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G INSIGHT Online Strategies to Lever.

Buzz and Word of Mouth

As we know, the Internet continues to change the nature of interpersonal communcati
New avenues are rapidly evolving, and the rewards can be huge for comparics whe o
harvest the speed and ease of interconnectivity that the Interet allows. Here are 5 fow
examples:

1. Viral marketing is an online “pass-it-along” strategy. It uses electronic media to generse
brand messages throughout a wide network of buyers. Viral marketing comes in many
forms but often involves e-mail. It is hoped that the viral aspect kicks in when people are
“wowed" by the advertisement and e-mail it to friends and acquaintances around the
world. Obviously, the initial group must be carefully selected. Honda, Volvo, and Gillte
use viral marketing.

2. Blogs are personalized journals where people and organizations can keep a running di-
logue. People can read, comment on, and connect to your blog, creating a powerl
network that also includes other topical and news blogs. Blogs can be used in severdl
ways by marketers. First, organizations can place banner ads in blogs and package ads
with blog feeds. Second, they can use product sampling by getting their productsin he
hands of well-known bloggers in the category with the idea that they will create buzz
about them on their blogs. A third way marketers can use blogs is by observing impo™
tant blog sites for marketing intelligence. A fourth way is for a company to create &S
own blog and put a company representative in charge of blogging. Finally, a compaf
can create blogs and recruit consumer evangelists to run them

3. Twitteris a microblogging tool. It limits posts to 140 characters. It has evolved qUc
into one of the largest social media outlets. U.S. consumers spend more than two P
amonth on Twitter, and that i likely to grow. For marketers, there are a numbe of us;;
for Twitter. First, consumers can post complaints or information requests 10 2 DA
Twitter account, to which companies can respond. Second, companies can UIe'
Twitter feature called Promoted Tweets. This is an advertising program wherebY (i
panies tweet their followers and then promote the Tweet. The promotion indic”"
an advertisement) shows up on the Tweet, and then the Tweet itself comes UP 0'2 4
search for results even of those who aren't the brand's followers on Twiter. T
also other uses of Twitter for generating buzz and word-of-mouth advertising

Source: rom Delbert Hawkins, David Mothersbaugh and Roger Best, Consurer Behavir Buldg

Strategy 12E, 2013, p. 240-241. Reprinted with pe‘:gmisxicnR;:gM(Cm;«—Hlll Education.
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