhances the credibility of the
medium.

Blog marketing replaces marketing monologue with
marketing dialogue: Because blogs offer an integrated facility for
readers to leave comments and post feedback, they open a genuine
channel of dialogue, rather than traditional monologue, between a
business and its target market. For example, through General
Motors’ Fastlane blog, readers can converse directly with senior
executives and company vice presidents, sharing opinions and
engaging in conversations.!4
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Blog marketing: not just for big business

This chapter has provided many examples of how big businesses
with big brands are making blog marketing work for them. But blog
marketing is not just for big businesses. Bernd Ro6thlingshofer,
author of top 250 Amazon bestseller Advertising with a Small Budget,
describes in his own words how he used blog marketing to promote
his latest book:

Between 21st and 29th September 2004 | conducted the first ever ‘virtual
book tour’ in Germany to promote my new book Advertising with a Small
Budget. A virtual book tour can be compared to a regular book tour —
with the exception that instead of touring book stores, you visit blogs and
websites. The idea is simple: you contact bloggers and offer them an exclu-
sive interview with you as author of a new book which they can post as a
transcript, audio-cast, or podcast to their blog, inviting readers to ask
questions, which you as author agree to answer. It’s a win—win situation
for both parties — bloggers get fresh exclusive content that can attract new
readers, the author gets free publicity.

So, what did my 2004 virtual book tour achieve? Across the different
blogs | toured, || 856 readers joined in, triggering a jump in sales that put
my book at 222 in Amazon’s bestseller list! And the tour cost me virtually
nothing. Which other channel enables you to reach such a number of
interested and involved readers, and generate sales at no cost? The virtual
book tour also benefited the bloggers who hosted the tour by generat-
ing increased visitor numbers: (Gastgewerbe Gedankensplitter: 35.1%
increase = 2331 additional readers, Ideenbloggerin: 48.6% increase = 125
additional readers, Werbeblogger: 78.1% increase = 268 additional readers,
Notizblog: 176.0% increase = 220 additional readers, MEX-Blog: 14.1%
increase = 96 additional readers).

So, in sum, what are the advantages of a virtual book tour?

Higher reach than a regular book tour
Lower cost

No travel logistics involved
Harnesses the viral potential of blogs
Direct links to online shops
Improved search engine presence
Sustainable web presence
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Conclusion: the future of blog marketing

Is blog marketing just a passing fad in the faddish world of marketing, or
is it more significant, representing a structural change in how businesses
connect with their markets? It’s too early to tell - but we think blog
marketing will have an increasingly important role to play in marketing
over the next few years. Why? Because blog marketing helps marketers
replace monologue with dialogue, interruption with engagement, and
control with collaboration.

Blogs represent a watershed in the democratization of media
production - empowering ordinary people to become media producers,
not just media users. With network communication technology evolving
so fast, it will not be long before blogs can rival traditional media in
terms of multimedia experience. Already we are seeing the rise of
‘audioblogs’ (aka ‘podcasts’, so called because they can be downloaded
onto Apple’s ubiquitous iPod) and ‘vlogging’ (video blogging) that
involve, respectively, publishing audio and video diaries online.And then
there is ‘moblogging’, the new trend of on-the-go blogging from mobile
phones. Perhaps we can envisage a time in the not-too-distant future
when blogs will become fully fledged ‘personal communication
channels’ that compete with traditional media channels by offering
constantly updated streaming content. If communication theorists are
right in insisting that power lies not, as Marx suggested, in the owner-
ship of the means of production, but in the ownership of the means
of communication, then blogs are the writing on the wall for the old
command and control dogma of traditional interruptive marketing.

Takeaway points

m Blog marketing uses weblogs to promote a brand, company, prod-
uct, service, event, or some other initiative.

m A weblog, or ‘blog’ for short, is a frequently updated personal or
collaborative website in the form of a diarized journal containing
opinions, information and weblinks that reflect the interests and
personality of the author(s).

m There are three main blog marketing solutions:

O Seeking blogvertorials on third-party blogs

O Setting up proprietary ‘brand blogs’ (also known as corporate blogs)

O Commissioning ‘faux blogs’, fake blogs written by imaginary happy
clients, customers, or consumers.
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m Faux blogs, like other forms of stealth marketing, run the risk of
creating negative word of mouth if they are found out to be fake.

m Blog marketing can be effective in achieving a number of marketing
objectives: generating interest, driving action and sales, creating
goodwill, establishing expertise, and stimulating dialogue with
customers or employees.

m Blog marketing has a number of advantages over other promotional
marketing tools: blogs give a business a human face, blogs replace
marketing monologue with interactivity and dialogue, the information
in blogs has viral potential to spread over the Internet, blog reader-
ship is measurable, and blogs are considered to be independent and
therefore a trustworthy source of information.

m By replacing interruptive marketing messages with engagement,
and control with collaboration, blog marketing is likely to have an
increasingly important role to play in the future of marketing.
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If you're a marketing professional in the 21st century, word of mouth
seems to be one of those buzzwords you can’t live without.Trade books
and articles often tout word of mouth as one of the ‘next big ideas’ for
the troubled marketing communication industries. The main reason is
that traditional advertising just doesn’t seem to work that well any-
more. Advertising experts and their clients are becoming more and
more concerned with audience fragmentation, ad clutter, consumer
annoyance and avoidance of advertising. Industry prophets talk about
the need for a paradigm shift in marketing communications: permission
marketing instead of intrusive advertising, pull instead of push, one-on-
one instead of mass messages, relationship marketing instead of isolated
communication events, integration of promotional and entertainment
content instead of a clear identification of the advertiser. In the midst of
these cataclysmic changes, word of mouth seems to represent hope and
one of the guiding lights.

But what does word of mouth really mean? Do we really understand
the term and the phenomenon behind it? As happens with marketing
practice, word of mouth is yet another technical phrase that is defined
differently depending on whom you ask. Is it the reputation of a product,
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or companies trying to secretly spread rumours about themselves? Is it
PR, or is it consumers talking about products? And what about other
related terms such as viral marketing, buzz campaigns, opinion leaders,
consumer evangelists, alphas, Influentials®™, etc.? Is there a consensus in
the meaning of such terms, or are we hopelessly lost? Further, what
do we really know about the word of mouth phenomenon? How does
word of mouth work? How does it influence consumers? What are the
factors that would make it more effective? What causes it and what
effects does it have?

To be able to answer these questions, one possible tactic is to sur-
vey the available academic literature on word of mouth. Academic
research serves as the key source of legitimization for any occupa-
tional practice, so this is where questions about knowledge should
ultimately be asked. It’s academic research that provides the theoreti-
cal base for any occupation trying to achieve the much-respected
position of being a ‘profession’.! This idea is generally applicable
to marketing even though many marketing practitioners would dis-
agree with it, and even though historically there has been quite a
bit of antagonism between practitioners and academic researchers
in this field. Practitioners think that academicians are irrelevant, old-
fashioned and too theoretical; academicians blame practitioners for
sloppy thinking, logical inconsistencies, frequent use of unreliable
information and an overall anti-intellectual stance.?

Discussions about word of mouth could be a fine example to illus-
trate the truth to both sides of this argument; instead this chapter
takes a more constructive path. It summarizes what is known about
word of mouth at the level of academic rigour, and holds up this
knowledge to assess what is directly useful for marketing communica-
tion practice. First, it reviews how academic researchers define word
of mouth, since without a clear understanding of the concept itself it
is hard to make any claims about it. Second, it summarizes what we
really know about how word of mouth works, enumerating the
known causes of word of mouth behaviour as well as its effects.
Finally, it assesses the implications of academic knowledge about
word of mouth for marketing practice.

The hope is that, after all, advertising and marketing are not that
different from other occupations which, by using solid knowledge
bases, have successfully become professions. It is not only possible
but also necessary to conduct meaningful conversations between
theory and practice. As is the case with other information-based
occupations, our survival depends on this dialogue. And if word of
mouth is part of a new paradigm for marketing communications, why
not start with better relations between academia and practice?
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A 50-year review

For those of us who think that word of mouth is something brand new,
it’s perhaps surprising that there has been a lot of scholarly research
published on word of mouth, and a lot of it goes back in time quite a
distance. Fifty years of research has produced ample evidence that
word of mouth is an important factor in consumer information search,
consumer decision-making, the diffusion and adoption of innovations,
the flow of mass media messages to audiences, as well as consumer
dissatisfaction and complaining behaviour.

In fact, the literature is so extensive that a number of articles and mono-
graphs had already set out with the objective of reviewing and structuring
it.> While very useful, these summaries do not capture everything that is
known about the subject. Some of them were simply published too long
ago, others summarized only a single facet of all there is to know about
word of mouth, yet others were limited to a single theoretical frame. An
up-to-date, comprehensive review is in order.

The articles reviewed for this chapter were identified by using the
EBSCOhost and ABI/Inform research databases. Only peer-reviewed aca-
demic publications were included, the likes of the Journal of Advertising,
Journal of Advertising Research, International Journal of Advertising,
Journal of Marketing, Journal of Marketing Research, Journal of
Consumer Research, Advances in Consumer Research, and Journal of
the Academy of Marketing Science. These journals represent the storage
houses of academic marketing knowledge, whose reliability and validity
are safeguarded by the rigorous peer-review process.The references in the
initial pool of research articles were followed up. This literature search
scenario resulted in over 150 items. The articles were read, definitions of
word of mouth and related concepts were collected and compared, and
finally, findings about the causes and consequences of word of mouth
were tabulated.*

Let us turn to the definition of word of mouth used in this chapter first,
since without a clear understanding of the concept itself it is impossible
to study it, measure it, or make any claims about it. What does this term
really mean?

In search of a definition

The phrase ‘word of mouth’ has been used in everyday English for a
long time. According to the most reliable source of English language
etymology, the Oxford English Dictionary, the first written occurrence
of the term dates back to 1533. The dictionary defines it as ‘oral
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communication’, ‘oral publicity’, or simply ‘speaking’, in contrast with
‘written and other method[s] of expression’.> As the etymological notes
testify, this meaning has been stable over the centuries.

More recently, in marketing and communication literature word of
mouth has taken on a more restricted meaning. It refers only to inter-
personal communications about commercial entities. While the phe-
nomenon of people talking about products had clearly been known
throughout the first half of the 20th century, the concept of word of
mouth only became a scientific term after the rise of positivist commu-
nication research in the US after World War I1.° A useful summary of this
early research on word of mouth offered the following definition:

Oral, person-to-person communication between a receiver and a communicator
whom the receiver perceives as non-commercial, concerning a brand, a product
or a service.”

The definition consists of three essential parts. First, and in agreement
with the common use of the term, word of mouth is interpersonal com-
munication.This element sets word of mouth apart from mass communi-
cation (such as advertising) and other impersonal channels available for
consumers (e.g. third-party sources of consumer information such as
Consumer Reports). Further, the code of this type of communication is
language. So, other, less tangible forms (non-verbal communication, or
information exchange arising from the imitation of others) do not qualify
for the label ‘word of mouth’ in themselves.They might accompany word
of mouth, but they are not essential to it.

Second, the content of word of mouth communication from a market-
ing perspective is commercial. The message is about commercial entities,
products, product categories, brands and marketers - or even their adver-
tising.8 This restriction in the meaning of the term underscores that word
of mouth is a technical term appropriated for marketing, consumer
behaviour and mass media. While in everyday language we might use the
phrase ‘word of mouth’ for any kind of interpersonal communication, or
in the meanings of ‘hearsay’ or ‘rumour’, word of mouth in marketing
refers to talk about brands, marketers and advertising.

Third, even though the content of word of mouth communication
is commercial, the communicators are not motivated commercially,
or at least they are perceived not to be.They don’t talk about brands
because they are employees of the company, or receive any incen-
tives from it. They talk at their own will. It’s important to emphasize
that this part of the definition is phrased in perceptual terms. It’s
enough that the communicator is perceived to be unbiased - (s)he
does not necessarily have to be so. In this case, perception is reality.



Word of mouth: what we really know — and what we don’t 165

It’s not only theoretically possible but well-known practice for cer-
tain marketers or their agents to mask themselves as non-commercial
sources of information while being financially motivated. Arndt cites
some anecdotal evidence for such marketing tactics dating back
to the 1930s (‘whispering campaigns’ conducted by ‘professional
rumor mongers’).? Similarly, current trade sources often describe
conscious efforts to manage word of mouth.1? While these messages
do not come from independent, unbiased sources, they are still
labelled as word of mouth, if their communicators are perceived as
non-commercial.

The early marketing and communication literatures on word of
mouth often use the phrase ‘word of mouth advertising’, referencing
this Janus-face nature of word of mouth. Word of mouth is commer-
cial in content but non-commercial in perception. ‘Word of mouth
advertising’, however, is quite a misnomer, since it seems to imply
that word of mouth is always intentional, it fits into someone’s mar-
keting plan and it is inherently deceitful. This is simply not the case,
nor does the above definition require such an interpretation. Word of
mouth is a naturally occurring phenomenon of consumer behaviour,
and it may or may not be induced by the conscious efforts of mar-
keters. This is a crucial distinction, as we will see in the implications
section of this chapter. For now it’s enough to say that word of
mouth in academic literature is not equated with efforts to manage
it. Buzz is not equal to buzz marketing. Word of mouth is simply
commercial talk among consumers, none of whom is perceived to be
associated with marketers.

The definition analysed above has proved an enduring one. Most of
the articles reviewed for this chapter used it almost verbatim. In other
words, there is a strong consensus in academic marketing research
about what word of mouth means.The phrasing might differ a little, but
the definitions are essentially the same. Word of mouth has been
defined as ‘interpersonal communication between a perceived non-
commercial communicator and a receiver concerning a product or
service’,11 ‘opinions sought from personal sources’,!? ‘hearing about a
product or service from friends’,'3 ‘product related conversation’,'4
‘interpersonal interaction that does not involve personal selling’,!>
‘interpersonal information exchange about a product, service or
retailer’, 10 ‘informal communication directed at other consumers about
the ownership, usage or characteristics of particular goods and services
and/or sellers’,!”7 ‘interpersonal communications in which none of the
participants are marketing sources’,!8 and ‘the act of telling at least one
friend, acquaintance or family member about a satisfactory or unsatis-
factory product experience’.!?
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While there is some apparent variation between those definitions,
it is mostly due to omitting one or two parts, and not substantial
disagreements. The authors either leave out the requirement that the
interaction should be non-commercially motivated or that the content
of the messages should be about products, services, or marketers.
However, there are no irresolvable logical contradictions between these
definitions and no author challenges previous conceptualizations of
word of mouth. Even in the cases where some prongs are left out, the
context of the definition clarifies that all of the above three parts are
required. Further, in a good number of studies (especially among those
published more recently) there is no conceptual definition offered
whatsoever. One possible reason for this might be that authors have felt
that the foundations of the concept are firm. Other studies simply cite
earlier definitions verbatim without discussion.

Some articles emphasize the fact that word of mouth is not neces-
sarily positive, it does not necessarily praise the product, service, or
marketer. Accordingly, ‘negative word of mouth’ (NWOM) has been
defined as ‘interpersonal communication among consumers concern-
ing a marketing organization or product which denigrates the object
of communication’,?? ‘complaining to friends and relatives’,?! or
‘telling friends and relatives about [a] dissatisfying experience [with a
product or service]’.?? In contrast, ‘positive word of mouth’ (PWOM)
is conceptualized as ‘productrelated information transmitted by
satisfied customers’.?3 These definitions are again easy to integrate
into the general one discussed above, provided one keeps in mind
the limited sphere of applicability. No study explores the possibility
that NWOM and PWOM are fundamentally different. Instead, they
are thought of as identical, merely varying between negative and
positive endpoints. There is some evidence, however, that NWOM is
more potent than PWOM.24 (And see Brad Ferguson’s case study in
Chapter 12)

In short, we can conclude that the definition of word of mouth from a
marketing perspective is solid in academic research.There is a widespread
consensus that word of mouth is a naturally occurring fact of consumers’
lives, who talk about products, brands, marketers, or their advertising
among themselves, and by default they do not consciously serve a market-
ing strategy while doing that. Word of mouth is ‘Oral, person-to-person
communication between a receiver and a communicator whom the
receiver perceives as non-commercial, concerning a brand, a product or a
service.?>

Having clarified the conceptual foundations of word of mouth, it’s
time to investigate how word of mouth communication works, what
causes it and what effects it has.
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How word of mouth works

As defined already, word of mouth from a marketing perspective is
essentially interpersonal communication, the exchange of information
between communicators and receivers about a commercial topic. Most
studies dealing with word of mouth focus on either the communicator
or the receiver side of the interaction.

The difference between these two groups of studies goes beyond that
of perspective (i.e. whether they look at and measure word of mouth
from the standpoint of the communicator or receiver, respectively).They
look at two different facets of word of mouth. One group investigates
the acquisition and processing of product-related information (receiver-
oriented studies), while the other examines information provision (com-
municator-oriented studies). The distinction between these two different
facets of word of mouth is known as ‘input’ (receiver) versus ‘output’
(communicator) word of mouth.2°

The distinction between input and output word of mouth lies in
the psyche of the communicator and receiver. While the interaction
between the communicator and receiver is one event, the psychology
of the people taking part in it differs, based on whether they are talk-
ers or listeners. As the literature testifies, different psychological
processes are present in the mind of the communicator and the
receiver, and these mental processes in turn are influenced by differ-
ent factors (variables). Although the analysis of communicator and
receiver behaviours and cognitions need to be separated for their
analysis, naturally, input and output word of mouth are not independ-
ent of each other. Not only do they constitute the same verbal
exchange (being ‘one’ from a linguistic standpoint), but also they are
impossible to conceptualize without each other. An input by defini-
tion pre-supposes an output source. Nevertheless, this distinction is a
crucial one in trying to analyse and understand word of mouth inter-
action, and it provides a useful tool to disentangle the complexities
therein.

It’s also important to note that the difference between input and out-
put word of mouth is not identical with the question of who initiated
the communication exchange. The focus on the psychology of the
receiver does not necessarily mean that it is the receiver who started
the exchange, by asking for product information. Conversely, explaining
what processes occur in the communicator’s head does not carry the
assumption that (s)he wanted to talk. Both can be either active or pas-
sive in word of mouth interaction events. The only assumption is that
‘giving’ and ‘receiving’ advice, opinions, experiences, etc. are different
mental processes.
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Unit of analysis

Main focus of study

Antecedents to word of
mouth (causes)

Consequences of word of
mouth (effects)

Receiver of communication
(input word of mouth)

Ql: ‘Why do people listen?’
Related variables: external
information search, product
category (perceived risk),
type of relationship with
source (tie strength)

Qll: ‘The power of word of
mouth’. Related variables:
key communication
effectiveness variables
(awareness, attitude change,
behavioural intention,
purchase behaviour)

Communicator (output Qlll: ‘What makes people QIV: ‘What happens to the
word of mouth) talk?’ Related variables: communicator after the word
opinion leadership, of mouth event?’ Related
satisfaction/dissatisfaction, variables: cognitive
promotional activities/direct dissonance, ego-
influence of advertiser enhancement
Figure 1 1.1 Four areas of word of mouth literature

A second approach commonly used for structuring academic literature
is whether the investigated concept is a cause or a consequence in the
analysis. Are we looking at what causes the occurrence of a phenomenon
(and what causes more of it)? Or conversely, are we interested in the
effects it has once it has occurred (and if it has stronger consequences
than other things)? To put it in academic language, we are either inter-
ested in the antecedents or the consequences of the concept we are
looking at.

The above two distinctions (input versus output word of mouth, and
whether we look at the antecedents or consequences of word of
mouth) will be used to structure the otherwise quite complex literature
on word of mouth. Figure 11.1 illustrates the matrix formed from the
two dichotomies. Cells in this matrix represent the typical areas of the
academic word of mouth literature.

Quadrant I: Antecedents of input word of mouth

Studies that deal with the antecedents of word of mouth and focus on
the receiver try to identify factors that influence the likelihood that
consumers will use (seek out or be exposed to) word of mouth. In this
research area, word of mouth is contrasted with other possible sources
of consumer information (advertising and other marketer-dominated
sources). Factors are sought to predict the choice among these informa-
tion sources. Word of mouth is therefore an important part of what is
commonly called ‘external information search’ in marketing research
(i.e. something that goes beyond marketer-dominated sources, such as
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advertising).?” As noted earlier, input word of mouth is not necessarily
consciously sought out. However, studies focusing on the antecedents
of input word of mouth do not make this distinction, and deal only
with word of mouth initiated by consumers taking part in conscious
information search.

Early research proposed that one of the crucial predictors of the occur-
rence of input word of mouth was perceived risk, the subjective assess-
ment of potentially negative outcomes of using the product.? These early
studies and a more recent replication?’ found empirical support for the
hypothesis that the more risky the consumer perceives the purchase deci-
sion to be, the more likely he/she would be exposed to word of mouth.

Higher levels of perceived risk is one of the important characteristics
of services as opposed to products, according to ‘services marketing
theory.3? Risk is one of the reasons why consumers of services use
word of mouth sources more often than purchasers of products, a
proposition that has further empirical support.3!

The characteristics of the commercial entity and its subjective per-
ception are not the only factors that influence the likelihood of a word
of mouth event. A different line of research, using ‘network analysis’
methods, suggests that the kind of social relationships the receiver has
with potential communicators (preceding the communication event) is
another important predictor of whether word of mouth will occur.
Relying on the ‘strength of ties’ theory,32 sociometric research in mar-
keting found that the stronger the relationship between the members
of a particular social network, the more likely that these strong-tie rela-
tionships will be used for word of mouth communication.3® In other
words, there is strong empirical evidence (also replicated recently34)
for the common sense notion that if word of mouth occurs, it tends to
be between close friends and relatives rather than superficial acquain-
tances (although ‘weak ties’ are also important, especially for the spread
of word of mouth between overlapping social networks).3>

Quadrant lI: Consequences of word of mouth for the receiver

This quadrant has to do with the power of word of mouth. Studies in this
area prove that word of mouth is a more potent communication form
than paid-for messages. Articles examine the effects of word of mouth
once consumers have been exposed to it. Early communication research
focusing on the effects of mass media and advertising found that word of
mouth was a much more important factor influencing brand awareness
and favourable attitude change than paid-for messages. The ‘two-step
flow’ theory of media and advertising effects (still dominant in US mass
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communication research) stated that instead of direct effects, advertising
messages were channelled through ‘opinion leaders’ - individuals influen-
tial in social networks - and it is only through their output word of
mouth that communication effects can occur.3° In Figure 11.1, the two-
step flow theory belongs to both Quadrants II and III, since it looks at
both what causes the communicator to talk and the effects of word of
mouth on the receiver. As of today, this relatively older theory remains the
most comprehensive model explaining word of mouth.

Although not directly referencing the two-step flow theory, marketing
researchers have also found considerable support for the hypothesis
that word of mouth is stronger than advertising or other marketing
communication forms. A host of advertising effectiveness variables has
been shown to be positively related to word of mouth. Word of mouth
has a positive influence on brand awareness,3” positive attitude-change
toward the brand,38 initial and long-term ‘product judgments’,3® brand
evaluations, 0 service quality expectations! and purchase intentions.2
This list of communication effectiveness variables basically covers
the whole spectrum of potential advertising objectives. The power of
word of mouth (when compared to paid-for sources) is undisputed in
academic literature.

The strength of word of mouth, however, can be moderated by a
number of factors, most importantly ones related to prior information
about the brand. There is evidence, for instance, that favourable predis-
position toward the brand moderated the effects of word of mouth on
product evaluation.*3 Similarly, highly diagnostic information such as
prior impressions about the brand and the presence of extremely nega-
tive information also influence the extent to which word of mouth is
related to communication effectiveness variables.#4 Another study
reports that a favourable brand name reduces the persuasiveness of
NWOM.45 On the other hand, the perception that the communicator is
an expert source enhances word of mouth effectiveness. 40

While the persuasive power of word of mouth versus advertising has
been firmly established in academic literature, much less is known
about the reason why this is the case.Although not explicitly stated by
the two-step flow theory, the characteristics of the ‘primary group’
(‘strong ties’ in network analysis terminology) are implied to be part
of the explanation. Communicators that come from a primary group
(family and friends) are more trustworthy and credible than impersonal
or weaker personal ones. Another reason suggested by the two-step
flow theorists is that normative influence (conformity to influencers
and group norms) is also at play when word of mouth (informational
influence) is passed along.The two are not separable - in fact it might
be that conformity is behind the power of word of mouth.
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‘Attribution theory’ serves as another possible explanation for the
strength of word of mouth. According to this theory, people tend to try
to figure out why others do what they do.The tentative answers (the
‘causal attributions’) they come up with, in turn, determine how they
relate to the observed person. In the case of word of mouth the impli-
cation is that if the receiver thinks that the communicator is unbiased,
the causal attribution is that the communicator really believes in the
message; so then the message is accepted by the receiver. Conversely,
the attribution for paid-for messages is that the motivation of the source
is economic, not genuine evaluation. Consequently, the message is
received sceptically. This difference between causal attributions in the
case of word of mouth and paid-for messages may explain the power of
word of mouth - there is partial evidence to prove this case.The find-
ings of one study?’ suggest that the receiver’s causal attribution about
the motives behind the communicator’s behaviour is a key mediator in
the NWOM-brand evaluation relationship. While word of mouth is not
contrasted with advertising in the study, attribution processes are
shown to be present, mediating the relationship between different
NWOM scenarios and brand evaluations.

‘Accessibility-diagnosticity theory’ provides a different explanation
for the power of word of mouth. According to a study testing this
theory?8 the ‘vividness’ of information (unique to word of mouth due to
its oral and interactive nature) is what generates favourable responses
from consumers receiving it. Since vivid information is more ‘accessi-
ble’ than impersonal messages, receivers are more likely to use it when
formulating product judgements (it's more ‘diagnostic’). The study
reports evidence that this is the case.

In sum, there is no question in academic literature about the effec-
tiveness of word of mouth. Less empirical proof is offered to explain
why this power exists. The trustworthiness of primary groups, the
causal attributions receivers make about the communicators, and the
perceived vividness of word of mouth are all explanations that, while
compelling, need more empirical support.

Quadrant lll: Antecedents of output word of mouth

The literature reviewed in this area investigates the factors influencing
the likelihood and extent to which communicators engage in positive
or negative word of mouth. The two-step flow theory proposes that
mass media messages are not directly influential, rather they are filtered
through opinion leaders.¥® Opinion leaders process the information
first, since they tend to be more frequently exposed to mass media. So
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the opinion leadership trait can be understood as a knowledge-based
antecedent to output word of mouth.>°

This implicit proposition has generated a large body of research
trying to identify opinion leaders, a line of work relatively independent
from the core word of mouth literature. The rationale for this type of
investigation has been that the identification of opinion leaders is the
key for marketers to be able to manage word of mouth. In the frame-
work of the two-step flow theory this has meant that opinion leaders
should be targeted by advertising campaigns. However, there is clearly a
potential to influence them directly, a tactic that has become much
more widely used since the 1990s.

Opinion leadership studies have mostly dealt with the psychological
and demographic profile of opinion leaders.>! No general demographic
predictors have emerged for opinion leaders, mainly because they can be
very different people depending on the product category in question.
Psychographic or sociological variables are again very poorly correlated
with opinion leaders, although social leadership shows a positive rela-
tionship.>? The only characteristic that seems to consistently predict
opinion leadership is enduring involvement with the product category.>?
Opinion leaders are interested in the product category; it is significant for
their lives for various reasons, and they spend a lot of time with these
products. It is because they are involved with the category that they talk
about it so much.

The academic literature has also identified other types of influencers
who spread the word. There are ‘market mavens’ who have general
marketplace expertise that is broader than the product category-specific
knowledge of opinion leaders. There are ‘innovators’, consumers who
are first to try new products (ahead in the ‘diffusion of innovations’
curve) and sometimes (but not necessarily) talk about these products.
There are ‘purchase pals’ who even accompany you to the store, giving
useful information while shopping. And finally there are ‘surrogate con-
sumers’ who charge you for their information provision services about
products. Attempts have been made to profile these influencers as well,
but the results are mixed.>*

Both involvement and opinion leadership are relatively stable char-
acteristics of consumers spreading the word about a product. There
are, however, less enduring, more incidental factors influencing one’s
propensity to engage in output word of mouth. This explains why
people who cannot be categorized as opinion leaders also spread
word of mouth quite frequently.

One of these incidental factors is product usage. A single incident of
using the product might be enough to trigger word of mouth behaviour.
In fact, some studies showed that even purchase intention was enough
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to create output word of mouth.>> The intervening variable in the brand
usage-output word of mouth relationship (the reason why it happens)
is satisfaction or dissatisfaction. Numerous studies have shown that
satisfaction causes an increased likelihood of engaging in PWOM>° and
that dissatisfaction causes NWOM behaviour.>”

An important finding in the dissatisfaction literature is that the easier
consumers can complain to the company, the lower are the chances that
they will spread NWOM.>8 The efforts the marketer makes to set things
right can also help. A number of studies show that ‘perceived justice’ can
deter consumers from NWOM,>® while satisfaction with the service
recovery process and outcomes can generate PWOM.0

A number of other antecedents have been identified, including micro-
level variables such as: surprise as an emotional state,®! consumer partic-
ipation in the service,°2 promotional efforts,®3 incentives and deal
proneness,®% as well as macro-level variables: market type®> and cul-
ture.% These studies, however, have largely been one-shot attempts
to introduce a new variable, and have lacked firm theoretical bases.

One of the most promising areas of word of mouth research lies in
the ‘Antecedents to output word of mouth’ quadrant, because of the
topic’s practical significance and the relatively underdeveloped state of
this line of enquiry. It’s especially important to discover antecedent
variables that are controllable by marketing professionals - factors they
can do something about. Academic study striving for relevance among
practitioners (‘problem-oriented marketing research’) should identity
more manageable antecedents to output word of mouth.

Quadrant IV: Consequences of word of mouth for the
communicator

While it is conceivable that word of mouth has an effect on the commu-
nicator - not only on the receiver of the communication - not much
research has investigated this possibility. To the author’s knowledge the
only studies dealing with word of mouth’s effects on communicators are
motivational analyses®” from the years when motivation research was in
vogue in the United States. Although the forms of ‘self-motivation’ identi-
fied in Ernest Dichter’s famous article on word of mouth are not
dependent variables in a hypothesized relationship; they deal with the
consequences of word of mouth on the communicator after the event
has taken place.

The most important effects are ego-enhancement and the reduction
of cognitive dissonance.A word of mouth episode on the one hand might
reassure the communicator that (s)he has made the right purchase
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decision. Just by talking about it, the communicator can get rid of nega-
tive feelings associated with cognitive dissonance. On the other hand, the
communicator might also feel good about him/herself as (s)he helps out
a fellow human being. (S)he might also entertain the thought that (s)he
was knowledgeable and competent in something. These forms of ego-
enhancement can be powerful emotional effects on the communicator.

These qualitative studies, however, are not comparable methodologi-
cally to statistical hypothesis testing. Future research could clarify if these
mental processes in fact take place in the communicator after word of
mouth episodes.

Executive summary and implications for marketers

The purpose of this chapter was to provide an overview of what is
known about word of mouth in an academic manner. As is always the
case with human knowledge, there is more that we don’t know about
word of mouth, than we do know. In certain areas there is, however, a
solid consensus among marketing researchers. Let’s summarize the
highlights of this knowledge base and its implications for marketing
practice:

1. Word of mouth is a naturally occurring behaviour of consumers -
there is nothing mystical about it. It is simply communication
among consumers about products, brands and advertising, who do
not normally assume that their conversation partner is motivated by
anything else than wanting to offer help. So, before running to the
first buzz practitioner on the corner, brand managers should assess
the amount and quality of word of mouth they already bhave (as
most likely, they already have a lot of it). Consumer talk can be
induced by buzz marketing methods, but traditional marketplace
activities (such as advertising) result in a lot of word of mouth auto-
matically. Monitoring it is the first priority.

2. Word of mouth can be negative, and unfortunately negative word of
mouth is far more influential than positive word of mouth. This is
why it’s even more important to monitor word of mouth.
Undiagnosed negative word of mouth that spreads widely among
consumers can have irreversible and lethal effects for any brand.

3. People listen to word of mouth because it’s part of their normal
information search about brands when scanning the marketplace.
For this reason, there’s no way you can fully control word of mouth;
there is too great of a need for it - a need for unbiased, unsponsored
information. The promises of certain buzz, word of mouth, or viral
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marketing practitioners who claim an unlimited capability to orches-

trate, influence, or manufacture word of mouth are to be handled

cautiously.

4. Consumers tend to seek out and listen to word of mouth more when
the purchase decision is risky. Managers of ‘high involvement’
(higher priced, more complex, more personally relevant) brands
should pay extra attention to word of mouth as it will be a signifi-
cant factor in the purchase decision.

5. Marketers of services should be especially wary of the influence of
word of mouth. The intangibility, unpredictability and often rather
consequential nature of services motivate most consumers to seek
out advice before choosing a provider. Some form of word of mouth
management tactics should be part of the marketing communication
mix of all service providers.

6. People listen to their close relatives and friends, or others they per-
ceive as respectable experts. While weaker ties (acquaintances,
strangers) might help the overall spread of the message through
society, consumers rely on information coming from close ties. If the
objective of the campaign is attitude change or maintenance, buzz
marketing solutions using weak-tie consumer evangelists should
have a limited role. If the objective is to increase brand awareness,
such schemes can have a role in the marketing communication mix.
This is especially true for new products.

7. Word of mouth is a potent communication form, and it is more
potent than any marketing communication techniques that identify a
sponsor. On all known communication effectiveness variables, word
of mouth scores better than advertising. Does this mean that brand
managers should dismantle their traditional marketing communica-
tion programs? No. Here are the reasons:

(a) Advertising induces word of mouth.As one of the most influential
communication theories suggests, advertising is a natural step in
communications flowing from marketers to consumers.

(b) Word of mouth is inherently uncontrollable by its nature, so
marketers will never have the same access to it as they have to
sponsored marketing communication channels.

(c) Brand image has a strong moderator effect on the influence of
word of mouth. People who have a prior impression about a
brand are more difficult to influence by word of mouth.Tactics
attempting to manage word of mouth directly therefore should
be a part and not a replacement of traditional marketing com-
munication mixes. This is true even if advertising and other
forms of sponsored messages are known to be losing some of
their effectiveness today.
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8.

10.

11.

There are three different explanations in academic literature for the
power of word of mouth:
() Word of mouth communicators are better trusted as being parts
of ‘primary groups.
(b) They are not attributed motives to sell.
(c) The way in which they communicate is vivid.
A potential implication of these word of mouth characteristics
is that marketers might want to emulate them in their paid-for
messages. If the traits behind word of mouth are trustworthiness, the
non-identification of the sponsor and vividness, why not create paid-
for marketing communications that simulate these? While such tactics
have been known for quite a while (as the existence of testimonials,
advertorials and creativity in advertising shows), what word of mouth
proves is that they are very effective, and they continue to be so.
Marketers should also go beyond the above-mentioned tools (e.g. the
genre of the testimonial, or the medium of product placement), and
try making these three word of mouth characteristics broader princi-
ples of their overall communication with their consumers.
The implications of attribution theory for word of mouth can repre-
sent a serious ethical dilemma for marketers. If attribution theory is
right, the perception of whether or not the source of the message is
associated with the marketer will dictate the extent to which the
message is believed. If it comes from the company (or somebody
associated with it), it’s handled with scepticism (and is less effec-
tive); if it comes from a friend, it’s more readily believed (and is
more effective). If this is true, in certain buzz marketing schemes (or
perhaps in all of them) where word of mouth is directly influenced
by paid-for agents acting as if they were unbiased ‘friends’, there is a
conflict between economic interest and ethical considerations. In
such scenarios, it doesn’t pay for the agents to be transparent, since
the attribution that transparency causes - (‘this agent acts on behalf
of the marketer and therefore is not reliable’) - ruins the very advan-
tage word of mouth has over advertising, or other paid-for messages.
On the other hand, the ethical notion of the ‘informed consumer’
would require full transparency. Marketers should be aware of the
ethical problems attribution theory represents, and should assess its
potential consequences. As of today, there is only partial evidence
that attributions about communicator motives are activated with
word of mouth, but there is very strong support for attribution
theory outside marketing, in general psychology literature.
Opinion leaders (in trade lingo: alphas, influencers, consumer evangel-
ists and enthusiasts, etc.) remain one of the key drivers of the word of
mouth phenomenon. Opinion leaders have an enduring involvement
in the product category, and that’s what makes them talk. They are
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like good, reliable engines: they hum and buzz constantly. You can
count on them - and hope they are not in your competitor’s car.
Marketers attempting to influence word of mouth about their brands
should start with opinion leaders. Unfortunately, there are no general
demographic or psychographic predictors of opinion leadership.
Profiling should be category- and market-situation-specific. Both mass
media and direct or below-theline communication forms should be
aimed at them. If opinion leaders in a category are well defined, and
especially if they are a small and homogeneous group, buzz marketing
tactics trying to influence them directly will have a good chance of
being successful. Brand managers shouldn’t forget about other types
of influencers such as market mavens, innovators, purchase pals and
surrogate consumers either.

12. Attention should also be paid to incidental word of mouth, as average
consumers (not just the alphas!) might also open their mouths. Not
surprisingly, satisfied consumers will say good things, and dissatisfied
consumers bad things. Although product/service quality is mostly a
given, there is something brand managers and their agents can do to
prevent negative word of mouth even if dissatisfaction is constant. Let
them complain. Make complaining to the company as easy as possi-
ble, and consumers will let off steam this way, instead of complaining
to their friends. Second, make the impression that the company is
willing and able to set things right, as ‘perceived justice’ again reduces
negative word of mouth.

13. The temporary emotional state of being surprised tends to motivate
people to talk about the product this surprise is associated with.The
implication of this finding is that it pays doubly for marketers to be
creative in their marketing communications (whatever channels
they use). Not only does fresh, creative, surprising communication
cut through the clutter to generate sufficient attention, but it also
makes the recipients talk about the message (or even pass along the
creative material itself in the case of ‘viral marketing’).

14. Incentives offered for spreading the word do work. Brand managers
should find ways to build promotional programmes that reward active
engagement in word of mouth. These ‘tell-a-friend’ programmes are
effective, despite the fact that the motivation of the communicator
might become transparent. Sampling of new products has a similar
word of mouth-generating indirect effect.

Despite the many things we know about word of mouth, and the
implication we can draw from this knowledge, there are significant white
spots on our knowledge map.There is no academic knowledge available,
for instance, on the effectiveness of the many forms of buzz and viral
marketing campaigns, the conscious and organized efforts to influence



178 Connected Marketing Principles

the occurrence or content of word of mouth directly. Research should
continue in these areas to produce relevant, consistent and reliable
knowledge for marketers seeking to understand and manage word
of mouth. This closer partnership between academic knowledge and
marketing practice will also help increase the credibility of marketing as
a profession.

Takeaway points

m Word of mouth is oral, person-to-person communication between
a receiver and a communicator whom the receiver perceives as
non-commercial, concerning a brand, a product or a service.

m Word of mouth is important because it is much more effective than
sponsored messages.

m The main reason for seeking input word of mouth is the perceived
risk of the purchase decision.

m The main causes of output word of mouth are opinion leadership
and satisfaction/dissatisfaction.

m The main effects of input word of mouth are higher levels of aware-
ness, attitude change and purchase behaviour.

m The main effect of output word of mouth is that communicators
feel better about themselves.

m Marketers should be aware that word of mouth occurs naturally
and should monitor it closely.

m Marketers can influence positive word of mouth through targeting
messages at opinion leaders, incentives and product sampling; and
prevent negative word of mouth by creating platforms for consumer
complaints with the company.

m Marketers may also stimulate word of mouth by the services of buzz
and viral marketing specialists. Marketers should be aware of the
ethical questions some of these practices may pose.
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Black buzz and red ink:
the financial impact

of negative consumer
comments on US airlines

Bradley Ferguson

Founder, Intrinzyk/Founder emeriti, Informative, Inc.

How much is a recommendation worth?

There is growing acknowledgement of the financial value of consumer-
to-consumer recommendations for a brand. Reichheld! and others have
tracked and measured the relationship between market success and
product advocacy (or recommendation activity) for various industries.
Running in parallel to the belief that positive word of mouth is good for
business is another belief that negative word of mouth can have an
equally powerful but harmful impact on business success. The effects of
negative word of mouth have not received nearly as much attention as
the effects of positive word of mouth. And more importantly little work
has been done to compare the financial value of positive recommenda-
tions to the financial value of negative recommendations. These are
important questions to consider because the marketplace is a mixed
bag with every brand having strong advocates and many times equally
strong detractors. I recently looked closely at these issues within the
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context of the US domestic airline industry and posed the following
questions:

B What is the financial value to an airline when one of its customers
says something positive about it to an acquaintance?

B What is the financial value to an airline when one of its customers
says something negative about it to an acquaintance?

m Does a positive or a negative statement have equal financial impact
or is one more beneficial and the other more harmful?

m Can the economic value of customer recommendations be quantified?

Looking to the skies for an answer

In January 2005, Informative conducted a study designed to answer
these questions. One thousand people who had flown on a named
group of US domestic airlines - American Airlines, Continental Airlines,
Delta Airlines, Jet Blue Airlines, Southwest Airlines, United Airlines and
US Airways - during the previous year were surveyed on their flying
habits and their recommendation activities. Data was collected on their
elite flying status, standard demographics, online check-in and boarding
pass experience, and recommendation behaviour.

Respondents were first asked whether negative or positive comments
have a bigger impact on their purchase decisions.

Which of these would have the greater impact on your decision to
fly or not to fly with an airline?

O A positive comment from a friend or acquaintance about their
flying experience with that airline

O A negative comment for a friend or acquaintance about their
flying experience with that airline

People were roughly split on their perception of the impact on their
flying choices of positive and negative comments. 54% reported that
positive comments by an acquaintance had a greater impact on their
decision to fly with a particular airline, and 46% believed that nega-
tive comments had greater impact.

In general, the marketing community tends to focus on the value of
positive buzz as a potential driver of customer acquisition and brand pro-
motion. This focus on the positive benefits of consumer word of mouth
behaviour is a natural tendency. I certainly like to think that positive com-
ments have a greater impact on my decisions than negative comments. In
fact, the respondents to the survey reported that the two factors that had
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the biggest impact on their airline choices were comparison-shopping on
the Internet (38%) and personal recommendations from an acquaintance
(42%). But, although personal recommendations have a clear impact on
choices, the question is whether positive comments have a greater impact
than negative comments. This distinction has not yet been made with
regard to word of mouth marketing effects.

The US national election in 2004 was viewed by many as the most
negative in recent memory. Why would hard-nosed politicians with limited
budgets invest so much in negative advertising if positive comments had
greater impact on behaviour? Although we like to believe positive com-
ments have a greater impact on our decisions than negative comments,
there are reasons to believe that within certain industries or contexts
negative comments have a more pronounced effect on our behaviour.

Survey respondents were asked about their recommendation activi-
ties for the seven airlines, in order to measure the number of positive
and negative comments for each airline during the previous year.

Have you made a very negative comment to a friend or acquain-
tance about your experience flying with an airline in the previous
year? (Yes/No)

O df Yes) Tell us which airlines you made a negative comment
about to a friend or acquaintance and to how many people you
spoke

Have you made a very positive comment to a friend or acquain-
tance about your experience flying with an airline in the previous
year? (Yes/No)

O df Yes) Tell us which airlines you made a positive comment
about to a friend or acquaintance and to how many people you
spoke

Results

Figure 12.1 and Table 12.1 illustrate the key finding of the airline study.
The chart plots the relationship of (1) the percentage of negative
consumer comments made about an airline by consumers who consider
the airline their primary airline, and (2) the operational profits of that
airline as of Q3/2004.The bubble size of the chart indicates the revenue
for each airline in Q3 of 2004.

Let’s make a few observations.The first thing to note is that Jet Blue and
Southwest were the only airlines in the study that were profitable in
Q3/2004 and they were the airlines with the lowest negative comments
among respondents who considered them their primary carrier. JetBlue
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Figure 12.1 Negative word of mouth and operational profit for US domestic
airline industry, 2004

and Southwest were also the airlines with the highest percentage of
positive comments. The single exception is Continental that squeaked by
Southwest with 93% positive comments.The second observation is that the
airline industry is in dramatic upheaval and undergoing structural transfor-
mation from low-cost carriers such as JetBlue and Southwest.The result is
that all the traditional network airlines are losing money at historic levels.

Table 12.1 Analysis of negative word of mouth and operational profit for US
domestic airline industry, 2004

A B C D E

Q3/04 % Negative  Q3/04 % Positive Ave. %

Operating ~ comments®  Passenger comments®  profit

profit revenue Q3/03 -
Airline (US$ m)° (US$)e Q3/04°
JetBlue 191.30 0% 311 600 000 1.00 13.12
Southwest 23.00 23% 1 570 000 000 0.92 9.04
United —91.00 41% 2 028 900 000 0.75 —6.68
UsS Air —206.10 71% 969 400 000 0.65 —6.74
Continental —216.40 38% | 144 600 000 0.93 —6.80
American —244.80 46% 2 453 500 000 0.88 —822
Delta —399.00 55% 2 041 900 000 0.8l —9.02

Source: Columns A, C and E, data from the Bureau of Transportation Statistics (BTS) of the US
Department of Transportation, 16 December 2004; columns B and D, data from the Informative
study conducted January 2005
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Negative word of mouth predicts poor profit

The really interesting finding here is that the percentage of negative
comments is highly predictive of operational profit’(R? = —0.84), while
positive comments are not very predictive at all. While many people
might have anticipated that negative comments are as predictive as posi-
tive comments, few people would expect negative comments alone to
be predictive of operating profit. The correlation of negative comments
is even higher (R? = —0.86) against the five-quarter average of opera-
tional profits (column ‘E’) than it is with operational profits in Q3/2004
(column ‘A”). This makes sense because the five-quarter average contains
data over a longer period of time and smoothes out any volatility that
might impact a single quarter.?

The strong negative correlation between operating profit and
negative comments suggests that as the percentage of an airline’s
customers who are making negative comments about them increases
the airline’s operating profits decrease. Conversely, as the percentage
of an airline’s customers who are making negative comments about
them decreases the airline’s profits increase. This correlation illus-
trates a very interesting dynamic that appears to be at work in this
particular industry.

If we view the word of mouth communication among airline customers
as a media channel then we are saying the greater the frequency and
reach of the negative comments about an airline on that channel the
greater the negative impact on an airline’s profits. This is literally what is
happening in this industry. With traditional media channels, advertisers
specify in advance the frequency and reach of their advertisements and
then pay accordingly. With the word of mouth channel there is good news
and bad news.The good news is that you do not have to pay to use the
channel for advertising. The first piece of bad news is that you cannot
specify the content, frequency, or reach of the advertising. The second
piece of bad news (at least for the airlines studied in the current market)
is that negative word of mouth advertising is much more predictive of
profits than positive word of mouth advertising.

Show me the money
At this point we can answer two of our original questions:
m Does a positive or a negative statement have equal financial impact

or is one more beneficial and the other more harmful?
m Can the economic value of customer recommendations be quantified?
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Not only are negative comments more predictive of operating profit
than positive comments but their impact can be quantified. Negative
comments have about 2.4 times more financial impact than positive
comments within the airline industry. Every 1% reduction in negative
comments co-varies with US$4 050 464 of operating profit; every
1% increase in positive comments co-varies with US$1 709 300 of
operating profit.

The term ‘co-varies’ has been used because there is not yet a proven
causal relationship between negative comments and operational profits.
However, the percentage of negative comments definitely mirrors opera-
tional profits for the airlines within this study. To summarize, it appears
Jor this industry at this time more financially beneficial to reduce nega-
tive consumer comments about a brand than it is to increase positive
consumer comments about a brand.

Why negative word of mouth is linked to poor
profitability

It’s time to poke holes in this analysis in order to test these conclu-
sions. We have not yet presented a theory about the causal processes
that could explain the correlation of negative comments and operat-
ing profit. The competitive story illustrated in Figure 12.1 was what
Clayton Christensen terms ‘the disruptive transformation of an
industry by low-cost entrants’.4 In Christensen’s model of disruptive
innovation:

m Incumbent players compete with one another by creating high-mar-
gin services for demanding customers.

m Low-cost entrants enter the competitive picture, meeting the needs
of the under-served, less demanding segment of the market.

m Low-cost entrants develop product and business models that meet
the requirements of less demanding customers at a price that the
incumbents cannot match, and still operate profitably.
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B Low-cost entrants gradually improve their service and meet the needs
of a larger share of the market while maintaining low prices.
B Incumbents are faced with a competitive dilemma:
O Lower prices below the level that their business model can
operate profitably
O Retreat up-market to battle for high-margin demanding customers

This is precisely the financial dynamics of the airline industry depicted
in Figure 12.1.1In the current market the incumbent (traditional network)
airlines are being pressed to maintain services by their demanding
business customers and are being pressed to lower prices by their less
demanding leisure customers. The incumbent airlines are struggling to
operate profitably at the low end of the market while maintaining high
levels of service for their profitable business travellers. Unfortunately,
given the dilemma, airlines are having a difficult time meeting the
demands of either of these groups and as a result are generating negative
comments from both.

In this competitive environment:

1. It makes sense that the incumbent airlines would generate more
negative comments than their low-cost competitors who have less
demanding customers.

2. It also makes sense that the low-cost entrants’ ability to operate
profitably at a much lower price point would generate higher posi-
tive comments from their less demanding customers.

This model of disruptive innovation gives a plausible account for
why there might be a negative correlation between negative consumer
comments and operating profits among the airlines we studied. But
how does this information help marketers in the airline industry do
their job? How does understanding the dynamics of word of mouth
marketing help marketers build a successful airline, or a successful
marketing campaign for that matter? If we take seriously the notion that
word of mouth is a media channel with frequency, reach and content
that has a direct relationship to profitability then airline marketers have
several approaches open to them.

Marketing implications

You can’t manage what you don’t measure. The first thing an airline
marketer should consider is to track and measure the word of mouth
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content about their airline: (1) track the number of negative comments its
customers are making to their acquaintances about the brand; (2) identify
the concerns being expressed by its consumers; and (3) wherever
possible, address these concerns to decrease the negative word of mouth.
Decreasing negative comments is literally like money in the bank for an
airline. Addressing the causes of negative comments might mean chang-
ing in some way their product or service offering. But it may be that their
customers are misinformed about or unaware of some aspect of the
airline’s business. In this case some kind of informational marketing
campaign utilizing traditional media could help decrease the negative
word of mouth.

Another approach is to consider countering negative word of mouth
by allocating marketing budget to target the major sources of word of
mouth marketing effects. Not all consumers are equally effective in the
communication of their attitudes throughout the network. Marketing
segmentation approaches have tended to segment consumers by
different demographic or product use attributes, but have generally
ignored the impact people have on others’ purchase decisions. But if
you look at recommendation behaviour and other psychological and
social attributes, some consumers have much greater impact on word
of mouth activity than others. Borrowing terms from the traditional
media channels you could say some people have greater frequency
and reach than others. Further, some consumers have greater impact
on the purchase decisions of those around them than the general
population.

Marketers are developing segmentation profiles to identify people
with various roles in the transmission of messages through the social
network. For example, I have developed a segmentation profile for
influencers® that has proven successful in identifying people who have
greater frequency, reach and impact on purchase decisions than the
general population. The profile measures people along two variables
that are highly predictive of recommendation behaviour and impact. It
utilizes the Affective Communication Test® (ACT) developed by Howard
Friedman at the University of California and a variable I created to
measure the relative size and geographical distribution of a person’s
social network.

A great number of people have been profiled over the past two
years, and we can conclude that influencers have several attributes of
interest to marketers. First, they are very active recommenders. In many
industries and concerning many different product categories, they have
been shown to exhibit recommendation frequencies from two to six
times greater than the general population. They also have been shown
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Figure 12.3 Pareto analysis of acquaintance distribution in
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to know on average four to five times the number of people as the
general population.

A Pareto analysis on influencers shows that 20% of the population
account for about 68% of all the social acquaintances of the population
studied. It turns out that the distribution of social acquaintances does
not follow a normal distribution but a power law distribution.This same
kind of phenomenon has been identified in links to websites on the
Internet and other places susceptible to network effects.” In power law
distributions (unlike normal distributions) there can be extreme devia-
tions from the norm. Since physical height among humans is normally
distributed you might very well meet someone who is 7 feet tall but you
will never meet anyone who is 70 feet tall. On the other hand, wealth is
distributed according to a power law in many cultures. If the mean
yearly income is approximately US$40 000 in the US, you can run into
people who have yearly incomes of US$400 000, US$4 000 000, or even
higher.

Besides having greater frequency and reach, influencers have been
shown to have a greater impact on the purchase decisions of those in
their social network. The impact on purchase decisions is difficult to
measure in most social contexts, but we approached the problem from
a different angle to approximate the effect. Insurance agents for a large
US insurance agency were profiled then grouped by influencer seg-
ment, using a quadrant analysis in which people are grouped by the fol-
lowing four categories.

m Expressive/Social (high ACT/high social connection)
m Expressive/Private (high ACT/low social connection)
m Reserved/Social (low ACT/high social connection)
m Reserved/Private (low ACT/low social connection)
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The results (Figure 12.4) showed that the influencers with a B+ in
emotional expressiveness and an A in social connection were two to four
times more productive in selling premiums on the insurance products
under examination.® The influencer segmentation is very predictive of
sales success and, by analogy, of the impact that influencers have on the
purchase decisions of those in their social networks. An influencer is
defined as a person in the top 20% of the population in both affective
communication skills and social connection. This typically yields about a
10% incidence rate in the general population. However, as in the case
above, we optimize the configuration for the desired behaviour and the
greatest incidence rate. We have found in certain industries and product
categories, such as insurance sales and recommendation of consumer
electronics, you need to dial down the emotional expressiveness to yield
the best results.

Influencers create an inordinate amount of the word of mouth
effects that drive the financial impact in the US airline industry. They
actively recommend either positively or negatively the brands they love
and hate to an extended social network. In addition, they are natural
born salespeople who are very capable of influencing the rest of the
population’s purchase decisions. Marketers can leverage this valuable
segment by using an inordinate portion of their marketing budget to
target influencers with special promotions that generate trial, adoption
and advocacy and result in positive word of mouth recommendations.

Conclusion

As we have seen, negative consumer comments can be reflective
of financial success in certain industries. The way we talk to one
another about a brand is very reflective of the attitudes that drive



The financial impact of negative consumer comments on US airlines 195

purchase decisions. It is important for airline marketers to consider
that the airlines that are having the greatest financial success in the
current market are also receiving the fewest negative comments and
the most positive comments from their customers. The way cus-
tomers talk about brands can be viewed as an emotional bank
account. Every day customers are making emotional deposits and
withdrawals through the things they say about brands to their
friends. These emotional deposits and withdrawals are just as reflec-
tive of financial success as the deposits and withdrawals in your
actual bank account.

Takeaway points

m Word of mouth can be viewed as a media channel that has a
measurable frequency, reach and impact on purchase intent similar
to traditional media channels.

m In order to manage word of mouth, marketers first need to track
and measure it.

m It is important to understand the dynamics of negative as well as
positive word of mouth for a given industry and market.

m For the airlines considered in this study, negative word of mouth
is inversely proportional to profitability — as negative word of
mouth increases, operating profits fall.

m The financial impact of negative and positive comments can be
quantified.

m Word of mouth marketing should be done systematically, and pro-
grammes should focus on influencers and opinion leaders who have
the greatest reach (large social networks), the highest frequency of
recommendations, and the greatest impact on purchase intent.
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Myths and promises

of buzz marketing
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Myths and misinformation abound in the world of buzz marketing.
People say it’s cheap. It’s not; it’s cheaper. Others say word of mouth,
viral and buzz marketing are all the same.They’re not; they’re different.
Some say you have to have an exceptional product to harness the word
of mouth effect. You don’t. Critics say you can’t measure buzz.You can.
Others say that word of mouth marketing is risky. In fact, it’s no more
risky than any other type of marketing.

This chapter dispels some of the common myths associated with viral,
buzz and word of mouth marketing, and guides you through the jargon
jungle to find the connected marketing strategy that’s right for you.

Myth |

The myth: Buzz, viral, street and stealth marketing are all the same.

User comment: ‘My viral email campaign is coupled with an undercover
marketing campaign that will create buzz in Internet forums.’

Redlity: Word of mouth marketing techniques differ and shouldn’t be
confused with other alternative marketing techniques. They don’t
serve the same objectives.
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Table 13.1 Not all connected marketing techniques are the same

Approach What’s different about it?

Word of mouth Umbrella term for marketing practices which aim to
marketing make consumers talk about a brand

Buzz marketing Using a special ‘hool’, event, or promotion to get

consumers and the media talking about a campaign

Viral marketing Creating branded Internet materials or websites that
consumers enjoy sharing with their friends, usually
by email

Influencer marketing Identifying and involving the most influential consumers

in a target market to turn them into brand advocates

Evangelist marketing Involving your most loyal customers to turn
them into brand advocates

Street marketing Reaching and interacting with consumers directly in the
places they frequent offline
Stealth/Undercover Marketing below the threshold of awareness
marketing (for example: hiring actors to spread positive brand
messages in public spaces, passing them off as real
consumers)

As for every fashionable new marketing technique, it’s highly
tempting to add a ‘viral’ here and a ‘buzz’ there. A brand new field,
some weak definitions and you end up with general confusion as to
what the activities really are and what to expect from them. Terms
become completely interchangeable and everything, including old
practices, become viral or buzz campaigns.

But buzz is not viral is not street is not stealth marketing. Table 13.1
shows one interpretation of some of the marketing techniques you may
come across in our brave new world.

Each technique uses different levers to get different results. So you
need to choose the technique that’s appropriate for the objectives you
want to achieve.The first step is to ask yourself some questions:

1. What are your objectives? Do you want to drive brand or product
awareness? If so, your activities don’t necessarily need to result in the
consumer endorsing your product or brand. You want consumers to
recognize and remember it. Or do you want to push sales, adding credi-
bility to your marketing mix? If so, you'd be better focusing on activi-
ties that put a strong emphasis on getting consumer endorsement for
your brand or product.
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Drive brand awareness — | Push sales - strong
weak endorsement endorsement
Message spreads from Viral marketing Influencer marketing
consumer to consumer Buzz marketing Evangelist marketing
(word of mouth
marketing related)
Personal brand contact Street marketing Undercover/stealth
with each individual marketing
consumer (non-word of
mouth marketing related)

Figure 13.1 Objectives in connected marketing

2. Do you want the message to be spread from consumer to con-
sumer? Or would you prefer to create personal brand contact with
each prospect individually? Street marketing and stealth marketing
get your brand noticed, but they aren’t focused on stimulating con-
sumer-to-consumer conversations. Alternatively, with viral, buzz or
word of mouth marketing, the point is to relinquish a degree of con-
trol of the message so it spreads within consumer networks.

3. Are you ready to take the risk of possible consumer backlash?
Undercover or stealth marketing can come under high scrutiny and
can be perceived as unethical. If you're exposed, your brand’s image
may suffer a great deal.

Figure 13.1 provides an overview of the different connected market-
ing practices categorized by objective. It will help you to choose the
right activities for your organization, according to your objectives. The
remainder of this chapter focuses on the marketing activities in the first
field of the diagram: activities that encourage consumers to spread mes-
sages to each other. From now on, we'll refer to these activities as word
of mouth marketing.

Myth 2

The myth: Only great products benefit from word of mouth marketing.

User comment: ‘Unfortunately I’'m not Apple. My products aren’t that
sexy.’

Reality: Even the most unlikely products can benefit from word of
mouth marketing.
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Let’s face it: if you have a stand-out product such as the iPod or the VW
Beetle, you can expect greater results from word of mouth marketing
campaigns. And undoubtedly, promotion of high-involvement products is
also largely driven by word of mouth.

But if you’re selling, say, bags of flour, it doesn’'t mean word
of mouth marketing can’t be used to your advantage. Management
consultancy McKinsey estimates that roughly 70% of the whole
economy, including the flour industry, is influenced by word of
mouth.!

The first thing to consider is that your product may be more inter-
esting than it first appears. Are Post-it Notes cool? Is Google sexy? Are
Eastpak backpacks incredible? Not at first glance. Yet they all grew
popular thanks to word of mouth.There are people out there who are
waiting for your product (let’s hope so, otherwise, don’t even bother
launching it); people who will greatly benefit from your offer. Find
them, develop relationships with them and transform them into brand
advocates.

Let’s continue with the example of flour. There are people who are
very interested in flour because they do a lot of cooking. They want
to make the best cakes and breads and are always looking for ways to
improve their recipes.They are known in their social circles as cook-
ery experts and are highly influential on that topic. People will turn
to them for advice on cooking bread or cakes. Putting your flour into
the hands of these influential consumers will generate word of
mouth for your brand. What’s more - the icing on the cake - your
product information will be well received by these individuals. This is
in direct contrast to most other consumers who will try to avoid it,
forcing you to adopt interruptive marketing strategies such as adver-
tising.

Now let’s suppose that your product doesn’t have such experts inter-
ested in it (any peapod fans out there?). Or that it doesn’t slip into
everyday conversation very easily (I can’t remember the last time I
talked about toilet paper socially). What do you do?

The ploy here is to stimulate conversations, not about the
product itself, but about the marketing campaign behind the
product. Buzz or viral marketing campaigns are perfect for this: they
create social currency that feeds consumers’ conversations (‘Have
you seen ...?” ‘Have you heard about...?’). Talking about the
campaign is a trigger to making people talk about your product at
the same time.And if your product is buzzworthy because of intrinsic
qualities (blue peapods or toilet paper made of real tree leaves, for
example), you have a surefire winner when it comes to word of
mouth stimulation.
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Myth 3

The myth: Great products don’t need word of mouth marketing.

User comment: ‘| have the iPod-killer in my hands. | don’t need to
stimulate buzz, it will grow by itself.’

Redlity: Even great products are drowned in the current marketing
clutter. You need to stimulate and sustain the natural flow of word
of mouth.

Great products wouldn’t have needed word of mouth marketing at
some point last century when:

The number of competitive products was limited
Consumer information sources were limited

The volume of marketing communication was limited
Product lifecycles were long.

Now consider the following information:

1. Every year, over half a million new products are launched in Europe.?

2. In 1965, three advertising spots on TV in the US would reach 80% of
a mainstream target audience. By 2002, the same reach required 117
spots.3

3. It is estimated that people are exposed to approximately 3000 messages
a day.4

4. The product lifecycle is ever-shortening.>

Some key words emerge from our current marketing landscape that
explain the present situation: saturation and speed. Too many choices,
too many sources of information, too many messages and too little time
to let the market grow the demand by itself.

Will a great product find its way through this current clutter and
3000 other messages? Possibly. But when it happens, it may be too late
(most of the profits on a new product are made during the early sales
phase), and it may be due more to luck than intrinsic product qualities.

‘Harry Potter’ books® are a great word of mouth legend. The proof
that a great product can explode simply from natural word of mouth,
right? Not really. What few people know is that the first book in the
series was refused by several different publishers. How could these



202 Connected Marketing Principles

experts have turned down such a nugget? Great products are unfortu-
nately not always considered as such by the public at first sight. Even
more interesting, recent academic research on the ‘Harry Potter’ phe-
nomenon shows that ‘its success may have more to do with particular
attributes of the social and media network it is spread across than with
any inherent quality of the book’.” And indeed, the publisher of the
books used a highly involved word of mouth marketing campaign,
spreading the book into the relevant social networks.

Another example is 3M Post-it Notes, a great product with obvious
qualities. So obvious, in fact, that the traditional marketing campaign to
promote it failed miserably. The product was about to be completely
withdrawn from the market when a word of mouth marketing cam-
paign saved it. (For the full story, see Chapter 1).

In a nutshell, natural word of mouth can sometimes make your product
a hit. But most of the time it won’t since it will be drowned out by the
thousands of other messages being pumped out. It will spread too slowly
to fuel the take-off of your product. What you need to do in this day and
age is to stimulate this natural word of mouth flow using word of mouth
marketing campaigns, even if your product is already buzzworthy.

Myth 4

The myth: Word of mouth marketing is cheap.

User comment: ‘Let’s drive millions of consumers to my stores with
word of mouth marketing. | have a few thousand dollars to spend.’

Reality: Word of mouth marketing is not cheap, but cheaper.

Viral and cheap are often seen as synonymous. There’s no denying
that a few companies manage to achieve success with almost no mar-
keting budget. Hotmail, Google and eBay are among the best examples.
But do you see a common pattern here? They all exist on the Internet,
their services are easy to sample and are (or were) free. Unfortunately,
this is not the case for 99.9% of the companies out there. Most products
and services are not 100% Internet-based and so are more difficult to
sample. Most businesses only make money by selling products or serv-
ices to the end user. How many customers would Hotmail have
acquired initially if the service hadn’t been free?

And what about the Blair Witch Project? It was an offline product that
people had to pay to see.True, part of the success of the movie is due to
word of mouth, but this didn’t happen without a heavy marketing push.
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Artisan reportedly spent US$10 million on distribution and promotion,
three times less than the average marketing budget in the US for a big
studio film (estimated to be US$25-30 million).® Artisan harnessed the
power of word of mouth for less money, but not with no money at all.

How you spend your budget is also different for word of mouth
marketing than it is for traditional marketing. In traditional marketing
campaigns, media buying tends to consume a large part of the total
budget, while creation is allocated a much smaller portion. With word
of mouth marketing, you don’t need to invest as much in media, but
you need a realistic budget for strategic planning and creation. You
want the consumer to spread the message for you (thereby reducing
your media cost), but they need a very good reason to do so (so invest-
ment in planning and creation is crucial).

Unfortunately, word of mouth marketing is not the Holy Grail some
expected: you need to invest if you want to get results. And, more likely
than not, the more you invest the better results you will get. In some
instances, you can still achieve a measure of success for a few thousand
dollars, but you need to adapt your expectations accordingly. It all
depends on what you define as success.

Myth 5

The myth: Word of mouth marketing is risky.

User comment: ‘| don’t want to run the risk that my message is distorted
or hijacked while spreading from consumer to consumer.’

Redlity: The heyday of message control is over.

For the past 40 years, marketing has been all about control. Control
the message. Control the brand image. Control the media channels.
Control the distribution channels.

There was, and still is, value in control but marketers must accept
that the landscape has changed. Over a period of just a few years, every-
day consumers have gained access to a variety of communication tools:
email, SMS, websites, instant messaging, blogs, forums, GSM . . .

What was the cost for a consumer to spread a message to 1000
other consumers in 1980? You can factor in a few thousand dollars, as
well as the cost of the time spent doing it. What is the cost in 2005?
Close to zero and the time needed to execute the task is now a matter
of minutes.
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Like it or not, the reality is that consumers are increasingly taking
control of the marketing communication landscape.That’s not an opin-
ion; it’s a fact. There are already millions of consumers talking about
your products in Internet forums, or expressing and spreading their
opinions far and wide to their friends via email.

The movie Hulk lost 69.7% of its potential audience within the first
few days of its release. It was the same for 2fast2furious which lost
63%, and Charlie’s Angels which lost 62%.? The reason? Consumers
spreading negative word of mouth using SMS, email and websites.
Never in the history of the movie industry has a phenomenon made so
much impact, so quickly.

‘In the middle of difficulty lies opportunity, said Albert Einstein.!® So
either you ignore the word of mouth phenomenon (at your own risk),
or you try to embrace it and benefit from it.

Consumers are already talking about your brand and products - they
may badmouth them or spread positive comments, and you can’t
control that. However, you can exert influence on that outcome with
word of mouth marketing. Ultimately, in this media-saturated world, the
winners will be the brands that stimulate the flow of conversation
between consumers.

Myth 6

The myth: Word of mouth marketing can’t be measured.
User comment: ‘Buzz is great. Problem is, you can’t measure it.’

Reality: Metrics exists to measure the impact of word of mouth
marketing activities on the bottom line.

One of the criticisms levelled at word of mouth marketing is its
lack of measurability. We’re not even close to developing a single
measurement system that encompasses every kind of connected mar-
keting technique - if that’s even possible. But metrics for connected
marketing are improving every day and some useful models and tools
already exist. As stated previously, viral, buzz and influencer market-
ing are not the same things and consequently each have their own
tools and metrics.

Viral marketing, due to its online nature, is probably the most meas-
urable of all the word of mouth marketing approaches. It’s not difficult
to measure traffic to a specific website. Burger King’s viral website,
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Subservient Chicken, for example, had received 12.7 million unique
visits as at December 2004.11

Tools also exist to track the viewing of and interaction with ele-
ments downloaded from the Web and spread by email from user to
user. For example, online viral marketing consultancy Digital Media
Communications has expertise in the peer-to-peer tracking of viral
video clips. In 2002, the company engineered a viral campaign for
Xbox’s European launch and tracked over 450 000 calculable, proac-
tive views of copies of the Champagne clip within just four weeks of
launch.1?

Buzz marketing is closer to PR and events marketing by its nature, so
metrics used to measure success in those two sectors can also be applied
to buzz marketing. Depending on what kind of buzz activity is used, you
can measure the equivalent of media column inches and GRP (Gross
Rating Points); track online buzz links via a specific URL; do a pre- and
post-qualitative and quantitative survey; or track a specific element of the
campaign (such as coupon redemption).

Influencer marketing is probably the most difficult word of mouth
activity to track but it’s also one of the most impactful due to the credi-
bility of the messages it generates. An indisputable metric that can be
used to measure it is based on sales volume. Compare a sales area in
which an influencer campaign has run to one in which it hasn’t and that
will give you a good view of the impact of the campaign. For example,
Procter & Gamble saw a 14% increase in volume sales in Providence,
USA due to an influencer marketing campaign.!3

Field reports and surveys are other tools available to measure word of
mouth marketing results, notably in terms of reach. Ammo Marketing’s
2004 campaign for Miller Genuine Draft in the USA showed that over
their six-month programme, the 500 enrolled members indirectly influ-
enced nearly 1.5 million beer drinkers.!4

An emerging metric in the field is the measurement of online word
of mouth to gain an insight into its associated offline buzz. One study
discovered that the dispersion of online conversations was a fairly
accurate measurement of what was happening offline.!>

Conclusion

The field of word of mouth marketing is developing quickly and so is
the credibility of its metrics, especially with academic researchers now
coming on board. It’s in the interest of all marketing stakeholders to
keep up this momentum. However, to sustain it, we need genuine facts
and figures, not myths, misconceptions and inflated expectations.
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Takeaway points

m No matter what your product, there is a high probability that it will
be influenced by word of mouth.

m If your product is not buzzworthy, focus on creating a marketing
campaign that is worth talking about instead.

m Natural word of mouth alone isn’t enough to sell products; you
need to stimulate the flow.

m To get greater and more in-depth results, you need to invest a
realistic budget.

m Consumers are taking control of marketing messages, but
marketers can still influence the outcome of a word of mouth
marketing campaign.

m Viral marketing is the most easily measurable of all word of mouth
marketing activities.
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Buzz marketing: the next
chapter

Schuyler Brown

Co-creative director, Buzz@FEuro RSCG

This chapter gives you a thorough insight into buzz - the word of
mouth effect, the transfer of information through social networks;
and buzz marketing - the scripted use of action to generate buzz.!

Back in 2003, connected marketing activities such as buzz, guerrilla
and influencer marketing were still emerging practices in terms of
their recognition and credibility with marketers. Since then, a lot of
buzz has burned through the world’s social networks. One example is
the concept of ‘metrosexuality’ that Buzz@Euro RSCG helped spread
to the world. Some of the buzz about metrosexuality can be attributed
to the able minds at various marketing agencies, but most of it was
spontaneously ignited by consumers themselves.

Unlike other forms of marketing, which consumers can take or leave -
and, more often than not, they’re leaving it these days - connected
marketing such as buzz activity happens with or without marketing
people. The world’s buzz marketing professionals could disappear
tomorrow and, in some form or fashion, buzz would still be happening.

Isn’t it great to be totally . . . irrelevant?

But, wait! There is something buzz marketers can do better than
others: we can enhance and sometimes even direct buzz. And we can
do it in a way that benefits our clients. Buzz marketers also have
the advantage of being entertainers, educators, activists and content
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providers, rather than simply ‘interrupters’. Buzz marketing, like other
connected marketing activities, works because it flows through the
people who actually want to hear and spread the news. It’s not inter-
rupting the regularly scheduled programming; it s the programming.
And it’s a channel to which most people want to stay tuned.

The future of marketing?

Marketers didn’t just get into all this buzz stuff because they were
bored with the status quo.They realized the methods that worked in
the second half of the last century weren’t going to have the same
effect in this century. And that’s because the fundamental relationship
between consumer and marketer has changed.

In the beginning, marketing was an immediate business and one
that required cooperation between advertiser and consumer. The
Mary Kay gal knocked on your door and you had to open it or her
pitch wasn’t going to be very effective. In 1965, PF Flyers, a classic
sports shoe manufacturer, developed a promotion with cartoon hero
Johnny Quest and his magic decoder ring. A television commercial
showed Johnny (clad in his trusty PF Flyers, naturally) rescuing Race
Bannon from an erupting volcano. Despite the rarity of active volca-
noes in the US, kids were encouraged to get their own decoder ring
(just in case!) by buying the shoes and sending in for it. If you think
about it, this required a lot of work for what was, in the end, a piece
of plastic that took nearly three weeks to arrive - but it seems it had
kids flocking to the shoe stores.

Over the past couple of decades, efforts in advertising strove for
broad reach and appeal. The ad industry got big. It got bold. And ads got
noticed, but maybe not understood.They came at people with a “You’re
either in or you’re out, so which is it?’ vibe. This was cool in many cases:
Yes, I want to be a Pepper! Yes, I will have it my way, Burger King! I
want to sing in harmony with the world, Coke! Count me in. And not so
good in other cases: If [ log on to Outpost.com, I can shoot gerbils out
of a cannon? Think I'll pass on that one.

Ads, like the companies they were representing, became opaque
and standoffish. In looking to appeal to everyone, they ended up
appealing to no one in particular. Marketers took the life out of the
messages, and audiences started looking for ways to take us out
of their lives. You've got to hand it to them, they’ve done a pretty
good job - TiVo, on-demand cable, satellite radio, pop-up blockers.
Consumers are now putting the burden back on marketers to court
them, woo them and give them something worth listening to, looking
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at and talking about. It’s time to rebuild the relationship between the
marketers and the market.

Buzz marketing may be the key

As marketers emerge from the hands-off marketing of the past couple
of decades, they are experiencing a back-to-basics approach to getting
the word out about the products they are tasked with marketing. Today,
that Johnny Quest promotion sounds simultaneously (1) old-fashioned
and naive and (2) like the beginning of a pretty good buzz marketing
idea for PF Flyers, only today that decoder ring would be TAG Heuer
with a GPS device that could track your friends on their eco-travel
expeditions to places where volcanoes actually exist, and Johnny Quest
would be a limited-edition, manga-inspired figure available only at select
stores in Manhattan and Tokyo.

It’s been a while since marketers have asked so much of consumers.
No longer content to let consumers soak up spiels, marketers now want
them to volunteer to be active participants in spreading the word. So here
marketers are, once again, standing at the door, their pink Cadillac parked
in the driveway, asking for permission to come in and show off the latest
line of lipstick shades. But harder even than getting in the door, they are
working to make such an impression that their target will tell her friends
about the products, and they’ll tell their friends, and so on,and so on.

Buzz marketing (as defined earlier in this chapter) is far from science.
It is art, and those practising it know just how scary that can be.Yes, we
may be poised on the edge of a great era for marketing. It feels like a
golden age of understanding is right around the corner. But marketers
have to face down a few challenges - sorry, opportunities - before they
can get to the smooth-sailing part.

Right now, the practice of buzz marketing is being defined by its suc-
cesses, because it is a business in which failures die a quick and very
quiet death. There are a number of people and campaigns that have
come to define buzz marketing at its best. There are innumerable lessons
in their stories and potentially a few glimpses into what the future might
hold. Here, we'll seek to give some structure to the amorphous business
of buzz marketing as it is happening today.

First and foremost, people who hope to understand the fundamentals
of the buzz discipline need to know why buzz tactics have come to the
fore in recent years. The simple answer is that current conditions are
ideal for buzz marketing - and, in fact, make them an imperative. These
conditions are grounded in five new realities that impact businesses
and the lives of consumer targets.
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New reality |: Business as usual is getting very unusual

Most people would agree that Corporate America is due for a makeover.
And because we are living in a time when ordinary citizens have a
vested interest in the way the businesses around them make money,
treat their employees and sell products, advertisers and marketers trying
to put a bright gloss on these businesses have their hands full.

When my mother, an educator in Kentucky, started talking about such
things as the outsourcing of jobs overseas, corporate ethics, owning
stocks (‘Did you buy Google?’) and sustainability, I knew ‘business’ was
now considered part of everyday people’s domain, no matter what their
occupations.And it should be, given the impact of business mismanage-
ment and criminality on people’s personal finances.

The average person’s loss of faith in business has consequences for
marketers, of course. But we may be headed towards a time when the
public’s revulsion with unethical business practices reaches the point
at which genuine change is effected. OK, go ahead and scoff. But if you
think Nike simply shrugged off consumer criticism of its labour prac-
tices, think again.

When we look at what’s buzzing in business, we don’t just see the bad.
We're also seeing signs that today’s teens and young adults in the US are
genuinely interested in restoring the sheen to the American Dream. The
most influential among them are socially conscious, economically respon-
sible and interested in protecting the environment. They have made the
Toyota Prius the hot car of the moment (despite a 44% increase in its
global production, there are more people on the waiting list than there
are cars heading to dealerships). They eat organic, vegetarian and raw
foods to preserve the environment and respect their bodies. They shun
big businesses, refuse to wear fur, and flock to such brands as Carhartt
and Camper because they are ‘well made’. They are modern-day hippies,
and they have a spokesperson in the flamboyant figure of Dov Charney,
CEO of clothing company American Apparel.

Dov Charney has built his company on buzz, with a predilection for
shock tactics (big and small) that get people talking. He is fond of using
images of scantily clad young women in his advertising and trade-show
booths, often using employees as models and taking many of the photos
himself. One of the company’s ads has featured his own bare backside.
He has spoken of consensual sexual activity with his employees and an
article in Jane magazine described his fondness for pornography and
sexual favours.?

He sports a 1970s-style mustache and macho-man glasses, and can be
seen about Brooklyn wearing a terrycloth tennis outfit of short shorts,
polo shirt and sweatband. He is capable of using the f-word as a verb,
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noun and adjective - all in one sentence. And, of course, he is the darling
of the US media - both the business press and the popular press.

In August 2004 Charney was voted Person of the Year by apparel-
industry publication Counselor. The choice of Charney suggests a
growing level of respect for his business practices, which have been
called everything from kooky to revolutionary, and a begrudging
acceptance of the man. In just seven years, he has grown his company
from 50 employees to nearly 2000 and has proved that you can manu-
facture quality apparel without outsourcing anything. His treatment of
employees is nearly enlightened, with benefits ranging from salaries
that are almost double the minimum wage to classes in English as
a second language, immigration support, computer literacy, on-site
masseuses, even bicycles for employees without cars to use as trans-
portation to and from work. No wonder there’s a waiting list of 2000
people looking for work at American Apparel.

Charney is worthy of note not just because he’s an amazing buzz
marketer (he does very little advertising) and self-promoter, but also
because he’s emblematic of his generation’s determination to make
money and build businesses without crossing ethical boundaries and
exploiting workers. When asked about sweatshop labour, Charney rants
in Counselor, ‘Understand: I think hot young girls are sexy. Hot young
girls slaving over looms for 12 hours a day in Indonesia to make US$1,
however, are not. In his view, ‘innovation and social responsibility are
the new American dream’.3

New reality 2: Great expectations, not so great budgets

You really have to be a spin artist to take the challenge of shrinking
budgets in the marketing industry and turn it into an opportunity, but
for buzz marketers, there really is a silver lining. We all know that Wall
Street analysts and company boards are demanding more accountability
from companies, particularly with regard to the way they are spending
marketing dollars. Because so much of marketing ROI is intangible, it’s
getting harder to defend to those who watch the bottom line.

No great help are the studies - often flawed - that like to suggest
marketing dollars are being squandered on ineffective ads. According
to a study released in May 2004 by Deutsche Bank using customized
marketing-mix analysis from Information Resources Inc., only three of
18 major brands competing in established product categories could
demonstrate financial returns greater than the company’s marketing
investments. In the other 15 cases, the companies were spending more
money than they were making. This environment leads to turbulence
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(constant ad agency reviews and expensive pitches for businesses
that will be lost within the year) and frustration due to unrealistic
expectations.*

One side effect of the slashed budgets, however, is not so negative, and
it’'s where marketers can see opportunity shining through. Advertisers are
looking for creative solutions that cost less and deliver more bang for
their buck. Enter buzz marketing, a practice that can be substantially less
expensive and substantially more effective than traditional means.

Polaroid tried this solution in late 2003. The brand was emerging
from bankruptcy with a Board determined to climb out of the hole but
without incurring major costs. From a broad perspective, the goal was
to re-establish the brand’s reputation for innovation, something that
would be necessary to keep the company afloat in the competitive
technology sector, and to lay the groundwork for the launch of a line of
newly designed products in spring 2004. But, their immediate goal was
to stem the decline of instant film sales. Compounding their financial
restraints were two perceptual problems: (1) some people assumed
Polaroid was obsolete, and (2) others were not really sure how Polaroid
might be relevant to them in today’s age of tiny digital cameras and
camera-phone hype. Polaroid was a retro icon in need of an immediate
infusion of relevance and currency to buoy the brand until the new
products were on the shelves.

There was not enough time or money for advertising to do the job
Polaroid needed. Buzz@Euro RSCG was called in to present potential
alternatives to ads.The hunch was that there might be a glimmer of hope
in the iconic status of the brand, so a pop-culture audit was conducted.
This was a programme designed to uncover instances of a brand in the
deep recesses of pop culture.

The audit uncovered the secret life of Polaroid as the darling of the
creative classes: fashion designers, art-school students and photogra-
phers. The brand was being picked up by art directors and fashionistas
for its retro-chic qualities - mirroring what was happening with sneak-
ers, sports jerseys and 1980s fashion icons.

Buzz@Euro RSCG took this spark of creative life and ran with it.The
most promising lead came from the world of music, in the form of a
then little-known (and now world-famous) hip-hop duo from Atlanta
and a song, ‘Hey Ya’, which featured the lyrics ‘Shake it like a Polaroid
picture’. The song was discovered before its release, enabling some
fortuitous networking that panned out in a small sports-jersey store in
Atlanta, a favourite shopping stop of the manager of OutKast.

A Polaroid/OutKast relationship was started with the simple place-
ment of six cameras in the hands of the band for a live performance on
US TV show Saturday Night Live.This relationship grew exponentially
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over the next six months. It became obvious, as the song’s popularity
began to explode, what the benefits to Polaroid were: that most coveted
of buzz catalysts, natural and authentic endorsement by a hot celebrity.
‘What was less obvious to the public, but key to the deepening relation-
ship, was Polaroid’s part in taking ‘Hey Ya’ beyond a simple pop tune
and into the realm of pop-culture phenomenon. Having the band use
the actual product on stage put movement and meaning into the lyrics
and started ‘the Polaroid dance’. Around the US, as DJs in clubs picked
up the tune, people literally shook it like a Polaroid picture on the floor.

Good faith was added to the relationship, and Polaroid’s profile and
connection with Andre 3000 (half of the OutKast duo) was raised, by
throwing two star-studded parties for OutKast in Los Angeles. Polaroid
hosted the VIP lounge at both of these parties - one after the VH1
Awards and the other after the Grammys - and brought in the giant
20x24 Polaroid camera for celebrity portraits. The spectacle of the giant
camera and celebrities actually sitting for party portraits in this age of
the hideous paparazzi was too much for the press. The parties were
swarmed. Media coverage of these parties and the Polaroid/OutKast
phenomenon spanned from 7he New York Times and CNN to US
Weekly, The Post,and E! Television.

The Polaroid/OutKast relationship culminated in an enormous celebra-
tion at the NBA All-Star Game the week after the Grammys. Because the
band was so dedicated to the brand, 1000 cameras were able to be placed
on the seats of the audience on the floor. As the players were introduced,
Andre 3000 performed his high-energy ‘Hey Ya’, and the audience on the
floor waved and snapped thousands of Polaroids for a televised event that
reached in excess of 8 million people.

Beyond the OutKast relationship, Polaroid’s profile was raised simulta-
neously within some other hip, pop culture-focused industries. Celebrity
photographer Kevin Mazur used the 20x24 camera for a week during the
Sundance Film festival. And fashion designer and Polaroid fanatic Cynthia
Rowley was persuaded to ambush New York Fashion Week by, among
other things, designing a custom Polaroid camera for all of the VIP show
attendees and taking her own red Polaroid camera on stage for her final
bow.This was shocking in that camera-maker, Olympus, was the primary
sponsor for all of Fashion Week, and Rowley’s association with Polaroid
was considered very controversial. The New York Times covered the
drama around the competing camera sponsors during a week when
every designer has their fingers crossed for a simple mention.

At this point, it was clear that Polaroid had successfully ridden the
buzz wave to its peak.The brand began showing up in magazine spreads
and on websites, from The DailyCandy to Nike.com, and ‘Shake it like
a Polaroid picture’ became the hip ‘Macarena’ of the season. The brand
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achieved their immediate goal of stemming instant film sales (in fact,
instant film is in less of a decline than 35mm).The proof was also in the
numbers: among those who viewed the Grammys, Polaroid had a 58%
increase in relevance; among those viewing the NBA All-Star Game, there
was a 133% increase in relevance. The estimated media coverage
amounted to more than US$4 million in ad-equivalent value, which
translated into over 125 million consumer impressions, and traffic to
Polaroid.com in January and February 2004 was greater than total traffic
the previous year.

Though all of this may sound costly, it wasn’t. It was, however,
a logistical challenge of enormous proportions and a crash course
in Hollywood-style negotiations. Constant communication and fast
action between Buzz@Euro RSCG, Polaroid and Polaroid’s marketing
partners helped maximize exposure while minimizing costs. Every
dollar needed to count. In the end, the keys to success lay in the
strength of the relationship that was forged with the band, the fact
that Andre 3000 is a genuine fan of Polaroid and eager to promote
the product in an authentic way, and the relationships the project
team tapped into to gain access to celebrities and celebrity press at
every turn.

New reality 3: Conversation is currency in the information
economy

To say technology has changed the way we communicate would be the
understatement of the century - take ‘C U L8R’. In a discussion about
the future of buzz marketing, it’s worth making a few points about how
it has changed things. We'’re talking about speed, reach, the lure of
anonymity, the spotlight for everyman and, of course, in the information
economy, the value of being the first to know.

After all, there is nothing more helpful in getting a product message
spread than cyberspace.Today, the Internet, global connectivity and our
24/7 availability has put a premium on several conversational threads:
(1) being the first to know, (2) having an expertise, and (3) being highly
entertaining. To be an effective buzz marketer, you must understand
how each of these motivations works and respect the power of the
people’s buzz in driving them.

Being the first to know used to be reserved for insiders. It used to be
possible to track the trickle of information from those in the know to
the early adopters and then to the masses. Journalists were often, if not
first, second to know, and, depending on their publication schedules,
could inform everyone pretty darn quick. Today, thanks to the Internet,
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information sometimes hits the masses before it hits the mainstream
press.

In an article in the New Yorker regarding the Republican National
Convention’s arrival in New York City, Ben McGrath mused: ‘“The
news cycle is a tricky matter these days, what with cable TV and the
Internet, but in the build-up to the Convention a new complication
materialized: clairvoyance. Not content with the traditional sequence
of choreographed tips and leaks, some of the participants in the
political game sought to surmount the limitations of time and space.
Suddenly, everybody seemed to know about things before they had
happened.®

People love to feel they have the scoop; it’s the backbone of gossip.
But today, it seems just about everything and anyone is fodder for
gossip - even products, brands and services. How about RBK, the line
of sneakers from Reebok, created in collaboration with music producer
Pharrell Williams? The line is called Ice Cream and the shoes have been
nearly impossible to get. Few things build buzz faster than coveted
items that are difficult to attain.

Pharrell is no stranger to buzz, having used word of mouth to gain
fame for himself and his protégés. Besides being the front man of féted
band N.E.R.D., he is the brains behind Justin Timberlake’s morphing
from mop-top *NSYNCer to superstud R&B phenomenon.

The limited-edition approach has been used to great effect in the
world of sneaker fetishists - and there are a lot of them out there. After
all, with supplies limited, being the first to know is virtually the only
way to guarantee you can get your hands on the product. When news of
the Ice Cream line broke, sneaker stores were inundated with requests
for information. Most of the callers never got to see the product, but
they did get the bottom line on when the sneakers would launch in the
US, what colours would be available and who would be carrying them.
And for good buzz-building measure, there was the invitation-only
launch party in Manhattan featuring DJ-of-the-moment Jus-Ske.

Conversational currency based on expertise, our second motivation,
often involves personal weblogs (aka blogs) and subscription email
services. While there are an incalculable number of blogs online, only a
few have risen to prominence. These blogs can attract as many readers
in a given day as some mainstream media properties. Plus, the informa-
tion they broadcast tends to carry more weight with devotees because
the blogs are perceived to be independent. From Gawker.com to the
Drudge Report, blogs have become a significant source of information,
news and gossip for many netizens.

The opportunity to take advantage of blog audiences hasn’t escaped
the notice of businesses. The entertainment industry has been the most
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visible in its exploitation of these audiences. In August 2004, Chiore Sicha,
editorial director of Gawker Media, told Billboard: ‘Film companies and
music companies are seeing that 18- to 35-year-olds who are smart and
have money and buy everything online are almost entirely our audience.
Blogs have this shocking demographic that most magazines would kill for’
The power of blogs is evident in the music industry’s love/hate relation-
ship with them and the perceived experts who run them.®

The Web has provided music enthusiasts with the type of community
that used to be reserved for those with a really good indie music store
in their hometown. Blogs, large and small, offer gathering places where
like-minded fans can share information about up-and-coming bands,
new releases and news on their favourite groups. Many of these blogs
are simply personal websites built by avid fans with no commercial
motives. According to an issue of Billboard devoted to music blogs,
‘The majority of blogs have low traffic but can accurately target a
specific audience. A typical blogger may only have a following of 30 or
so friends, but those 30 readers are likely to have similar musical tastes’
Blogs can help the music labels find their audiences and get the word
out fast by spreading the right content to the right people.

As the music industry figures out which blogs work for them, they are
racking up successful launches for bands that already have some under-
ground blog-built momentum before they hit the general public and the
all-important charts. Island Records tapped urban marketing company
Cornerstone Promotion, which also happens to be the publisher of
respected music magazine Fader, to help them build buzz for an act
called The Killers. When their album was released in June 2004, the first
single debuted at number 27 on the US Modern Rock Tracks chart. For
a debut, this is good news.

Blogs are built on buzz, and they build buzz. Marketers are increasingly
aware of this and are recognizing the genuine power certain blogs have
to generate positive or negative talk about brands. By targeting blog own-
ers, marketers are simply engaging in a specialized form of influencer
marketing. And it works because, as Faith Popcorn told Advertising Age,
the information is seen as ‘expertise from people who can’t be paid to
lie’.” At least for now.

Periodically, you'll hear stories about companies enlisting cheap labour
to monitor and populate chatrooms and post commercially motivated
messages to blogs. Ethical marketers know that this crosses the line. Of
course, monitoring blogs is a smart move for any marketer in charge of a
brand. Over the past year, a few free tools have popped up that are worth
checking out. Beyond helping you monitor the chatter about your brand
and competitive brands, they are helpful in gauging the general mood and
minds online. Check out Google’s Zeitgeist and BlogPulse.com.
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That leaves the last motivator: entertainment - definitely one of the
best ways to get people to spread information online. One of the best
examples of this simple premise can be illustrated through the story of
an unlikely mascot for a major fast-food brand - the Subservient Chicken.

What is it about that silly chicken in garters that makes him so buzz-y?
It’s nearly impossible to resist the urge to tell your friends about him, to
marvel as he dances and flaps around the screen. ‘Is he really there?’ ‘Is
this live?” ‘Oooh, type in something dirty and see what he does!’ The
Subservient Chicken, created by Crispin Porter + Bogusky for Burger
King, was one of the runaway hits of 2004. It was a pop culture phenom-
enon and the kind of viral marketing success that makes jaws drop. Jeff
Benjamin, Crispin Porter + Bogusky’s interactive creative director, claims
not to understand it completely himself, though he does offer this expla-
nation: ‘The chicken became symbolic within our industry. It was buzz
marketing happening completely correctly. We knew it was good, and
we were braced for it to become popular, but the buzz happened within
a matter of hours. It all happened more quickly and much more on its
own than we expected’

On closer inspection, the chicken had a few things working in his
favour buzz-wise. Most important, it was something that had never been
seen before. Though the technology is relatively simple, the gag comes
across as a real wonder. It seems amazing that you can type in absolutely
anything and the chicken will respond. This leads to a “You gotta see
this!” moment for the user. Second, the chicken is funny. People like to
share humorous jokes and gags online.And, third, the chicken seemed, at
least at first, to come out of nowhere, tapping into both our love of the
obscure and our desire to share new information first.

This last advantage was only sort of intentional. Benjamin explains
that the chicken was actually released prematurely. It was still in devel-
opment when the designers sent the link to a few friends for testing.
Next thing they knew, the server was on the verge of crashing due to
almost-instantaneous traffic to the site. Within two weeks Benjamin’s
own mother called. ‘At that point we realized how big it had become.
When my mother called to tell me about it - and she’s not even an
Internet-savvy person - I knew’

Initially, the link to the Burger King brand was quite hidden.This was
intentional. Benjamin’s team did not want the stunt to look heavy-
handed. They wanted the phenomenon to build organically under-
ground before the association with a fast-food giant was revealed.There
is no doubt the chicken was a success from a pop culture standpoint; it
still receives thousands of visits a day from ‘more countries than partici-
pated in the Olympics, says Benjamin.And as for buzz for the brand, he
says, ‘Burger King and the featured chicken sandwich were mentioned
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in the press more over the course of this project than we could have
ever achieved through traditional means’

What all of this means is good news for buzz marketers. The
Subservient Chicken was a brilliant, strategic connected marketing idea,
well executed to take advantage of the Internet’s power. And, as
Benjamin points out, this was not work for an icon such as another
Crispin Porter + Bogusky brand, the Mini Cooper; this was buzz for a
chicken sandwich. He concludes, ‘The success of the chicken says to
me any advertiser can do great things online’.

New reality 4: The balance tips from life to pop life

Imagine a scale with two balancing trays: one containing all the stuff of
life, and the other containing the candy-coated components of pop life.
Here are some of the things each tray might contain:

m Life: those moments, people, places and things that reflect and shape
the consumer’s identity - my family, my friends, my beliefs, my values,
my hopes and fears, my needs, my emotions, etc.

m Pop life: those moments, people, places, and things that reflect and
shape the consumer’s image - my desires, my tastes, my experiences,
my hobbies and habits, my environment, etc.

In past generations, the scales tipped heavily toward the essentials of
life. People were concerned with survival, with the fundamental health
and well-being of their families and with the attainment of their basic
physical needs.

Today, most consumers have their basic needs taken care of. Of
course, we are still concerned with the health and well-being of our
loved ones, but what this actually means has changed. We no longer
have to grow and harvest our own foods, we don’t have to ration, we
are further removed from the source. We can simply hop in the car and
stock up at the supermarket or the fastfood drive-thru. The boundaries
between want and need have blurred. Do we actually need the big-
screen TV for the family room? On a fundamental level: no - but it does
make movie night with the family fun.

For marketers, this shift spells a change in the way consumers are
approached, especially when it comes to buzz marketing. For years,
advertisers and brand strategists tried to delve deeply into the lives of
consumers, looking for emotional triggers and messages that would
appeal to who they fundamentally were. Remember the AT&T and
Hallmark commercials of the 1970s and 1980s? They portrayed similar
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scenarios of tender and private moments between family members
expressing their love over the phone or through the sentiments in a
greeting card. These spots proved it was actually possible to make a
person cry within 30 seconds. Reach out and touch someone, for real.

As consumers have become more sceptical and, frankly, numb to the
blatant appeals of marketers, the attempts of marketers to find a place
in the lives of consumers seem disingenuous. Let’s face it, it takes more
than Happy Meals to make a happy family.

That’s the bad news.

Here’s the good news: even as consumers shut marketers out of their
lives, they are actually giving marketers more licence to play with them in
their pop lives. Consumers are open to the overtures of marketers who
have something to add to their pop repertoires, their entertainment, their
reserve of things that are fun to experience and talk about. This shift in
where consumers want marketers, what they want to hear from them and
what they don’t, is evident in McDonald’s recent messaging struggle. This
is why the Smile campaign with its overly sentimental imagery didn’t
work, and why I'm lovin’it,as sung by Justin Timberlake, did.

Consider the difference in the way people are consuming these
fundamentals today:

m Pop food: celebrity chefs; The Restaurant; Costco; the cult of Trader
Joe’s; to buy or not to buy organic; George Foreman grill and Snoop
Dogg’s takeoff, Snoop De Grill; farm-bred versus wild salmon.

m Pop family: Newlyweds with Jessica Simpson and Nick Lachey; the
Hollywood baby boom; Apple Martin; the Osbornes; cloning; making
babies without sperm; gay marriage; the Hilton sisters; political
daughters Bush versus Kerry in the pages of Glamour.

m Pop religion: Kabbalah as practised by Britney and Madonna;
WWJD (What Would Jesus Do?) bracelets and billboards; ‘Jesus is
my homeboy’ T-shirts at Urban Outfitters; the Left Behind series
of best-sellers; Bikram yoga; meditation for the masses; The Art of
Happiness by Richard Gere’s friend, the Dalai Lama; Scientology.

m Pop politics: P. Diddy’s Citizen Change; Rock the Vote; Ben Affleck at
the DNC; Fabrenbeit 9/11; My Life by Bill Clinton; Jim McGreevey;
‘The only Bush I trust is my own’ T-shirts.

m Pop careers: The Apprentice; teen moguls (e.g. the Olsens, Hillary
Duff); American Idol; parlaying a reality TV show stint into a career
in fashion or broadcasting; America’s Next Top Model.

m Pop physical health: Globesity; Atkins, South Beach, Anna Nicole
and TRIMSPA; erectile dysfunction takes over the Super Bowl;
recreational Viagra; magnets, acupuncture, and those suction-cup
marks on Gwyneth Paltrow’s back; pomegranate juice and the next
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big antioxidant uncovered in the underbrush of the rainforests;
plastic surgery; The Swan.

B Pop sexuality and romance: The Bachelor; Joe Millionaire; Britney’s
72-hour marriage; the Playgirl Channel; online personals; online porn;
yummy mummies; metrosexuals; and the ‘emo boy’.

Pop life is for sharing. Pop life is about the next thing and being a
part of something bigger than ourselves. Real life, as it gets more scarce
and occupies less time in the day, is precious and private. It does not get
talked about. As long as marketers keep their tactics aimed squarely at
enhancing the pop lives of consumers, consumers are not only willing
to accept marketing messages, they will also take the most relevant and
valuable of them and run with them.

Metrosexualmania proves the theory that if you give people the means
to talk about what’s happening around them, they will run with it. This is
the ‘Aha!’ factor. Metrosexuality is a great example of pop life. It’s the com-
mercial manifestation of a fundamental shift in gender roles that has been
taking place over the past decade. When it was given a name in summer
2003, having been appropriated and redefined from a term coined by
British writer Mark Simpson,® the phenomenon exploded in the media.
The idea of the metrosexual - a heterosexual guy who is in touch with his
feminine side, manifesting itself in a taste for such things as pampering,
manicures, grooming products and fashion - was so compelling, it caught
on around the globe. Suddenly, everyone was questioning who among
them would qualify as a metrosexual. In the US, a Metrosexual Dinner
Party, attended by The New York Times and followed by a front-page story
in the ‘SundayStyles’ section of that paper, launched a nationwide outrage
and fascination with the state of gender roles.

How established is the term? In August 2004, metrosexual made it into
the Oxford English Dictionary: ‘Metrosexual: n. informal, a heterosexual
urban man who enjoys shopping, fashion, and similar interests tradition-
ally associated with women or homosexual men. - origin 1990s: blend of
metropolitan and heterosexual’

The bottom line is that if you can get into a consumer’s pop life
you'll find your target is far more willing to be a carrier for your buzz.

New reality 5: The importance of trends in a neophiliac society

The iconic linguist William Safire mused in The New York Times on
the phrase ‘[insert colour here] is the new black’, as used in fashion
and to describe something that is new or very trendy. In the piece, he
highlights a word, relatively new in terms of linguistics, that perfectly
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describes people fascinated by the latest and greatest: neophiliac. He
writes: ‘I cannot let “neophiliac” go by: It is a useful word coined in
1942 for “one who believes that every change is an improvement”.?

In 1997, The New Yorker published an article by a man who has
gone on to become a leading pop expert on trends and the spread of
influence - Malcolm Gladwell (author of The Tipping Point).The arti-
cle!® was a profile of a woman called DeeDee Gordon, poster girl for
the new profession of trendspotting which was at the time becoming
more important to image-based retailers and manufacturers in cate-
gories where competition to offer the next in cool was stiff: athletic
shoes and gear, fashion, accessories, soft drinks, etc. DeeDee was
working with Reebok at the time. This article described the perfect
outlet for my passion for pop culture, and it changed the course of my
life and no doubt the lives of thousands of other young people.

Today, my inbox is inundated with so many newsletters and news-
flashes from various trendspotting outfits I can barely get through them
all before the news is obsolete. As mentioned earlier, people today are
obsessed with being the first to know.This can be overwhelming and, at
times, a bit stressful for individuals. ‘Is this jacket so last season, or has
enough time passed that it is now retro chic?’ For a multimillion-dollar
corporation, it can be a nightmare - or, again, an opportunity.

One of the most popular trendspotting sites is a subscription-based
push email called The DailyCandy, which was the brainchild of former
New York magazine writer Dany Levy. She started the service in 2000
at the age of 28 and, at time of writing, is now covering New York,
Chicago, Los Angeles and San Francisco. The email helps neophiliacs
(mainly Gen X women) stay on top of the latest in everything from restau-
rant openings to local brow-shaping experts.The service has never adver-
tised and grew almost exclusively through word of mouth. Women began
forwarding the daily update to friends and soon Levy had a booming busi-
ness on her hands.While The DailyCandy is hardly underground anymore
(it now serves the mainstream rather than the trendsetters), it is evidence
of the importance people place on being among the first in the know.!!

A sign of Corporate America’s growing understanding of the impor-
tance of such services as The DailyCandy is the multimillion-dollar
investment Levy recently received from an investor group spearheaded
by Bob Pittman, former COO of AOLTime Warner. In a recent issue of the
Los Angeles Times, Levy spoke of the power of her service: ‘People we’ve
written about get inundated with orders and calls. It’s good cocktail party
chatter, too. It’s cultural literacy, in a way. I'm not saying you have to know
what the newest jeans are to be culturally literate, but a lot of people
want to know these things. “Hey, did you hear the guys from Koi just
opened a new place?” Or, “Did you hear about that fat-burning water
that’s just come out?”’
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No one can afford to ignore trends today. Pop culture whims and fads
are no longer only the concern of image-related brands. Absolutely every-
thing rides on trends in our instantaneous society. Even such packaged-
goods companies as Procter & Gamble (P&G) have figured that out. P&G
keeps its products fresh and buzz-y by enlisting the help of over 250 000
teenage ‘talkers’, who seed information among their peers electronically
via message boards, short message service (SMS) and email, or face-to-face
in scripted conversations in such public places as Starbucks. And P&G is
far from alone.Armies of teens can disseminate information for big brands
and also bring information back from the field. It’s a hipster intelligence
network, and it helps brands stay relevant and top-of-mind.

Buzz marketers should have a strong background in trendspotting, so
their recommendations are focused on the future and up-to-the-minute
present rather than grounded in the past. Recommendations for celebrity
spokespeople, events, promotions, product placement - whatever the
strategy - should also be under the radar. And it’s important to monitor
constantly the shifts in consumer behaviour around the world.

This attention to the ebbs and flows of pop culture enables buzz
marketers to insert their clients’ brands into a rising tide. At that
point, it becomes a matter of physics. Think: Newton’s first law of
motion: a body at rest stays at rest, a body in motion moves - and
fast, nowadays.

No brand can maintain buzz indefinitely. Remember? We live in a
neophiliac culture; people are always looking to talk about the next
best thing. For this reason, Buzz@Euro RSCG developed a diagram that
helps track the movement of pop culture phenomena (Figure 14.1).
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Figure 14.1 Finding the hotspot for brands
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The idea is to help brands navigate the natural flow from Hot Spot to
Mainstream Mania to Commodity and back to Hot Spot again. Brands
that have mastered the art of riding the waves of pop culture include
such companies as Apple and Nike, and such personalities as Madonna.

The more you know about pop culture and trends, the better
equipped you’ll be to spot rich opportunities for building buzz. Buzz is
very dependent on seeding the right message with the right people
at the right time. This element of timing is the trickiest part of buzz
marketing and is almost completely dependent on knowing what is
happening now and what will be happening next with your audience.

Conclusion: a mirror or a spark

Someone once said, ‘Great advertising either reflects pop culture or
ignites it’. The same is true of buzz campaigns, only more so. Buzz
marketing is about inserting brands into the popular conversation,
the running narrative of life in the homes and on the streets and in
the clubs, schools, offices, churches - you name it.

Right now, it’s still unclear what the future of connected marketing’s
various strands such as buzz, undercover, guerrilla and word of mouth
hold. Will marketers find ways to quantify the results of their unconven-
tional efforts? Brands certainly hope so. Will marketers be able to con-
struct a business model for buzz that involves some efficiencies and
processes? The industry would like to think so. Will marketers face a
backlash as consumers tire of lazy and uninventive buzz marketing
efforts that do little more than interrupt them? That one we can pretty
much take for granted.

At present, the buzz discipline is defining and redefining itself as
it grows. One thing that seems clear, though, is that the truly great
buzz marketing teams, those that rise to the top, will exhibit three traits:
perseverance, patience and flexibility. The beginning of any groundswell
movement has its pioneers.The pioneers have been working at this for a
while. Now it’s time for the second wave to step in and apply some
method to the madness.

It will be exciting to see how marketing’s next era evolves.There is real
value in the service marketers provide. Finding new ways to bring this
value to consumers in actionable, exciting and relevant ways will encour-
age consumers to work with marketers as partners rather than shunning
them as commercial predators. We’re all living pop lives these days; we
might as well make them as meaningful as possible. Finding the right
mirror or spark that will help your brand reflect or ignite pop culture is
the key to getting people talking - and that is the key to buzz marketing.
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Forecast I: We will see a growing reliance on proactive consumer
panels and human billboards

Euro RSCG Worldwide keeps an ever-evolving list of the 50 most
influential style setters in the US and abroad for inspiration in their
buzz generation efforts. Think stylists rather than starlets, producers
versus talking heads. They also conduct an annual study that tracks
the attitudes and actions of the leading 20-30% of consumers, those
people who exhibit experimental, innovative behaviours in the way
they live their lives, consume and disseminate information. These are
the men and women who can help predict trends poised to hit the
mainstream 6 to 18 months out. Companies interested in generating
buzz are beginning to keep more proactive tabs on their industries’
influencers. Look at public relations agency Ketchum’s recent work
with FedEx as an example of how targeted influencer programmes
can work. Agency and client worked together to identify 147 key
industry influencers and then assigned an executive (including CEO
Fred Smith) to cultivate a relationship with each. Talk about one
on one.

Today, brands have mastered the art of product placement and
endorsement by celebrities who are in the public eye. But these
people are so removed from the day-to-day lives of most of us average
Joes that their lifestyles hardly seem attainable (and often not particu-
larly enviable). Tomorrow, we expect to see more brands recognizing
the power of influence wielded by more ordinary people. How about
Armani outfitting the legions of Weight Watchers meeting leaders
who stand in front of millions nightly around the world? They are
role models, generally with inspiring stories, and they touch a large
number of people in a very immediate way. Seeding products among
these influencers may, in the end, go further than a single (sometimes
expensive) product placement on a television personality or a red-
carpet walker with a body most of us will never see reflected in our
bathroom mirrors.

Forecast 2: Brands will buy their way into the glamorous life

We are living in aspirational times. Such phenomena as teen moguls and
rags-to-riches hip-hop impresarios have taught our young people that
anything is possible - even at a preposterously young age.Teen girls have
been known to say in all seriousness that their hobby is couture. We flip
through the pages of Us Weekly and In Touch until we are so familiar
with celebrity haunts, hangouts and getaways, it’s almost as though we’ve
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been there ourselves. Velvet ropes, guest lists and members-only clubs
abound in global cities, where the glitterati get off on being a part of the
in crowd.

One of the ways brands can get into the in crowd (or at least be
mentioned in the same sentence) is by orchestrating their own events
and populating them with scenesters. A mention on ‘Page Six’ of The
New York Post, a photo spread in Us Weekly, association with the
It Girl or Boy of the moment - these items can bring immeasurable
bounty to the brands they benefit.

Just such an association was orchestrated for Select Comfort
in summer 2004 in New York state’s star-studded Hamptons. Select
Comfort makes beds, not a high-involvement product until you start
thinking about buying one.The PlayStation Estate in Southampton was
outfitted with beds for all of the guest bedrooms and two beds were
used as loungers by the pool.The house was the venue for a series of
high-profile Fourth of July weekend bashes, including Paris Hilton’s
album release party on Friday night and P. Diddy’s infamous White
Party on Sunday. The beds showed up in Us Weekly the following
week, adorned by an amorous Paris Hilton and Nick Carter, and
received mention in the much-read Hamptons Diary.Adding much to
the buzz quotient was the fact that numerous celebrities, including
Jay-Z and Beyoncé, spent time determining their own ‘Sleep Number’
compatibility as sleepover guests at the house.

Another brand that has successfully worked its way into the
glamorous life is Motorola. In summer 2003, the company hawked
phones through partnerships with some of the hottest DJs in the
US. The handset maker’s brand was in the hands of and rolling off
the tongues of hipsters in New York and Los Angeles because of a
calculated effort involving parties, events and product seeding among
influencers. As reported by Technologymarketing.com, ‘Motorola
unveiled its latest multifunction wireless device, the A630, at a gather-
ing at the trendy Hotel Gansevoort in New York. There, celebrities
and style setters including Drea de Matteo, Russell Simmons and
Molly Shannon were seen - and photographed - giving the new
handset a trial run. Motorola will continue seeding the device with
celebs and industry insiders via contacts in Los Angeles . ..
[Kathleen] Finato [director of brand communications for PCS North
America] said Motorola has been thinking outside the marketing box
for years.“Now we’re just trying to style it up more.”’

Note the reference to the photographs; this takes the buzz
immediately beyond the actual event and attendees, and out to the
masses.
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Forecast 3: Branded content makes everyone happy . . . well,
almost everyone

Hallmark was a pioneer of the branded-content genre, creating sentimen-
tal television movies as extensions of their sentimental greeting cards. In
just a few years, the concept of branded entertainment has matured
markedly. An early example is The Buigari Connection, a mystery book
commissioned by the high-end jeweller. American Express invested in the
creation of The Restaurant and Blow Out, two USTV shows that tout the
company’s open business for entrepreneurs and small-business owners.
In the world of action sports, where credibility and authenticity are para-
mount, Vans and Quiksilver worked with surfer Stacey Peralta to create
the movies Dogtown and Z-Boys and Riding Giants, respectively. The
former promoted the origins of skateboarding and made Vans appear
to be one of the original brands in the sport. The latter premiered at
Sundance where it made a huge impact on an audience eager to learn
more about the origins of big-wave surfing.

Last year, an extremely innovative and buzzworthy take on branded
content was developed by Meow Mix cat food and its agency, LIME
Public Relations + Promotion. In keeping with the brand’s stated
mission to keep cats happy, the agency and its clients came up with
the concept of Meow TV. The idea was to create a fast-paced pro-
gramme of cat-centric entertainment for cats ‘and the people they
tolerate’. The show was aired on US cable channel Oxygen and
promoted with a series of events around the country, including a
Hollywood-style launch party in Times Square. The concept generated
more than 250 million media impressions on such high-profile outlets
as CNBC, NPR, CNN, Extra!, and in The New York Times, NewsweeRr,
Entertainment Weekly and People. Aside from being a clever idea,
and on strategy, the campaign played to the age-old cat-person-versus-
dog-person debate, which the media lapped up.A press release for the
launch quoted Geraldine Laybourne, president and CEO of Oxygen, as
saying, ‘Oxygen has long been accused of being too pro-dog. Now
we are giving cats equal time’

Forecast 4: Buzz will shift its focus toward customer retention
versus acquisition

While buzz marketing is an excellent tool for generating initial interest in
a concept or brand at launch, or in the pursuit of new customers, expect
to see more buzz marketing employed among loyal users. After all, there’s
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a reason those dedicated users are called potential brand evangelists.
Brands will begin to understand the importance of these loyalists and
will launch programmes designed to keep interested parties buzzing
about company news and brand activities. Apple mastered this strategy
long ago. Others will take a page from their book. Look to the travel
industry, especially hotel chains and possibly restaurants, for these types
of buzz tactics.

Forecast 5: Limited editions will generate talk in a world where
just about everything is available to absolutely everyone

There has been a growing amount of buzz about the limited-edition
phenomenon. One of the best examples of this tactic used to tremen-
dous effect is the relatively new concept of short-term retail. It’s supply
and demand at its most basic, with a dash of too-cool-for-school name
recognition thrown in for good measure.The idea is simple: work with
a brand in need of buzz and a dash of street cred; pull in a few under-
ground, cult artists (graffiti artists, DJs and anime figurine-makers are
popular); find an empty storefront in a hip, up-and-coming, but still
seedy neighbourhood; open your doors for a limited time; close the
doors, tear down the store and disappear forever. Years ago, this might
have looked like mob activity or the work of a skilled con artist; today it
makes for super buzz among the hip and trendy.

According to Vacant - a pioneer of short-term retail concepts whose
clients include adidas, Nike, Puma, Ice Cream, House of Courvoisier, and
Marshall Field’s - the buzz for these events happens in three waves: first,
among those alerted to the fact that the store is going to be happening -
generally, friends of those involved, readers of certain hip magazines, and
proactive consumers of hip; second, among those who either make an
effort to get to the store or those who stumble in (Vacant say most of
their visitors come back several times, bringing new friends each time);
and third, after the fact, when those who experienced it make all those
who didn’t jealous.

In September 2004, downtown sneaker-and-style mecca Alife
teamed up with Levi’s 501 to produce a ‘happening’ in the form of
a temporary store on Orchard Street in the Lower East Side of
Manhattan. The store was open for one month only and featured
approximately 15 products. Alife designed six pairs of limited edition
Levi’s 501s, with T-shirts and sneakers to match. Shoppers could also
purchase a can of spray paint or a Zippo lighter branded with the
happening’s signature colours. The store was outfitted with vintage
Levi’s posters. It was so hip, you had to see it to believe it. Of course,
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that’s not the point. The point is: I've seen it, and I'm telling you
about it right now . . .

Forecast 6: Smaller markets will provide more fertile ground for
buzz building

Bye-bye Hollywood and New York City; hello Austin, Charlotte, Woodstock
and Portland. A new phenomenon is picking up steam.The idea involves
the movement of urban dwellers to beautiful, rustic, rural and overall
quieter small towns for quality-of-ife reasons. Now that it’s possible to
work virtually anywhere, young urban professionals are finding the allure
of wide-open spaces preferable to the rat race and gopher cubicles of the
big cities.

From a buzz perspective, this makes for a lot of interesting new
opportunities to get the word out about brands - in a more geographi-
cally constrained and focused way. Certain big media events are now
just so overexposed from a marketing, branding and buzz perspective
that they barely warrant consideration: the Academy Awards, Sundance,
Fashion Week - unless you have some seriously good connections
and/or mega-bucks, it’s difficult to make a splash at these events. (Of
course, when you do, the pay-off is enormous.) Some buzz artists are
finding they have more options and can make a more immediate
impact at smaller events such as the South by Southwest festival in
Austin, Bonnaroo Music Festival in Manchester, Tennessee, or by target-
ing local hot spots in such second- and third-tier markets as Portland,
Oregon, Louisville, Kentucky, or Charlotte, North Carolina.

Pabst Blue Ribbon used this strategy a few years ago to revive its
working-class brew within the alternative scene in Portland. Next
thing you knew, downtown hot spots were carrying the canned
beer alongside their microbrews on tap. Chrysler also used this local
strategy when it designed a promotion in 2004 called the Minivan
Summer Games, a tribute to the Athens Olympic Games. The contest
pitted regular people against one another in a series of events that
tested their minivan-manipulation skills. According to Automotive
News, more than 5000 people registered online for events that were
staged in eight communities: Boston; Cheyenne, Wyoming; Detroit;
Houston; Milwaukee; Raleigh, North Carolina; Gilroy, California; and
Virginia Beach. Chrysler knew its customers were more likely to live
in these markets than in New York or Los Angeles, so it went to
where its people were, and it worked. As the buzz in the big markets
gets saturated, we’re certain to hear more grassroots buzz coming
from the heartland.1?
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Takeaway points

m Buzz marketing, defined in this chapter as the scripted use of action
to generate word of mouth, is a response to changes in attitudes
to traditional marketing.

m Buzz marketing offers a creative and cost-effective solution to
driving awareness, interest and demand, which can complement
traditional marketing.

m The Internet enables buzz marketers to reach markets fast and
directly, before information hits mainstream mass media.

m Blogging and branded entertainment are two of the most effective
ways to create online buzz.

m Buzz marketing will see a growing reliance on consumer panels,
human billboards, and celebrity involvement.

B Buzz marketers will increasingly use branded content, such as adver-
tainment and sponsorship, to entertain and engage consumers.

m Buzz marketing will shift its focus toward customer retention versus
acquisition.

m The perennial buzz marketing strategy, creating demand by limiting
supply with limited editions, will continue to be powerful.
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How to manage connected

marketing
Martin Oetting

ESCP-EAP European School of Management/MemeticMinds.com

Establishing connections with clients, customers or consumers to promote
positive word of mouth in the vast, invisible networks that exist between
all of us can seem a complicated business. But it doesn’t have to be.

Just as with any marketing campaign, it begins with product or brand
differentiation. You then research the word of mouth that’s already taking
place. Next, decide if you need to use a tactical approach (such as a cam-
paign that uses contagious communication), or a more strategic plan that
will manage the relationship with the most influential buyers in your
market. Better yet, go holistic and integrate both. Either way, remember to
set objectives so your efforts are measurable, and make sure you have the
right people with the right skills to implement your connected market-
ing strategy.And that’s it.

Of course, there is a little more to it in reality, and this chapter goes
through the necessary steps in more detail. With opinions and advice
from many of the leading practitioners in the connected marketing field,
this chapter is a blueprint for marketers who want to turn a marketing
plan into a connected marketing strategy.

It begins by covering two basic issues that should be addressed before
a connected marketing campaign can be developed, then it describes
two basic approaches that are currently available for creating these con-
nections. Finally, it looks at the key challenges you're likely to encounter
when working on this type of marketing activity.
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Forget definitions; it’s all about how to manage word
of mouth

There is a great deal of talk from all sorts of people in the connected
marketing arena, offering all kinds of services destined to insert your
brand into the word of mouth exchanges that happen a billion times a
day. Does your brand need viral marketing? Should you go for a buzz
marketing strategy? Or do you really need a word of mouth marketing
campaign? Is stealth marketing the best solution, or rather a seed market-
ing approach? Do you need influencer marketing, or is it better to find
out who the hubs and connectors for your brand are? What do they
mean and how do you distinguish between all of them?

In the end it’s all about how to manage word of mouth - offline and
online - by connecting with your target market in a meaningful way. And
in order to do so, we suggest not getting caught up in definitions but
rather looking at underlying principles and approaches. (For some brief
definitions of terms that you may find useful, see Chapter 13.)

Another factor to bear in mind is that many of the better-known
connected marketing case studies deal with business-to-consumer (B2C)
communications. However, connected marketing can also be applied to
business-to-business (B2B) projects, as well as internal communications
and business-to-employee (B2E) projects. So if you're a human resources
manager wondering how to get employees enthusiastic about a new
company-wide training initiative, this book is also relevant to you.

Whatever the context, before any action plan can be developed there
are two issues that must be addressed in a connected marketing strategy:

1. How do I motivate word of mouth?
2. What are my customers saying today?

Decide how you want to motivate word of mouth
Differentiation

Ultimately, marketing is about differentiating your offering from that of the
competition, and connected marketing is no different. If you want people
to talk about your product or brand, you must give them something news-
worthy to talk about - it must stand out or have unique qualities.

Even if youre operating in a highly competitive market where it
becomes increasingly difficult to establish obvious differences between
products, you need to find a way of distinguishing yours, such as using
your brand as a symbol of value.
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Differentiation provides the foundation for the word of mouth in your
connected marketed strategy. You need to give your target market news
that they can act upon - something they can learn about your product or
brand and feel intrinsically motivated to share with other people.

Financial stimulation

Companies can also generate word of mouth that’s motivated not by
factors related to the product itself, but by extrinsic factors. In most
cases, this is some kind of financial remuneration.

One of the most common examples of financially incentivized word of
mouth techniques is an affiliate or online referral programme, such as that
run by online retailer Amazon. The system is simple and straightforward:
anyone who runs a website, or who is active on the Web, can recommend
products from the company via the affiliate programme. The recommen-
dations are made in the form of referrer-personalized weblinks. The refer-
rer can publish them on his or her website, send them in an email, or post
them in Internet forums. When someone clicks on such a link, the system
logs the referrer, and once the referred visitor completes a purchase, the
referrer will get a reward for the purchase made.

Affiliate marketing’s emergence can be attributed to the trend towards
cost-per-action advertising models on the Internet after the dot.com
bubble burst. As companies were beginning to realize that marketing
communications’ primary objective should not be awareness but return
on investment (ROD), these finder’s fee systems seemed a great invention:
people who run themed websites, blogs, or newsletters could provide a
benefit, earn money and create ROI for the advertiser by connecting their
visitors with products that fit the subject. Recent evidence, however, has
shown that affiliate programmes can also corrupt some referrers and
companies into questionable activity, especially when the products sold
are bigger-ticket items.!

According to Aberdeen Group, an IT research and consulting group,
‘Affiliates generate sales through third-party education and validation -
much in the same way that word of mouth recommendations have
traditionally referred business directly to movies, restaurants, merchants,
doctors, lawyers and accountants.?

There is one important difference though: traditional word of mouth
happens between customers who inform each other of their own freewill
about choices and experiences with brands or products. Introducing
referral or finder fees, on the other hand, in a company and customer rela-
tionship changes the equation and creates a quasi-sales-agent character.
Consequently, it can lead to a different type of word of mouth.
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LinkShare, one of the largest affiliate marketing brokers, which boasts
over 10 million partnerships with merchants and affiliates,3 experienced
problems with this change in company-customer relationships. Its
quarterly Titanium award was given to ‘the one marketing partner in The
LinkShare Club loyalty program that supports the largest number of
participating merchants, and drives the greatest increase in online sales for
these merchants’. The result: for three consecutive quarters, every winner
was later found out to have manipulated search engine results, or used
questionable tactics such as cookie stuffing or spam emails, in order to get
the massive click-through numbers needed to win the award. (Cookie
stuffing tricks affiliate software into registering that a buyer had previously
clicked on an affiliate link even if the buyer had not actually done so.%)

Brian Clark of GMD Studios, which began the affiliate marketing
analysis site ReveNews.com in 1997, comments: ‘Once you empower
consumers to do your selling based on a commission, you no longer
control what they are doing.’ In the end, he goes on to say, some affiliate
programmes can lead to affiliates trying anything in order to trick
search engines into displaying their referral links: ‘It’s a race between
affiliate marketers and search engines. People will always find ways to
glean money from the system.>

There are other types of financially incentivized word of mouth
approaches that can also damage a brand. One example is paid-for fan
endorsement, a tactic frequently used by the entertainment industry.
Warner Brothers Records tried to promote the band The Secret
Machines on frequently read music blogs. Sending MP3 files to bloggers
in the hope of publication didn’t produce the desired results, so the
company published its own enthusiastic ‘fan posts’ on the MP3 blog
Music for Robots. The truth was uncovered because these postings had
come from the same IP address that had previously been used to email
out the promotional MPs - and the fans were not amused.® Examples of
this type of ‘stealth marketing’ abound’ - and in many cases the back-
lash quickly follows. (Justin Foxton goes into more detail about the
risks and issues of secret marketing stunts like these in Chapter 2.)

Ed Keller, CEO at NOP World Consumer, who published a well-known
book® on what his firm calls the Influentials®™® consumer segment (con-
sumers who can influence the purchase behaviour of others), comments:

When people start asking themselves ‘Is someone telling me this because they
believe it, or is someone telling me this because they are a paid agent of some-
body else?’, there’s a fine line that needs to be watched closely. Marketers who
make their marketing message available to those who seek it out, who learn
from it, and then start acting on it, will be successful. And those that end up
trying to penetrate paid agents into the marketplace who are saying things
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they don’t believe, will be looked at in the same way that people look at tele-
marketing today: “You're intruding on my conversation, get out of here’ Right
now, we are probably still too early in the process to know what crosses that
boundary. But everybody in the industry needs to keep an eye on this.”

To address these issues, the Viral + Buzz Marketing Association pub-
lished its first manifesto in June 2004 about rules and principles that
should be respected by its practitioners when establishing consumer
connections. It states, among other things: “We strive to . . . deliver
the message . . .in a way that makes it an enjoyable or valuable
experience . . . We will . . . be providing a benefit to our audiences
and their acquaintances and in so doing, to the brands for which we
work. . . . Our goal is to foster genuine enthusiasm about brands and
brand communications, which can spread through networks in a way
that is enjoyed, appreciated and/or valued. 10

Conclusion: the importance of differentiation and trust

In order to generate word of mouth that both stems from and creates
solid conversational connections between a company and its customers,
a connected marketing initiative should be built on brand or product
differentiation and on trust. People are interested in new and better
things - connected marketing is about reaching and inspiring a given
audience with a piece of information or a branding idea. But the infor-
mation has to be there in the first place. When other motivating factors
are introduced, there is often the risk of people exploiting the system,
with a potential backlash for the brand.

Key questions: Have | identified sufficiently differentiating factors
about my product or service, or the brand under which | am mar-
keting them!? Simply put: Do | have compelling news to tell?

Find out what your customers are already saying

Are online forums tearing your product apart? Are blog authors claiming
your company is hurting the environment? Or maybe customers enjoyed
your last TV ad so much that they’re circulating it to friends as an
mpeg file via email? A marketer who wants to engage and connect with
customers should first of all find out what they are already saying.
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Listening to the market and understanding what people are saying
about your brand or product has several positive effects. First, it will help
you get the feel for word of mouth - when you listen to people, you find
out what is relevant to them. Second, it’s a good starting point for build-
ing long-term connections with customers - talking to someone who’s
already speaking is better than cold calling. Third, it can help identify the
movers and shakers, those opinion leaders whose recommendations play
an important role in the way word of mouth spreads in a given market.
And finally, it can give you a headstart in crisis management. Often, more
vocal customers will voice criticism and point out problems directly to a
company before these reach the media. So, if a company is attentive and
responsive to the word of mouth that’s already going on, problems can
be spotted and dealt with at an early stage.

There are different ways of learning about the word of mouth that is
already spreading. According to Jupiter Research, ‘Sixty-three percent of
consumers who contact customer service are tattletales (i.e. consumers
who would tell others about poor customer service experiences).!! So a
good first step is listening to consumers who contact your company. Ed
Keller and Jon Berry at NOP World agree in their study on influencers.!?
According to their research, the influencers segment of consumers
tend to voice their criticism more than average. So when consumers
complain, treat them with respect and help them - chances are they are
influencers.

Research can also be a good way to analyse and even instigate word of
mouth (see also Chapter 1 and Chapter 11). Pioneering researcher George
Silverman explains that for some product categories group research is the
most successful word of mouth technique.!3 This is because:

1. It enables you to find out how customers are talking about your
product or service peer-to-peer, in order to understand what the
actual word of mouth is. Silverman specifies: ‘Not only do you want
to hear the contents of the word of mouth, you want to hear the
sequence and the source.’ By learning which sequence of arguments
works best you can understand how a message must be designed to
work well. Understanding which source is most credible in a given
context is also important - in some cases people need an expert’s
advice, in others they seek testimonials from peers.

2. Research groups can be a key tool for spreading word of mouth.
In focus groups, one person can often change the whole group’s
opinions. Standard research environments usually try to minimize
this effect to get a better idea of individual opinions. Contrarily, to
create word of mouth, it needs to be encouraged - and the one
person influencing the others has to be the product’s advocate.
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In 2000, Renée Dye, associate principal at McKinsey & Company, rec-
ommended research as a means to understand how consumers influ-
ence one another. In The Buzz on Buzz, she says: ‘Marketing researchers
are thus developing new methodologies to account for customer-to-cus-
tomer interactions. . . . More sophisticated techniques attempt to model
how consumers interact with one another and how highly they value
others as sources for information or as behavioral models. 4

With the proliferation of conversational or customer-generated
media, it becomes increasingly possible to monitor word of mouth
activity electronically on the Internet. Customers are setting up their
own websites, or are publishing their opinions in forums and on blogs.
Companies should try to learn as much as they can from these opinions
- most importantly because negative word of mouth can spread like
wildfire across the digital sphere. In a later section on blog marketing,
this subject will come up again.

There are companies that can help you learn about online word
of mouth. In the white paper Rumors and Issues on the Internet,
Intelliseek’s Pete Blackshaw and Karthik Iyer claim that they can
help avoid massive publicity crises, quoting the example of the
Ford/Firestone tyre blowouts: ‘Would [they] have found themselves
embroiled in lawsuits, product recalls and finger-pointing and govern-
ment intervention in 2000 had they paid attention to Internet-posted
consumer complaints about tire blowouts that appeared, according to
Intelliseek research, as early as 1994 - long before the problems hit the
nightly news, the front page and the class-action court room?’!>

It’s important to make sure, however, that you're monitoring a truly
influential source. As Dr Paul Marsden at the London School of
Economics points out: ‘How do you truly measure word of mouth
online? Unless you know whose opinion actually has any influence at
all, all you are measuring is simply chatter at best and noise at worst.10
(New Media Strategies’ CEO Pete Snyder has a long track record with
online intelligence, and he presents his view on this issue in Chapter 8.)

Key questions: Am | learning about existing word of mouth yet? Am |
tapping into all the channels that | have at my disposal to understand
what my customers are saying today! And do | use my word of
mouth intelligence to counter potential crises?

Now that we've covered the two preliminary issues - deciding what
drives people’s motivation for word of mouth and understanding (and
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possibly reacting to) existing word of mouth, we can move on to how
connected marketing can be put into practice.

Spread ads, or find influencers

So what do you want to achieve? Develop an ad message so contagious
that customers will want to spread it? Or build relationships with the
people who have a say in the marketplace? The choice is critical
because there are two fundamentally different approaches for con-
nected marketing.

1. Advertising in connected marketing (such as crafting messages that
belp connect with customers): This approach is tactical. It could be
compared to an ad campaign or a marketing event or stunt, essentially
based on some kind of advertising message, crafted and distributed to
be further spread by customers. It tends to focus on creating more
immediate results within a defined timespan (even though they can
often carry on for much longer because by definition a word of mouth
initiative of any sort involves the uncontrollable contribution of the
other market participants).

2. Relationships in connected marketing (such as strategic relation-
ships with connected customers): This approach is more strategic
in nature. It involves activities that seek to connect with selected
influential customers and develop long-term relationships with
them.

In the best cases, both approaches are combined - they can and
should play off one another. And sometimes, classifying the approaches
is somewhat arbitrary. (For instance, alternate reality games - covered
later in this chapter - can be considered part of ‘advertising’. However,
they can also turn into strategic projects that establish long-term rela-
tionships with a loyal fan base. And conversely, seed marketing can be
considered part of the relationships field, yet it can sometimes be exe-
cuted without a very strategic side to it.) But in order to present a
clearer picture of the market, some choices in terms of differentiation of
approach have to be made.

Key questions: Do | need a tactical campaign that communicates fairly
quickly? Or do | want to establish strategic long-term relationships
with ongoing benefits?
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Spreading ads: advertising in connected marketing

When you do your advertising well, the customers do all your tedious
and costly work - they spread the message and they might even do
one-to-one targeting for you.

In Unleashing the Ideavirus, Seth Godin put it this way: ‘The future
belongs to the people who unleash ideaviruses. What’s an ideavirus? It’s
a big idea that runs amok across a target audience. It’s a fashionable
idea that propagates through a section of the population, teaching and
changing and influencing everyone it touches’!”

Marketing can make use of the connections between customers if it
manages to create ideas so infectious that people simply have to pass
them on to others.

In Anatomy of Buzz, Emanuel Rosen explains that successful word of
mouth needs a product that can serve as an ideavirus by itself and that
you then need to help word of mouth get started: “Two things are needed
to create buzz successfully. The first one . . . is to have a contagious prod-
uct. But having such a product alone is not enough. Companies that get
good buzz also accelerate natural contagion.!8

Connected marketing experts will beg to differ, at least to some
extent. Justin Kirby, managing director of online viral and buzz market-
ing consultancy Digital Media Communications, says: ‘If your brand,
service, or product is not so one-in-a-million, you can still generate
massive peer-to-peer endorsement.The challenge is that the campaign’s
communication agent - such as video-based advertainment content - is
the element that needs a wow factor.1?

And that creative challenge might be a bit more demanding. Stéphane
Allard of French buzz marketing agency Spheeris explains: ‘In the
viral and buzz field, the audience is the media.There is no way to force
them to spread a message if they don’t want to. So we need to be a
lot more creative and at the same time a lot more aware and closer to
consumers’ needs than we would need to be in the advertising media
field.20

So the basic principle is surprisingly simple - in the words of Richard
Perry and Andrew Whitaker, authors of Viral Marketing in a Week:*!
‘Content makes the difference between forward and delete. The more
compelling the advertising message, the more likely people will share it
with their friends. That means they distribute your ads with no addi-
tional media cost. And they will spread the message particularly to
those people for whom they think the message will be relevant. Unless
they are a spammer or a very obnoxious person, they do not tell their
friends about things they don’t find interesting. In other words: they,
the customers, do the targeting.
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The following range of successfully employed techniques and
approaches show how you can undertake advertising the connected
way. This list should not be considered exhaustive; rather, it illustrates
how you can present your marketing message in a way that makes it
contagious.

I. Developing stories and events for brands

People love a good story. Stories are the glue that has bonded society
ever since we sat around the fire together.

Some advertising agencies have looked at their existing services and
developed them into new tools for connected marketing. Euro RSCG is
one such example.The Buzz@Euro RSCG unit has been active for more
than a year now.

Its approach to connecting brands with customers through word of
mouth is built on insights from Euro RSCG’s international network of
trendspotters. The process involves finding the intersection between
current hot topics of conversation for the target audience; the brand’s
perception today; and intended strategic goals. Co-creative director
Schuyler Brown explains: ‘We are looking for natural “insertion points”
for the brand in the already-flowing current of pop culture. The fit has
to be believable, authentic, but just a little left of center. We're looking
for a branded storyline that not only allows consumers to continue the
conversation, but enhances it. %2

In practice, the challenge is about developing the right story idea for
the brand, creating matching events, occasions, or PR stunts - frequently
connected with a suitable and credible celebrity endorsement - set
in motion at the right point in time. Ron Berger, CEO of Euro RSCG
Worldwide in New York, points out: ‘Our entire industry these days is
engaged in connecting consumers to brands by any and every means pos-
sible, and that’s a reality that allows for far more flexibility, creativity and
ingenuity than was possible with traditional advertising’?3 (Schuyler’s
own contribution to this book (Chapter 14: Buzz marketing: the next
chapter) describes, among other things, how the Polaroid brand has been
successfully rejuvenated with this approach.)

In 2004, The Oprah Winfrey Show (seen by about 30 million weekly
TV viewers) started its 19th season. For the event, the Pontiac marketing
team responsible for launching its G6 model organized a brand story
that made clever use of both the media and the word of mouth gener-
ated. Oprah Winfrey surprised 276 members of her audience by giving
each of them a free GO6.The guests were chosen from a list of people
who had told the programme about their need for a new car.
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A simple idea, yet the media coverage and reaction of those involved
or who heard about it was considerable. Jim Bunnell, general manager of
GM'’s Pontiac-GMC division, says: ‘During the Athens Olympics, GMC ran
25 to 30 television spots for its truck products over two weeks that cost
between US$7 million and US$8 million, but no one really talked about
those ads. But the same budget, spent in one day, drove a significant
amount of buzz for the G6 on a daytime television show’

Also, the G6 website had 242 000 hits in the 24 hours after the show.
Usually, the site gets a daily average of about 30 000 hits. (The idea did,
however, produce a small aftertaste. As it turned out later, each recipient
also received a tax bill of around $7000 if they wanted to keep the car.
The regular price is $28 000, and the US tax authorities count the gift as
income.)?425 On the other hand, it does seem noteworthy that despite
the buzz, the car has not proven to be much of a success in terms of
actual sales so far.20

PR agencies’ primary task is to develop compelling stories around
products or brands. Extending this beyond their regular target of jour-
nalists in order to get the press excited and stimulate word of mouth is
something a few agencies have been doing for a long time. Graham
Goodkind, founder and chairman at Frank PR, explains how to use a PR
approach to creating word of mouth in Chapter 5.

2. Using live buzz marketing to enable people to encounter
brands in their daily lives

Witnessing how people do things in real life can often create the most
lasting impression about products or brands. By carefully planning,
scripting and executing such live brand encounters, brands can make
good use of these effects.

Kenneth Cole claims that he started his shoe business that way. At
the beginning of the 1980s, he wanted to open a shoe store in New
York and sell his own shoe designs. But he didn’t have the resources
that were needed to enter the market in the conventional way: either
marketing at the trade show at the Hilton, or opening up a fancy
showroom in midtown, not far from the show.

Instead, he went for live buzz marketing. His idea was to park a 40-foot
trailer truck in Midtown and use that as his outlet - right at the show’s
door. But he couldn’t get the Mayor’s permission. Usually, the city is only
willing to give out parking permits to production companies that are
shooting full-length motion pictures, or to utility companies. Cole’s solu-
tion: ‘So that day I went to the stationery store and changed our company
letterhead from Kenneth Cole, Inc. to Kenneth Cole Productions, Inc. and
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the next day I applied for a permit to shoot a full-length film entitled 7he
Birth of a Shoe Compan).’

The truck was parked at 1370 6th Avenue, right across from the
New York Hilton, the same day the shoe show took place. On the side
of the truck they had painted Kenneth Cole Productions. There was a
director on the ‘set’, there were models as actresses, sometimes they
were actually filming, sometimes not. And they started selling shoes
directly from the truck: ‘We sold 40 000 pairs of shoes in two and a
half days (the entire available production), says Cole.‘And we were off
and running.?7

This example shows that generating live buzz can sometimes do more
than just create word of mouth. If done well, it can also generate sales!

Another fairly well-known piece of live buzz marketing was the
campaign Sony Ericsson organized for launching its mobile phone, the
T68i, in 2002. It used a technique that has frequently been employed
for alcoholic beverages and tobacco. Attractive models were sent
bar-hopping in cool places as undercover agents, posing as tourists.
They were briefed to address unsuspecting customers, hand them the
phone and ask if they could take a photo of them.This usually sparked
a conversation about the new feature of the phone - taking photos.
This campaign later led to a debate about whether this kind of stealth
approach is ultimately beneficial for brands. Some customers who
found out that they had been marketed to in these encounters
expressed that they felt uneasy about the approach.?8

3. Harnessing viral advertising films that are like TV ads, just
without the media budget

Ever wondered how to save the massive TV budgets usually needed to
make your advertising idea known to the world? Viral advertising may
be the solution. It not only enables you to spread the ad films without a
media budget, but also enables a response mechanism, and usually
comes as a welcome surprise, not as an annoying interruption.

Closer to traditional advertising than other forms of word of mouth,
viral advertising is based on campaign material that the customers
themselves want to spend time with online and spread to others via
email.

Matthew Smith and Ed Robinson of The Viral Factory create ad films
that are distributed on the Web.‘"When we talk about “a viral” we mean a
file that has spread on the Internet through peer-to-peer networks on
an exponential curve’, says Smith. These advertisements, however, do
not necessarily have much in common with the classic 30-second spot
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because they do not ‘live’ in spaces that are ‘exclusively reserved’ for
them, i.e. ad breaks.They need to be contagious enough that users will
want to press the forward button.?

Some marketers express concern that this type of advertising
carries a problem - it puts the message in the hands of the cus-
tomers who can then tamper with it. According to connected market-
ing experts, these concerns are no longer in keeping with today’s
realities.

Jackie Huba, co-author of Creating Customer Evangelists,3° says:
‘Technology now is so simple - anyone can create their own ads.
MoveOn.org asked its fan base to write and create 60-second commer-
cials with an anti-Bush theme. They had massive submissions from
people who made high-quality commercials the way you would find
them on TV! These were just regular people - with a video camera,
computer, and editing software. Customers can create advertising
today. So if companies say “We cannot give up control and let the
customers control our advertising” - it’s too late for that. It’s way too
late3!

BMW USA can certainly be considered one of the pioneers in this
area. When answering a BMW briefing for a regular advertising
campaign, the US agency Fallon Worldwide proposed to do things a bit
differently. As opposed to creating regular advertising spots, it recom-
mended shooting a series of short films exclusively for distribution on
the Internet. Part of the idea was to hire high-profile directors such as
John Frankenheimer, John Woo or Guy Ritchie to give the project more
appeal and credibility.

High-quality execution and celebrity actors, such as Mickey Rourke and
Madonna, coupled with exciting car scenes, helped turn bmwfilms.com
into a success story - more than 13 million downloads were counted. Jim
McDowell, head of marketing at BMW North America comments: “‘We had
no idea how successful it would be, since we were going into uncharted
territory when we started the project. In the end, the project far exceeded
any of our expectations.3?

Today, Fallon is building on this success, and has realized similar proj-
ects with other high-profile brands, the latest being Amazon.com, with
its Amazon Theatre. Five short films, made by respected directors and
featuring some better known actors, not only serve as entertainment on
Amazon’s website but also as a direct selling channel since they display
direct links to areas of the site where you can buy products featured in
the film.33 (Justin Kirby’s DMC has a long track record of successful
campaigns with viral advertising films. His contribution to this book
(Chapter 6: Viral marketing) describes in much more detail the viral
marketing approach and how it works.)
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4. Making online games that make people want to play with you

If you want customers to interact with your brand online for 15 min-
utes, and not just 10 seconds, think games. Like films, they can also
spread on the Internet, being forwarded between customers who rec-
ommend them to each other.

A very popular and frequently cited example, with millions of down-
loads and referrals, is Burger King’s Subservient Chicken by Crispin
Porter + Bogusky. Highly viral, highly popular, it attracted more than one
million hits on its first day online alone.3%

One of the most successful, most expensive and most debated online
games was produced for the US Army. America’s Armey is an online game
that is meant to let the player experience what it means to be part of the
Army. Critics say it’s about making war look attractive to 13- to 21-year-
olds. The game has proven to be one of the Army’s most effective recruit-
ing tools. First released in July 2002, the game had more than 16 million
downloads by October 2004. Recognizing that today it takes a quality
effort to be noticed among the many online games available out there,
the Army is said to have spent around US$6.3 million on the first version
of the game alone.35:36

Games can also work in a business-to-business context. The company
Conference Calls Unlimited offers web and audio conferencing services.
It wanted to change its marketing, in order to make it more efficient than
the pay-per-click search engine advertising it was using. e-tractions, a com-
pany responsible for the development of several successful online games,
designed ‘@work office’ for the conferencing company. The game is based
on a small office scene to which users can invite friends with an ‘add staff’
functionality. The game was sent out as a follow-up to e-traction’s own
Snowglobe promotion, to the e-tractions’ in-house mailing list.

The emails generated a click-through rate of 24%. A third of the visitors
recommended the game and invited others. Click-throughs on these refer-
rals were significantly higher: almost 52% - proving that an acquaintance’s
online recommendation is usually more likely to be followed up than a
commercial invitation. In terms of business objectives, a 28% click-through
rate (on the number of times the game was opened) to Conference Calls
Unlimited’s own website was achieved, with a campaign at half the cost of
its usual pay-per-click advertising.5”

One thing should be noted about online games: there’s an awful lot of
online gaming out there, to the point that it has turned into a commodity.
So, if this is your chosen route, some investment in terms of creative strat-
egy and execution must be made so the game stands out from the crowd.
(Steve Curran, President of Pod Digital, was also co-founder of e-tractions.
He explains advergaming and its word of mouth potential in Chapter 9.)
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5. Producing alternate reality games: supercharging brand
communications

Earlier, we mentioned 15 minutes of brand interaction with games.
What if you could get an audience to interact with your brand for
weeks by connecting on the Web then travelling and seeking out
locations and unravelling hints that you are giving them while
trying to solve a mystery? Welcome to the world of alternate reality
games - a variation on the online gaming theme, albeit quite an elab-
orate one.

In principle, almost any website can serve as a starting point for word
of mouth activity. Strictly speaking, forward-to-a-friend functionality is
already a basis for word of mouth. A well-designed teaser page with
compelling content can also prompt people to forward the address to
a friend.

Developing alternate reality games for brands is a way of taking the
idea of a ‘teaser website’ way beyond its original meaning and even
outside of the Internet. The concept could be said to have started
online with the Blair Witch Project, an idea that really took momentum
as a project when the people behind it realized how powerful their
story idea was for generating word of mouth, particularly on the Web.
By using online media - a website and a corresponding newsletter in
particular - the team managed to create a personal connection with
fans and build up the suspense around the film itself. The website
became a resource for information about the myth of the witch and
about those behind the film (filmmakers Daniel Myrick and Eduardo
Sanchez) claiming to be filmmakers uncovering a mystery. By limiting
access - the film was to have its premiere at the Sundance Film Festival
with only one screening - they managed to generate a hype that
quickly led to a bidding war for the rights to the film and, ultimately,
to worldwide distribution.38:39

Even though the Blair Witch Project was about creating and main-
taining the illusion of an alternate reality, the game aspect of it was not
as strong as that in later projects that approached word of mouth from
a similar angle.

Sean Stewart was involved in creating the online mystery world The
Beast for the Steven Spielberg film AI. On his website, %0 he talks about
the approach they took:‘So there was the project: create an entire self-
contained world on the web, say a thousand pages deep, and then tell
a story through it, advancing the plot with weekly updates, concealing
each new piece of narrative in such a way that it would take clever
teamwork to dig it out. Create a vast array of assets - custom photos,
movies, audio recordings, scripts, corporate blurbage, logos, graphic
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treatments, websites, flash movies - and deploy them through a net of
(untraceable) websites, phone calls, fax systems, leaks, press releases,
phony newspaper ads, and so on ad infinitum.

By spinning an elaborate mystery story based on a compelling narra-
tive idea, and locating and promoting it on the Web and through other
media, these games invite an attentive online audience to connect,
work together and search for the truth, the solution, or whatever else
lies at the heart of the story.

A fundamental aspect of these games is that it is usually impossible to
solve the mystery alone - a collective effort is required and, in success-
ful cases, this gets self-organized rapidly on the Internet. Fans find each
other quickly through postings in newsgroups or by setting up blogs.
Blogs, as a type of user-generated media, have received much attention
by marketers recently and are mentioned again later in this chapter (as
well as in Chapter 10).

Importantly, an alternate reality game usually doesn’t inform its audi-
ence that it’s artificial. The game is treated as reality, and the puppeteers
pulling the strings will only give away their identity at the very end, if at
all. Some critics call it a deceptive tactic because of that. Those advocating
this technique see this kind of non-disclosure as a type of texture that
needs to be used with caution, yet is ultimately part of the fun for players.
They argue for making the distinction between fake content and ‘fictional
storytelling’.

Looking at the intention behind the game is one way to draw a
line between the kind of deception that’s likely to damage a brand
and the kind that probably won’t. When they’re not supposed to
be revealed as promotional activity, deceptive techniques can have
a backlash; for example, marketers posing as independent end-users
and hyping products in Internet chatrooms. When consumers
find out about this, negative word of mouth is almost certain.
With alternate reality games and similar approaches, the deception
is either obvious, or meant to be found out in the course of
the game.

More recently, there have been successful attempts to realize this
kind of game with more overt branding - for instance, the MoreToSee
campaign by Sharp.4! Even though it could be considered branded
entertainment, it was compelling enough to generate enthusiastic
responses and involvement from consumers.

The ‘ilovebees’#2 campaign for the Xbox game Halo 2 is another
recent example. It has no overt branding but is still obviously com-
mercial - the address www.ilovebees.com was featured at the end of
an Xbox advertisement. The story was introduced when the site
appeared to have been hijacked with hints and information that were
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written in a strange language. Microsoft, Bungie Studios and agency
4orty 2wo developed and distributed an elaborate mystery plot via a
wide range of media (even voicemail telephone messages) that cov-
ered the lives of six characters leading up to the events of Halo 2.
More than 2 million people accessed ilovebees.com. Players worked
together internationally, tackling each part of the story at a time, shar-
ing information in chatrooms and splitting up the tasks until the rid-
dle was solved.43-44

These projects require a lot of planning, preparation and innovative
creative work (that is why it’s appropriate to see a strategic component
in them as well), but the reward is that they can entice large audiences to
interact with a brand’s communication at a highly intense level. Results:
Halo 2 had more than 1.5 million pre-orders before reaching the retail
shelves, achieved sales worth US$125 million on the first day, and is
considered the most successful video game launch to date.454¢ (It should
be noted, however, that industry experts thought the fact that the original
Halo was popular also helped push pre-sales.)

Summarizing advertising in connected marketing

Online games and mysteries, films, events, celebrity endorsements, stunts
and even ads - no matter which route and idea you use to make your
brand message contagious, the creativity, knowledge and experience of
those involved in the development determine whether or not a campaign
can flop or fly.

Having a big name and an innovative creative idea, however, aren’t nec-
essarily sufficient to develop contagious advertising that helps your return
on investment. Subservient Chicken (see www.subservientchicken.com)
is perhaps one of the most cited online viral campaigns from the past
year. But the question is, did it sell additional chicken burgers?

In the end, it’s the return on investment that determines whether
or not a campaign is successful. Measuring the success of a campaign
(and defining beforehand what success means, in a given context) are
essential elements for advertising the connected marketing way.

Key questions: In my briefing, which types of objectives should | state
for my campaign? Are they based online? If so, should | aim to develop
Internet-based connected advertising? Is the measurement criteria
offline? If so, the campaign must generate direct results outside of the
Internet.
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Finding influential friends: relationships in connected
marketing

Some people are more connected, knowledgeable and convincing than
others when it comes to talking about what’s hot and what’s not. If you
want your connected marketing to create long-term word of mouth
effects, you’ll have to find and engage with these people.

When people buy a car, they often first consult a friend or relative
who knows about cars. Some people know a lot about films and can
recommend a film with such an avid passion that you must see it.
We often marvel at acquaintances who have contacts in just about any
walk of life. These are the people that Malcolm Gladwell refers to as
‘mavens’, ‘salesmen’ and ‘connectors’.47 And they are at the centre of
what connected marketing relations are all about.

In the 1940s and 1950s, studies on product diffusion were already
establishing that some customers impact differently on the spread of
products and information. In Everett Rogers’ seminal Diffusion of
Innovations,*® he quotes from the first study on the subject in 1943
by Bryce Ryan and Neal Gross that focuses on hybrid corn in Iowa,
US. Earlier adopters of a new product have an influence on others:
‘There is no doubt that the behavior of one individual in an interact-
ing population affects the behavior of his fellows. Thus, the demon-
strated success of hybrid seed on a few farms offers new stimulus to
the remaining ones’

In other words, Ryan and Gross were witnessing and trying to
understand word of mouth and imitation, triggered by those that
adopted a new idea earlier than others.These early adopters also had
traits that distinguished them from the masses: larger farms, higher
incomes and better education. And they were more active travellers,
as indicated by their more frequent travels to Des Moines, lowa’s
largest city.

Ever since, diffusion research has tried to better understand what
kind of triggers are needed to help an idea spread. And in many cases,
the focus has been on those individuals that seem to have more influ-
ence than others. The phrases ‘early adopters’ and Rogers’ ‘diffusion
curve’ have long since become part of marketing terminology, and we
all know about the role that trendsetters play in fashion, music, art and,
increasingly, for any type of consumption.

With interest in word of mouth marketing re-emerging during the
past decade, the need to better understand how these particularly influ-
ential people can be identified and reached has intensified. There are
companies that offer services in this field to do just that - connect with
these important people for word of mouth.
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As previously illustrated, advertising in connected marketing is
about designing a message in a way that makes people - any people
- forward it to their peers. So the message and its viral quality are at
the core of the approach. Relationships in connected marketing are,
at first glance, not so much concerned with messages that spread
easily. Instead, this is about looking at the people who are likely
to best help a message spread and about establishing relationships
with them.

Let’s look at a number of current approaches and how they identify
and reach these market influencers. The following examples are by no
means exhaustive; they will however help to give you a general overview
and understanding of this concept.

How to find your market influencers

Different approaches to finding those clients, customers or consumers
who can have a disproportionate influence on their peers’ buying
behaviour can be distinguished by the number of influential types they
identify and work with.

Profiling market influencers: models with one influencer type

NOP World: Influentials®™); Ten per cent of the US population influ-
ences the rest - at least that’s what research corporation NOP World
(now Gtk NOP) claims. It published one of the best-known recent stud-
ies on influential customers. In The Influentials: One American in Ten
Tells the Other Nine How to Vote, Where to Eat, and What to Buy,49 Jon
Berry and Ed Keller describe their influencers segment of consumers -
the 10% of the US population who are identified via a questionnaire
about people’s involvement in public matters. According to the book,
these people are a decisive factor influencing commercial, political and
religious decisions in US society. Not necessarily at the top of govern-
ment, business, finance or the celebrity elite, they are instead those with
an important personal influential sphere: early adopting neighbours
with active opinions and strong commitments about things that matter.
They take an active interest in how things develop in their community
and neighbourhood, working as, what Berry and Keller call,‘central pro-
cessing units of the nation’.

NOP has been conducting research about and with influencers in
the US for more than 30 years. According to Ed Keller, the company
has, for the past two years, extended this research activity to other
countries.>?
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Burson—Marsteller: e-fluentials®: In cooperation with NOP World
(now Gfk NOP), PR agency Burson-Marsteller has developed a subset
of influencers, the so-called e-fluentials. According to the company, they
‘have exponential influence shaping and driving public opinion
through the Internet and throughout the offline world. Compared with
the average Internet user, e-fluentials are far more active users of email,
newsgroups, bulletin boards, listservs and other online vehicles when
conveying their messages’.>! (Burson-Marsteller’s expert on e-fluen-
tials, director of knowledge development Idil Cakim, describes the
approach in Chapter 7.)

Procter & Gamble’s Tremor — connectors: The world’s largest consumer
goods manufacturer Procter & Gamble has a firm stake in the field of
word of mouth marketing. Its unit, Tremor, is dedicated to managing
connections with influential teen customers and using these connections
to spread word of mouth.The company has recruited a group of 250 000
influential US teens, referred to as ‘connectors’.

Originally, Tremor tried to identify trendsetters - those kids that
determine what the next hot item is (comparable to the aforemen-
tioned early adopters). But these efforts failed since it turned out that
the trendsetters were not necessarily interested in spreading the word
about products, because they wanted to be - and remain - different
from their peers. So the company changed its research approach and
looked for trendspreaders - those that have connections that they feed
news into, to help ideas or products spread.

Trendspreaders are teens who have a wide social circle. Tremor recruits
them with an online questionnaire that asks, among other things, how
many friends, family members and acquaintances the respondent commu-
nicates with every day. The most sociable applicants (about 10% of the
respondents), are invited to join the network.The members have an aver-
age 170 names in their address books (regular teens have about 30). To
them, Tremor is presented as a channel to influence companies and as an
avenue to discover cool new products before their friends do.3253

Informative: influencers/lbrand advocates: Research and marketing
services company Informative run a programme called Customer
Influence Marketing. It claims to combine different approaches - such
as attentively monitoring customer opinions and identifying influential
customers with a set of questions (including, among others, the Affective
Communications Test by H.S. Friedman et al.,>* which is a kind of
measure of charisma). It then uses the knowledge gained to influence
the brand advocates by involving them in a closer relationship with the
brand.>> (Brad Ferguson explains more about word of mouth campaigns
and their return on investment in Chapter 12.)
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Ketchum: influencers: Would you believe that only 200 people
determine which toothbrush sells best in the whole of the US?

The PR agency Ketchum makes the assumption that, in any given prod-
uct category, less than 200 people shape the buying habits of the other
300 million Americans.The agency is methodically trying to identify these
influencers. Depending on the type of product, their identity can vary,
but they always include financial and industry analysts, scientists, authors,
academics, futurists, government officials, grass-roots organizers, advocacy
groups and reporters.

Ketchum identifies them using web searches and interviews, and by
tracing information back to an original source.The agency claims that
in 2003, hot cereal sales were influenced by 163 Americans. According
to their research, toothpaste influence is spread by dental hygienists or
dating experts, while influential advice on mascara is spread by make-
up artists, women’s magazines, eyeglass makers and optometrists.56

Profiling market influencers: models with two influencer types

Emanuel Rosen: expert hubs and social hubs: Emanuel Rosen defines
his set of influential customers, ‘network hubs’, in The Anatomy of
Buzz,57 he distinguishes ‘regular hubs’ from another category, the ‘mega-
hubs’, the same influential voices that Ketchum is researching - press,
celebrities and analysts that link to millions of other people.According to
Rosen, however, these mega-hubs are the regular targets for most classic
PR efforts, proven by Ketchum’s focus on them.This is why Rosen does
not factor them into his approach on how to generate word of mouth.

As opposed to NOP and P&G, Rosen looks at two different types:
expert hubs and social hubs. The former draw their influence and
authority from their own particular expertise in a given subject. They
tend to specialize in a field and will predominantly want to share their
opinions and views on it. Social hubs are more influential because they
are more charismatic or more socially active than their peers.They are
trusted because people relate to them or use them as a role model.

Rosen recommends identifying these hubs through questionnaires or
by careful observation. To help, he has identified the following shared
characteristics: they are ahead in adoption, connected, travellers, infor-
mation-hungry, vocal and exposed more than others to the media - or,
in short: ACTIVE.

Euro RSCG: alphas and bees: According to the Buzz@Euro RSCG book
Buzz: Harness the Power of Influence and Create Demand, word of
mouth spreads from trendsetters (alphas) to trendspreaders (bees) who
carry it to the mainstream.>8
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Alphas, roughly 8% of the population, are powerful consumers not
because of the money they spend but because of the minds they influ-
ence. They look for stimulation, disregard convention to some extent
and like to take risks.They are keen on being the first to know and are
the people at invitation-only events. But they are not necessarily very
social - they leave that to the bees.

Bees are connected and communicative, helping to move a trend from
a margin to the centre of society. They are less exclusive and more inter-
ested in others adopting something they themselves find worthwhile.
Their sense of style is based on imitation - they need confirmation,
knowing that what they do will be admired. Alphas and bees are highly
complementary. Alphas appreciate the bees’ contacts and new ideas that
come with them; bees are fascinated by the alphas’ sense of style and
creativity.

The alphas correspond with Procter & Gamble’s trendsetters; the bees
with the connectors. While Procter & Gamble doesn’t try to involve the
trendsetters in their efforts, Euro RSCG maintain that a successful
attempt at creating buzz about a brand or product should include both
types in the communication.

Profiling market influencers: models with three influencer types

Malcolm Gladwell: connectors, mavens and salesmen: One of the most
influential books about the new ways of spreading ideas is Malcolm
Gladwell’s The Tipping Point.>®

As previously mentioned, Gladwell has identified three types of mar-
ket influencers. Connectors are those who know everyone, people
‘with a truly extraordinary knack of making friends and acquain-
tances’. And, as these people habitually make use of their connections
to help create new constellations and acquaintances, they are, says
Gladwell, needed to help spread an idea and make it a success.

Mavens are information specialists, the people we respect and trust
because we know that they know more about a particular subject
(what Rosen calls expert hubs). These mavens are important because
‘they know things that the rest of us don’t. They read more magazines
than the rest of us, more newspapers, and they may be the only people
who read junk mail’

The third group are salesmen.They are people who are more capable
than average of spreading enthusiasm about ideas and products. It’s not
necessarily the vocabulary they use that enables them to make an
impact. Gladwell: ‘It’s energy. It’s enthusiasm. It’s charm. It’s likeability.
It’s all those things and yet something more’The most important aspect
of these salesmen is that it’s quite difficult to resist them, which is why



254 Connected Marketing Principles

they are also an important force for successfully spreading word of
mouth.

Gladwell doesn’t provide an approach on how to identify these
consumers. But his work helps us to understand the different forces
at play when ideas spread.

Communicating with market influencers

Again, there are different approaches for engaging with those who
influence your market.

Matching your messages to their needs

NOP World (now Gfk NOP) doesn’t identify individuals and address
them directly. Instead, it develops insight from its research to help com-
panies better design their communication efforts to match the needs of
the influential audience.

Ed Keller explains:

Any channel can become a part of what we call an Influentials Marketing
campaign.You can have your advertising agency develop print ads that offer the
right type of information and you place them in the right types of media . . . Or
traditional public relations through media outreach could place stories in the
right types of places offering the right type of content.I think it’s all going to be
in the execution. At the end of the day, the consumers are going to look all
around them, and certain types of messages are going to become appealing to
them, certain sources will seem more credible, and they will seek them out, and
in trying to learn more, these sources and information will become part of their
conversation.0

To summarize some of Keller’s and Berry’s key points when matching
messages to needs:

Provide reliable clear information

When customers complain, treat them with respect and help

A genuine community involvement helps earn influencers’ respect
Products that make life easier or less complicated are great news
for influencers

Brands that help speed up buying decisions and keep life hassle-free
are appreciated by influencers who are therefore willing to pay extra
for these brands’ goods and services.
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In Creating Customer Evangelists,®! Ben McConnell and Jackie Huba
outline six rules on how to adjust your communication so that market
influencers feel inspired to spread the word about your brand:

Continuously gather customer feedback

Make it a point to share knowledge freely

Build word of mouth networks

Encourage communities of customers to meet and share
Devise specialized, smaller offerings to get customers to bite
Create a cause that customers can rally around.

According to Huba, companies often miss the chance to help
customers create a community and in turn build a word of mouth
network:

I bought a Palm Treo from Verizon, but I couldn’t figure out how to email
with it. I called Verizon and spoke with three different guys, none of them
could help me. So I went on the web to a place called TreoCentral.com - a
self-organized community of Treo customers - and looked through the
comments. I found recommendations for installing a third-party application,
which I followed. And it worked! So effectively, the customers were smarter
than the company. If Verizon had brought these customers in, affiliated them
with their own website, or at least pointed their users to the forum, it would
have provided them with a great opportunity to create a base of fans that
would spread the word. But that didn’t happen, so the only impression I get
from them, as a customer, is that they’re clueless about their own product.®2

Ketchum advises clients on how to approach their influential people -
how to deal with critics, how to approach ambivalent targets, and how to
make them spreaders of positive word of mouth.

One of its clients, FedEx, implemented an influencer marketing
programme which identified 147 influencers in the US. Within the pro-
gramme, dedicated executives including CEO Fred Smith were coached
in how to deal with each influencer individually. Later, the programme
was extended globally, with more than 5000 influencers. Eric Jackson, VP
worldwide corporate communications at FedEx, says of the programme:
‘It’s critical to know who these people are, where they are on issues and
consistently communicate with them so we are able to get the benefit of
the doubt.%3

However, agency and client communication with these influencers
sometimes resorts to financial incentivization. In order to rally support
among black families for an education reform law, the Bush administra-
tion’s Education Department (a Ketchum client) paid prominent black
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talk show host Armstrong Williams US$240 000. In return, he was asked
to promote the law on his national television show, and to influence
other black journalists to follow suit. The deal eventually leaked
to the press and to the blogs.%4 This shows once again that financial
incentives to stimulate word of mouth can quickly become a very
dangerous tactic.

Blog marketing

One way of matching messages to the needs of influential customers
can be the use of weblogs or ‘blogs’. ‘Blog’ was the Merriam-Webster
Online Dictionary’s Word of the Year 2004,%5 the most looked-up word
on its website. It’s defined as:

Blog noun [short for weblog] (1999): a website that contains an online
personal journal with reflections, comments, and often hyperlinks provided
by the writer.

The year 2004 was particularly important for the rise of blogs, in part
because bloggers (people who publish blogs) took on an increasingly vis-
ible role in the US electoral race. One example was the scandal surround-
ing Dan Rather and the faked documents about George W. Bush’s service
in the National Guard. The fact that these documents were not genuine
was uncovered within minutes by the connected blogging community
after the report came to light.

Blogs are not ‘just’ private websites. They're also part of what’s
referred to as user-generated media. Anyone who has something to
say, about products for instance (i.e. market influencers), or about
anything at all, can set up a blog. A blog can soon become part of a
network of people respecting each other and each other’s informa-
tion sources. For example, if a company or individual wishes to cite
existing information on their blog, it’s not considered sufficient just
to link to the interesting piece; if you have discovered it on another
blog you must also credit the place where you first discovered the
information.

So how does blog marketing work? Essentially, it’s about providing the
community with information that they find worth spreading. When a
company does or says something and bloggers find out about it and con-
sider it worth publishing, they will. The news can then spread across the
blogosphere, from blog to blog. Influential consumers satisfy their
hunger for information increasingly by reading blogs, as well as by pub-
lishing them.
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One way to reach influential bloggers is by starting a corporate blog.
If the company itself provides interesting news and information with an
insider’s blog, the blogging community is likely to take notice. According
to Jonathan Carson of research firm BuzzMetrics: ‘Blogs are a very big
deal, but they aren’t necessarily the appropriate medium for every
brand. If the marketing calls for connecting with various key audiences
in a timely, informal and community-like manner, then a blog might be
appropriate. %0

So this approach is not necessarily applicable to candy bars, but
can certainly work for items that have a higher level of customer
involvement - e.g. software, or books. (Blog marketing is covered in
greater detail in Chapter 10.)

Seed marketing

Tremor essentially invites its connectors to be the first to sample
a product or service.The underlying principle is that these connected
customers are flattered and excited to be involved in the marketing of
a product at an early stage. The experience prompts them to spread
the word, showing their friends that they’re in the know and letting
them be part of something they want to share. Procter & Gamble
research with Tremor has shown that this approach can generate up
to double-digit percentage increases in sales.®”

When companies involve this kind of connected customer early on
in their marketing research, they can create powerful endorsements by
making the customer feel empowered and listened to.This effect is not
limited to teens - Chapter 1: Seed to spread describes this approach
and presents a number of examples in much more detail.

Tremor sees this kind of marketing as a two-way connection with
their teen influencers: ‘The way we operate is very empowering to
teens, who are free to say whatever it is they want to say about the
product, says Steve Knox, Tremor vice-president of business develop-
ment. ‘All we do is provide the catalyst. That’s the first half of our brand
promise to them. The second half is we give them a voice that’s heard
within the companies’ Tremor’s service is not exclusive to Procter &
Gamble’s brands - others that have used it are Coca-Cola, Sony,AOL and
Toyota.o8

Marketing to and with teens, however, is a sensitive issue. That’s why
Tremor claims never to ask teens directly to market the products, and it
also claims to communicate clearly with members’ parents about the
objectives of the venture.Yet some parents have expressed dissatisfaction
with the company describing itself as a channel to exchange opinions
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when it’s actually about marketing products. Says one father: ‘If they’re
going to try to sell things to kids, they need to make it explicit that this is
a selling channel®®

The next step in the Tremor evolution is already planned. A second
panel is currently being assembled, focusing on mothers to help market
brands that appeal to them, such as Tide, Pampers or Bounty.

Influential customers in research groups

George Silverman recommends marketing with influencers in research
settings. To reach and communicate with them, he uses telephone-
based research groups with respected authorities who (a) have been
provided with the product in advance, (b) have experienced positive
results and (¢) will recommend it during the research sessions.The ses-
sions are planned to enable the other members of the group to verify
information about the product.

Silverman is convinced that direct experience is the best way to market
a good product (for example, free trial and sampling), but it’s often diffi-
cult to implement. Making the experience available indirectly and over the
phone from a trusted source is the solution he recommends - in particu-
lar for marketing pharmaceuticals.”® For more details about influence
research see Chapter 1.

Summarizing connected relations

Some clients, customers or consumers are more influential than others.
A single, accepted and successful solution for identifying who they are
and how to best speak to them doesn’t exist, but these trends emerge
from the plethora of routes available:

1. Influencers are online. All experts agree that most influential cus-
tomers are information-hungry and connected. So they spend time
online and that’s where you can most easily find them, through ques-
tionnaires or by listening to your most vocal customers.

. They are not necessarily early adopters or trendsetters, but many are.

3. Influencers are often somewhat detached from the mainstream, with
category-related interests and information sources.

4. They want to be heard. Giving influencers a voice within your
company - such as listening to their opinions and criticism and
proving to them that their opinions matter - provides them with a
compelling reason to spread the word.

[\
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5. They want to be your VIPs. They have egos and like to feel special.
Making sure they have information that’s exclusive and providing it in
a way so they can share it easily helps them increase their authority
within their peer group.

Which approach is used to identify and recruit influencers largely
depends on the situation a company or brand is in. Some companies
might make a first step by mining the feedback they’re getting from
their website and looking at who it’s coming from. A well-designed
CRM database may contain information that’s helpful for finding
influential customers. A company might also be able to spot them
by, as Emanuel Rosen puts it, ‘careful observation’. Paul Marsden
explains that sometimes it can be helpful to simply think of certain
professions that fit a given brand’s influencer profile. Another com-
pany may want to use the services provided by companies such as
Tremor or Informative to formalize the approach and use a scaleable
process.

The insight that matters most is that these customers are out there,
they are active and they are vocal. And the Internet is giving them the
tools to become a power that shapes the future of marketing. Or, as
Jackie Huba summarizes: ‘Because of the Internet, people can connect
with other people and exchange marketing messages - the customers
themselves are now producing as much or more content that is market-
ing than the company itself. So companies don’t have a choice but to
connect with the customers. Otherwise, the marketing simply happens
without the company’7!

Key questions: Do | have the resources in place to spot and listen to
my market influencers? Is my market research customer-centric
enough so it can learn about and connect with them?

Advertising and relationships - at best, use both

At first glance, we can assume that brand messages, which are
more concerned with image than with specific product features, will be
best promoted via an advertising approach. On the other hand, if there
are really interesting or even breakthrough features in a product,
chances are that you can get your influential customers hooked.
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But overall, there is no either/or. First of all, many connected
marketing approaches can be part of both your advertising and
relationship marketing activities. If a company develops a highly inter-
active and involving online advergame but doesn’t track its most vocal
advocates, identify their locations, nor try to engage with them in a con-
nected dialogue, it’s throwing away massive potential for successful
marketing.

And if a company is brilliant at identifying its most influential
customers but fails to provide them with advance, trackable online
versions of its most engaging television ads (which the recipients can
forward to friends), the concept of the influential customer would be
lost on that company.

Companies must find smart ways to combine both advertising and
relationship approaches to connected marketing and learn the needs
and pitfalls involved. The relationships in connected marketing share an
important element with public relations: any good PR executive will
agree that maintaining relationships with journalists requires tact and an
understanding of their needs and wants - you only ever give journalists
what you believe will help them with their job (or life, for that matter).
The same goes for market influencers - they should be seen as strategic
partners who provide immense benefits to the company. So a connected
marketer should provide influential customers with what will delight,
surprise and enthuse them.

And a compelling connected advertising idea is one way to do
just that.

Conclusion: the way forward

Brands should listen to the word of mouth that is going on among
connected clients, customers or consumers. There are different reasons
why people feel inclined to talk about a brand, and that product or brand
differentiation - in some way, shape, or form - is usually the best motiva-
tor for genuine word of mouth.

Smart brands have already started developing connected advertising
strategies and creating communication ideas for their products, which
customers enjoy and want to pass on to their peers.

There are certain market influencers who play a crucial role in the
way word of mouth spreads, and brands should instigate connected
relationships with them so that these influencers turn into powerful
advocates for the brand.

A good way to manage and benefit from connected marketing is by
combining both advertising and relationship approaches.
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So what lies ahead?

Measurement

Marketing has become a return on investment-driven activity. Marketing
people the world over moan about financial controllers nit-picking with
them, leaving no room for creative ideas. In some cases, it may be true
that controllers don’t understand enough about marketing to be able to
make the right calls. But essentially, controllers should be advertisers’
and marketers’ best friends. A marketing initiative is neither useful nor
successful unless it pays for itself and more.

That’s why connected marketing is becoming increasingly attentive
to the accountability of the business. Particularly so, because in many
cases, connected marketers can now prove the effectiveness of their
work - and often more thoroughly and precisely than other forms of
marketing communication. Some of the case studies in other chapters
of this book provide compelling proof of this fact.

Dave Evans, of US-based agency GSD&M, says: ‘The next big thing in this
field will be when a world-class marketer, such as Procter & Gamble,
demonstrates conclusively that [connected marketing] really works.That is
when the TV upfronts will fall. Attention will no longer be a commodity.7?

Ed Keller agrees: ‘1 think one of the big challenges that needs to be
overcome is “What’s the measure by which we know whether it’s success-
ful or whether it isn’t” And I think without that measure, we will stay in
the shy and narrow stage. And whenever that measure does get devel-
oped, it will help set the course.”3

Procter & Gamble’s Tremor is already showing some exciting results.
So the future is beginning.

Integrated communications

Integrated communication has been an advertising buzzword for years.
But the fact is, companies can still organize advertising, PR, events,
Internet campaigns, etc. as stand-alone activities. And many still do. In
lots of departments and agencies, there is still too much ego involved to
really get together and cooperate. According to Jon Berry: “‘What events
are arguing for is a highly integrated marketing approach. A lot of ad
agencies that I come in contact with are still fairly fragmented. They
have an Internet marketing group, or a web advertising group on one
hand, and a TV advertising group on the other’74

Connected marketing does not work as a stand-alone activity, as this
chapter and indeed book helps prove. When creating viral advertising
films, you need a viral marketing specialist, an ad agency and a produc-
tion house, a web agency, a technology partner, and the PR team all
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around the same table. When you want to know and engage with your
influencers, you have to involve your web people, CRM experts, the
market research department and your PR people. And in both cases,
they really have to work together - across disciplines, across depart-
ments, across companies. If they don’t, the whole initiative won’t work.

And things get worse when more complex projects such as alternate
reality games are on the agenda. They really do require a degree of
collaboration that should not be underestimated.

Marketing to minors

As mentioned already, Tremor shows that the way connected (and other)
marketers interact and deal with children and teens, must be addressed.
Marketing consultant Rhona Berenstein says: “‘Youth marketers claim
they’re tapping into a pool of outspoken enthusiasts who are invited to
evaluate products and services, and share their opinions (positive or
negative) with their pals. But if youre an average 14-year-old who’s
offered a first-look at a movie trailer, or a videogame, or a free make-up
sample - all of which are promoted as “the newest and coolest” - where
and when, exactly, is your rational, analytic mind going to kick in?’7>

Protecting the rights and innocence of children in these marketing
efforts is an important issue that needs to be looked at and dealt with
sooner rather than later. Otherwise, and rightly so, the public is likely to
turn against certain connected marketing practices to the detriment of
the entire field.

The brand marketers’ mindset

The most demanding challenge for practitioners of connected market-
ing is how to change brand marketers’ perceptions about what the
future will look like.The connected marketing approach requires new
skills and competencies - an attitudinal change about how brands
approach clients, customers and consumers is required. And massive
changes like these never occur easily.

The faster companies realize that they must find new ways of con-
necting with their target audience, in exchanges that provide mean-
ingful conversational content, the better equipped they will be for
building successful brands in the future. A rather holistic approach has
recently been dubbed ‘Open Source Marketing’, and it’s about involv-
ing marketing influencers early in the marketing plan.’® The Blowfly
case study by Liam Mulhall in Chapter 4 shows how one company has
built its entire business on this principle. And Procter & Gamble,
Bacardi, Coca-Cola, Pepsi, Toyota and Ford, among other major brands,
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have all started to take on the challenge. That proves that connected
marketing is here to stay.

So we'll close this chapter with the rallying cry of the connected

marketer:‘Let’s connect and collaborate!’

Takeaway points

m Get to know the word of mouth that’s already going on about your
brand.

m Determine the differentiating factors about your brand, product,
or service that you want your audience to notice and talk about.

m When developing a contagious advertising campaign, make sure you
plan to measure the results as precisely as possible.

m Know your market influencers and put structures in place in order
to create useful and trusting relationships with them.

m Make sure your marketing departments and agencies are experi-
enced and integrated enough to develop connected marketing
campaigns — by connecting and collaborating both internally and
with your market influencers.
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Conclusion: the future of

connected marketing
Justin Kirby

Managing Director, Digital Media Communications (DMC)

The essence of connected marketing: a stake in the
ground

What’s going on now in the field of marketing communications is similar
to the early days of the Web: marketers and practitioners are trying new
approaches, reviving and evolving old ones, and bandying catchy terms
around willy-nilly.

It’s like the classic Indian parable about an elephant and six blind
men: one blind man touches the trunk and thinks he’s bumped into a
snake, the other the tail and thinks it’s a donkey, the other its leg and
thinks he has bumped into a tree trunk, and so on. No one can see the
whole picture until the zookeeper comes along and presents the wider
perspective, the collective view of an elephant.

With this book we, too, have stepped back to provide the bigger picture
and put a stake in the ground. The book presents a wide range of practi-
tioners, academics, approaches, research and case studies, all of which
come under the connected marketing umbrella. Through them we have
demonstrated not only how diverse connected marketing activities are
carried out, but also - most importantly - what connected marketing can
and should achieve.The whole is greater than the sum of the parts.

Connected marketing - regardless of which specific term or approach
you use - is simply any kind of marketing communication (including
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traditional advertising) that creates within the target market conversa-
tions that add measurable value to a brand. The sub-terminology (viral,
buzz, word of mouth, etc.) is not only confusing but perhaps even irrele-
vant; successful connected marketing is not about what you call what
you do, but about how you do it and what it achieves.

We hope to have shown in this book that managing successful
connected marketing activity is possible through an organized series
of decisions and approaches; it’s not a hit-or-miss quest for that one
groundbreaking buzz idea.

Integrating connected marketing

It may be an overstatement to say that traditional advertising is no
longer working, though it’s certainly true that it’s generally less effec-
tive. However, using alternative and non-traditional techniques alone
is no guarantee of success either, particularly if you’re trying to build
and sustain global brands.

Granted, some brands have proved that they can be built from
scratch almost entirely by using only non-traditional marketing tech-
niques. Take smoothie-maker Innocent in the UK (though they have
since launched a TV ad campaign in summer 2005) and their Australian
counterpart Nudie, for example.! Or the Brewtopia case study in
Chapter 4.These brands have managed to break into the mass market at
least locally via mainly word of mouth marketing activities - but will
that kind of marketing alone enable them to expand globally as well?

Successful, long-term connected marketing activity not only connects a
brand to its clients, customers and consumers and vice versa, but also
integrates the different ways in which marketers approach people - from
viral, buzz and word of mouth marketing to advertising, direct marketing,
sales promotion, PR and more - across the whole marketing mix.

A good start to developing an integrated connected marketing strat-
egy is to listen to what customers are saying about your brand, and to
identify and involve the most influential customers in your business.

The people you need to reach with connected
marketing

Marketing is no longer simply about trying to identify the 20% of your
customers who represent 80% of your revenue, then keeping this group
loyal and trying to acquire more who fit their profile. Simply having
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happy, enthusiastic brand advocates is not enough. Plenty of people
would sing the praises of Ferrari, for instance, but how many would
actually buy one or really influence the purchasing intent of someone
who would?

With connected marketing, the aim is to profile and recruit cus-
tomers who represent the 10% of society that helps influence the
majority of all purchasing decisions (see Chapter 7). These influ-
encers are not necessarily the customers who spend the most
money with you, but they are the people who can help amplify and
accelerate positive word of mouth about your brand. It is recom-
mendations from this group that have been tracked to business
growth.?

It doesn’t matter if you have an existing product or are about to
launch a new one; the point is to make sure you develop two-way
relationships with influencers - from giving them a trial before
the product is available to the mass market, to going back a step and
getting them involved in your research and development. Even if
your product or service is not particularly innovative, a buzzworthy
connected marketing campaign seeded with influencers first can
lead to success, as illustrated by the Virgin.net and Dove promotions
mentioned in the Introduction and the FedEx case study mentioned
in Chapter 15.

Successful connected marketing is also about spotting and appeasing
customers who are not so happy with your brand - or even better
reducing the instances of negative experiences in the first place, in
order to reduce the instances of negative word of mouth. As Brad
Ferguson has shown in Chapter 12, negative word of mouth can reduce
your bottom line to a greater extent than positive word of mouth can
increase it.

Setting standards in connected marketing

From the wide range of connected marketing experiences and
approaches described in this book, we can see that we are not compar-
ing apples with apples. So we can’t apply the same set of standards -
both in terms of measurement and ethics - to, for example, an overtly
branded marketing message that spreads virally and to the use of a
product referral agent whose motivation is ambiguous @.e. it could be
spontaneous or incentivized).
Let’s look at measurement standards first.
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Measurement

Connected marketing is not about control; it’s about management. And
you can’t manage what you can’t measure.

While the outcome of any connected marketing campaign should
ultimately be the measurement of recommendation rates and thereafter
sales, most marketers still work within the brand awareness creation
paradigm. So certain connected marketing techniques - particularly
those that include buzzworthy advertising - are still being measured
by cost per thousand (CPM)-type metrics until the industry learns
better. Obviously this kind of measurement is more easily and precisely
monitored online. Although the resulting statistics won'’t tell the whole
story - particularly with regard to the extent of third-party brand
endorsement - this is still how many connected marketing campaigns
will be judged for the time being. At least this kind of measurement can
prove that connected marketing is a cost-effective way of creating
brand awareness, and it has the added dimension of providing a glimpse
of peer-to-peer brand endorsement.

What’s needed in the connected marketing field is a standard set of
metrics, so marketers can assess the merits of the wide array of connected
marketing techniques on offer. However, it’s more than likely that there
will never be one set of measurements that can be applied to all the
diverse approaches being used. Instead, at the very least, a way must be
found for any connected marketing campaign to be measured in terms
of its impact on customer recommendation rates and the correlation
between the increasing instances of these and sales.

Ethics

As with measurement, no ‘one size fits all’ set of standards can be applied
to ethics in connected marketing - or indeed across different marketing
disciplines such as advertising, promotions, PR, etc.

You may know that involving customers in a market research study
can have a positive impact on their advocacy of your brand, so is that
activity cynical and manipulative and, if so, to what degree? What
about running a stealth campaign that pays agents to pose as inde-
pendent brand advocates in online chatrooms, effectively duping
consumers?

If you need to incentivize people to talk about a brand, product,
or campaign, you need to decide which type of motivation to use.
If you choose some kind of ‘payment in kind’ reward or financial
motivation, you must be aware of the risks that this approach can
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bring in the form of a backlash from customers who feel duped.
Word of mouth can work just as quickly and extensively against a
brand as it can for it.

One way to avoid any negative outcome for brands and consumers is
to make all marketing activity completely transparent, for example
being upfront about who you are incentivizing and how.

However, as Greg Nyilasy points out in Chapter 11, the more transparent
a connected marketing campaign becomes, the less effective the word of
mouth is - simply because the credibility of the recommendation is dimin-
ished when it is known that recommender has been incentivized. In fact,
incentivized connected marketing could just become another form of clut-
ter and therefore part of the problem for marketers trying to connect with
consumers.

One answer is to make sure your product, service, or campaign is buzz-
worthy enough to inspire voluntary, independent word of mouth - the
onus being on the innovation of the product, and/or the idea behind
the campaign and its connection with influencers, rather than on the
approach you use.

As Justin Foxton describes in live buzz marketing (Chapter 2), and as
case studies such as the Blair Witch Project (see Introduction and
Chapter 15) and the ARG (alternate reality gaming) case studies in Steve
Curran’s contribution (see Chapter 9) demonstrate, non-disclosure
or delayed disclosure of the fact that people are being involved in
connected marketing activity can be very successful and form part of
the fun of the interaction for customers.

Clearly, pretending you’re a client, custoumer or consumer when you’re
really a marketer is not a good idea. However full disclosure is not always a
prerequisite for every type of connected marketing. It may well be vital
for buzz marketing projects that want to generate word of mouth recom-
mendations. But they’re very different from viral marketing campaigns
such as Blair Witch and ARG initiatives where people enjoy entering into
the spirit of the entertainment and suspending their disbelief. Those kinds
of connected marketing campaign are not looking for advocacy that
results in product recommendations; they’re looking for advocacy that
creates conversations.

There are as yet no agreed ethical standards that fit the wide range of
connected marketing (or indeed wider marketing) approaches which
practitioners and brands are using.And there may never be one set of stan-
dards that are appropriate for all practices. So it’s up to businesses to
adopt a more commonsense approach, a ‘code of practice’ that most com-
panies apply to every other aspect of their business: risk management.The
point here is to look at your connected marketing activity in terms of con-
sequences, risks and issues, just as you would with any business initiative.
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Simply ask yourself: “Will this activity (whether disclosed or non-disclosed,
transparent or not) have a positive or negative outcome for the brand?’ If
the risk of a negative outcome is high, don’t do it.

A specific area of ethics that’s being widely discussed is marketing that
involves minors (both marketing to minors and marketing with them).

The Tremor initiative (see “Teen trials - Tremor style’in Chapter 1), illus-
trates that the way connected marketers (and other marketers) interact
and deal with children and teens has to be addressed by the marketing
industry.

As Martin Oetting asserts in Chapter 15, protecting the rights of chil-
dren in relation to marketing is the most important ethics issue - it needs
to be looked at and dealt with sooner rather than later. ‘Otherwise, and
rightly so, the public is likely to turn against certain connected marketing
practices to the detriment of the entire field’.

Embracing connected marketing

Academics have a large role to play in providing further credible
research into the connected marketing field. They can help legitimize
the diverse techniques used and, most critically, demonstrate how
those approaches work - we need to know more about the source
variables, message variables and receiver variables influencing word of
mouth.

In terms of concluding from this book how marketers can create
conversations that have a positive influence on a brand, put simply,
the message is this: the product or brand should have a stand-out
quality in its class to create self-propelling word of mouth and cus-
tomer recommendations that a connected marketing campaign will
amplify and accelerate. If the product is not innovative in itself, you
must focus on developing creative executions that generate buzz.You
also have to find, connect and collaborate with the people who influ-
ence your brand, lead opinions and spread word of mouth. In fact,
the most appropriate ideas for your product innovation or connected
marketing activity could well come from external stakeholders, not
from your marketing agencies and partners.

Clients, customers and consumers already have more power and
influence over brand success than most marketers realize. The same
goes for employees and businesses.

It’s time for business to embrace the new order by developing inter-
nal and external connected marketing strategies that integrate new
and traditional marketing techniques and media in innovative ways.
This approach enables businesses, clients, consumers, employees - in
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fact, all stakeholders - to connect and collaborate with each other as
respected partners in order to achieve mutually beneficial outcomes.

The growing role of mobile connectivity

One field that deserves a special mention in this conclusion for the
growing involvement it will undoubtedly have within connected mar-
keting activities is mobile connectivity.

The ongoing development and adoption of mobile connectivity tech-
nologies are already resulting in greater user demand for entertainment-
focused content via cell phones, turning handsets into a more viable
connected marketing channel.

One example of a genuinely viral mobile marketing campaign was
The Gadget Shop mobile coupon campaign managed by m-bar-go. It
involved sending simple text messages to the cell phones of shoppers
on London’s Oxford Street in the lead up to Christmas 2003. The text
message included an embedded discount barcode that could be read at
Gadget Shops and forwarded to friends. The campaign produced a 50%
increase in average transaction value.3

That case study reveals one of the potential developments of viral
marketing. The campaign used mobile handsets to spread the viral
agent, and it was tied to generating business as opposed to simply gen-
erating awareness from branded entertainment content - in fact, the
brand only paid for viral spread that resulted in sales.

In future, we could see online viral marketing being used for
e-commerce and mobile viral marketing being used for traditional
commerce.

10 predictions for the future of connected marketing

1. Connected marketing will become more strategic, with the focus shift-
ing from promotion (creating remarkable campaigns) to innovation
(creating remarkable products).

2. ROI metrics will be mandatory for viral, buzz and word of mouth
campaigns. ‘Advocacy rates’ and ‘sales uplift’ will become important
parts of ROI metrics, displacing traditional measures such as campaign
reach.

3. Word of mouth tracking will become a key metric in brand tracking
market research.

4. Buzz, viral and word of mouth marketing will be merged into the
wider marketing mix, with online viral marketing adopted and
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10.

integrated within advertising, word of mouth within promotions
and buzz within PR.

Managing and avoiding negative word of mouth, online and offline,
will be an increasingly important area in connected marketing.
Online branded entertainment (advertainment, advergaming, alter-
nate reality games) will be used more as key brand touch-points for
entertainment brands.

. Techniques developed in connected marketing initiatives will be

adopted for change management and internal communication.

. Techniques developed in viral, buzz and word of mouth will be

increasingly adopted in CRM programmes as both retention and
acquisition (turning buyers into advocates) tools.

Cell phones will develop rapidly as an important medium for spread-
ing connected marketing promotions, such as mobile invitations, SMS
barcode discounts, etc.

Marketers will eventually be able to locate influencers by
zip/post code, by which point they will be all chasing the same
chosen few . . . Prepare for another paradigm shift in marketing?
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