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MAIN IDEAS...

The book is divided in 16 chapters covering diffé¢raspects of the “Connected Marketing”.
The ten first are forming the part “Practice”, whie¢he six last are for the part “Principles”.
Each chapter is written by one or several differ@nritributors and is developing a specific
aspect of the general topic, that's why it is quiféicult to give the main ideas of the book.

A big part of this book is used to present thealdhces the different types of marketing :

Viral Marketing : the promotion of a company orpi®ducts and services through
a persuasive message designed to spread, typordihe, from person to person.
Creating branded internet materials or websitesdtasumers enjoy sharing with
their friends, usually by email.

Word of Mouth Marketing : the promotion of a compaor its products and
services through an initiative conceived and desigmo get people talking
positively about that company, product or servidebrella term for marketing
practises which aim to make consumers talk bouaad

Buzz Marketing : the promotion of a company omitsducts and services through
initiatives conceived and designed to get peoptethe media talking positively
about that company, product or service. Using aciape€'hook” event, or
promotion to get consumers enjoy sharing with thre@nds, usually by email.
Connected Marketing : Umbrella term for viral, buand word of mouth
marketing. Any promotional activity that uses wood mouth connections
between people whether digital or traditional, asnmunications media to
stimulate demand.

That four ones are the mains ones, as other typss: sstreet marketing, live buzz marketing,
guerrilla marketing, influencer marketing, evangemarketing....



The second big idea is that there is a strong réifiee in how is considered the media
influence. The following figure shows two models :

‘Magic Bullet’ Model ‘Two Step Flow' Model
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* The first one, the “Magic Bullet” Model is the “Myt.
* The second one is the “Two step flow” Model andesponds to the reality.

The research found, contrary to what was expedted, the mass-media messages do not
directly influence the mass market. In fact, thefjuence a small minority of individuals (the
so called “influencers” or “opinion leaders”), whizen influence their peers through word of
mouth. This is one of the reasons why word of mastho important and already strongly
present in our society.

SUMMARY ...

Edited by marketing consultants Justin Kirby (Dagiviedia Communications) and Dr. Paul
Marsden (Spheeris/London School of Economics),vatida foreword by Emanuel Rosen
(author of the bestselling Anatomy of Buzz), CorteddMarketing is a collaborative work
written by 17 opinion-leading consultants and pticters working at the cutting edge of
viral, buzz and word of mouth marketing.

Connected Marketing shows how businesses can aro@snectivity between clients,
customers and consumers as powerful marketing nieddxriving demand.
* Focuses on the consumer to consumer approach ketmg: word of mouth
* Advises on ways to create an epidemic demand f@waproduct or service
« Shows how to identify and form relationships wititislly infectious individuals
in order to convey the marketing message



Details of the chapters :

1. Seed to spread: how seeding trials ignite epidemics
This part explains how seeding trials with opinieaders is an effective launch optimization
strategy. In fact, seeding trials work by transforgnopinion leaders into loyal adopters ans
vocal word of mouth advocates, thanks to a powgsalychological phenomenon called
Hawthorne Effect.

2. Live buzz marketing
There are two types of live buzz marketing. Livemp® peer marketing is when ordinary
citizens become brand ambassadors and spread Wwaoralth about a particular product,
brand or service. Ont the other side, live perfartoegpeer marketing uses trained, qualified,
costumed, scripted and rehearsed performers wigodtakhe roll of brand ambassadors.
Live buzz marketing can be very strong as messagjesered by it are very difficult to
ignore. | can also generate large amounts of m@sgsrage and PR. Furthermore, if the live
buzz marketing message is loud, clear, appealidgiaigue, its echo can continue for years.

3. Creating brand advocates
The main conclusion of this chapter is that helgrand advocates to evangelize about the
brand is a marketing priority, because brand adwpdaves brand growth. One of the best
example to increase brand advocacy is to give patdwanded contact cards.

4. Brewing Buzz
This chapter presents the example of a “start-@p bempany” that had base its entire
communication on an unconventional approach, althesbpposite to what is recommended
by marketing experts. The customer was put in thzlla.
The conclusions from this example are numerousposvered customers can sell the product
and shape the business. It is very important taddicst on the influencers. Last but not least,
“business” can entertain. This means, that theesscof the company came also because
people loved to know about the company and itoasti

5. Buzzworthy PR
In this part is explained how medias can be usegttahe attention of the public, without
paying for it, just by creating “special’ campaighsfact, the media has the power to turn
something small into a giant. Pr combined with hwaal, or word of mouth marketing
activities will help engineer public consent to nent with and talk about the story.
This chapter is also the opportunity to learn pecattadvices for a buzz or viral campaign :
the brand messages should be implicit, not exptiomtroversy, sex, humour, reality,
celebrity, surprise, humanity and unbelievabilisdelp shape buzzworthy ideas.

6. Viral Marketing
One chapter dedicated to viral marketing is notimas plenty of books could cover the
topic. The author explains that people no longerths internet only for practical purposes
such as research and shopping. New technologiearahthe increase of the bandwidth have
made that people want more and more to be entedain the web. Besides of that, people
have learned to tune out a lot of marketing commations. These two points have
participated to a big part of the explosion of virearketing. This type of marketing focuses
on personal experience of the brand and tapshetpower of consumers and their
connections to other consumers. It can both imphboaad advocacy and increase brand
awareness, but also help generate sales. Contraryet wrong ideas let think : it is possible
to track such campaigns and viral marketing is alseded by innovative products.



7. Online opinion leaders: a predictive guide for Vira
This chapter used the example of SAP that hasestuti own online influencers, the “e-
fluentials”. Online opinion leaders are influentite-keepers and diffusers of information on
the internet. They should be a high priority targetup in viral marketing campaigns.
Opinion leaders or here the so-called “e-fluentiaiake up 10% of the population.
Companies should focus CRM initiatives on develgmpartnerships with online influencers,
soliciting feedback from them on product/serviceedepments and informing them about
new initiatives.

8. Buzz monitoring
Thanks to the new technologies, it is quite eagyaoaitor the buzz, but it is still too rarely
used by companies. This so called “business igteilte” analysis is less about gathering data
and more about drilling down into and interpretdage. Business need to find out where their
customers live online and listen and talk to tharthese places, in real time, as much as
possible.

9. Changing the game
This chapter develops the possibilities given gyv&rgames”. In fact games have an inherent
connectivity that makes them powerful and bendfesaa marketing medium. That's why
games can create buzz and help generate low-casea@ss, but more importantly can
provide business benefits, such as sale leadacagaised intent to purchase. Wrong idea : it
is not just teenage boys that play games !

10.Blog marketing
Blog marketing uses blogs to promote a brand, compgaroduct, service, event or some
other initiative. There are three main main bloghkating solutions : seeking blogvertorials
on third-party blogs, setting up proprietary “brasidgs” or commissioning “faux blogs”.
Blog marketing can be effective in achieving a nemdif marketing objectives: generating
interest, driving action and sales, creating godidestablishing expertise, and stimulating
dialogue with customers or employees. The conatusfdhis chapter can be resumed by
saying : by replacing interruptive marketing messagith engagement and control with
collaboration, blog marketing is likely to haveianreasingly important role to play in the
future of marketing.

11.Word of mouth : what we really know, and what wendd
This chapter is written in order to give an exaafirdtion of the concept of “Word of Mouth”.
Word of mouth is oral, person-to-person communicabietween a receiver and a
communicator whom the receiver perceives as nomuential, concerning a brand, a service
or a product. The author explains that marketeosilshbe aware that word of mouth occurs
naturally and should monitor it closely.

12.Black buzz and red ink: the financial impact of age consumer comments
on US Airlines

This chapter explains that negative word of mowth imore consequences than positive one.
Thanks to the example of airline companies, the@wtxplains how the financial impact of
negative and positive comments can be quantifiedexplains that in order to manage word
of mouth, marketers first need to track and measimat also that they understand the
dynamics of negative and positive word of mouthaaiven market. Finally, word of mouth
can be viewed as a media channel that has a mbéstreguency, reach and impact on
purchase intent similar to traditional media chdsine



13.Myths and promises of buzz marketing
This chapter tries to fight agains six common myhsut connected marketing :
- Buzz, viral street and stelth marketing aretal same
- Only great products benefit from word of mouthrketing
- Great Products don’t need word of mouth markgtin
- Word of mouth marketing is cheap
- Word of mouth marketing is risky
- Word of mouth marketing can’t be measured.
All are false and the author explaisn why.

14.Buzz marketing: the next chapter
This chapter tries to summarize what the buzz ntiaxdkés but also giveq some predictions
about the future of it. Blogging and branded eafarhent are presented as the two most
effective ways to create online buzz; principalgdngse internet enables buzz marketers to
rach markets fast and directly, before informatits mainstream mass media.
In the future, buzz marketing will shift its foctmvard customer retention versus acquisition.
The perennial buzz marketing strategy, creatingadehby limiting supply with limited
editions will continue to be powerful.

15.How to manage connected marketing
The author places the different areas of conneuottteting into an integrated framework.
His fisr advice is to get to know the word of motithat’s already going about the brand,
before doing anything else! Aftewards, a key p@rib know the market influencers and to
put structure in place in order to create usefdltansting relationships with them. And he
ends with the point not to forget : to measurerédsellts of campaigns as precisely as possible.

16. Conclusion : the future of connected marketing

The author reiterates the essence of what conradteting is. He then offers ten predictions
about the future of connected marketing.
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About theauthors:

Justin Kirby is MD of Digital Media Communicatioihsd (DMC) based in London and
Sydney. He started his career in the mid-80s wgrkim ground-breaking multimedia
installation projects, including the famous HerHigncock video robotics models. In 1994
Justin founded DMC, the experts in planning, segdimd tracking online viral and buzz
marketing campaigns for major brands, includingsBieEA Sports, Eidos, Levi's, Mates,
Mazda, MTV, Sony Ericsson, Ubi Soft, Virgin and %o

Dr Paul Marsden is a consultant social psycholdgisthe London School of Economics,
specialising in the dynamics of fashions and f&dh a PhD in social contagion and a
background in marketing, his expertise is in getiregeand managing positive word of mouth
for new products.

About the contributors:

Contributing authors to Connected Marketing argisaé@e Allard (Spheeris), Schuyler
Brown (Buzz@Euro RSCG), Idil Cakim (Burson-Marste)] Andrew Corcoran (Lincoln
Business School), Steve Curran, (Pod Digital), Brathuson (Informative), Justin Foxton
(CommentUK), Graham Goodkind (Frank PR), Justirbii{Digital Media
Communications), Paul Marsden (Spheeris), Liam MilifBrewtopia), Greg Nyilasy



(University of Georgia), Martin Oetting (ESCP-EARrBpean School of Management),
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This book is one of the best books | have ever.ri¢gaesents not only very useful case
studies but it also gives lots of definitions, no&th or tools to start with a good approach of
the “connected marketing mix”.

Nowadays, the words “buzz” or “viral” are used tenes a day by marketers but most of
them don’t really know what they are talking abbts opinion is not only from me but also
from all participants to this book). Thanks to th@ok, | have now a more precised idea
where are the differences between “buzz marketamgl’ “viral marketing”, | know what is
the Hawthorne Effect, | have plenty of examples toauld help me to justify “connected
marketing” actions in the future.

This book is so good that it will stay beside mergy time, even if I'll try to make word of
mouth around me so that people will read it !

A FEW EXAMPLES...

One of the first task when people want to used eotad marketing is to determine who are
the opinion leaders. The book gives some paramgtatsan help to find them. For example,
online influencers are the ones who do lot of tiving activities:

- 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

GOING FURTHER...

The Anatomy of Buzz: How to Create Word of Mouthrikigting by Emanuel Rosen
The Tipping Point: How Little Things Can Make a Hifference by Malcolm Gladwell
Purple Cow: Transform Your Business by Being Remlbld by Seth Godin
Permission Marketing by Seth Godin

The Wisdom of Crowds by James Surowiecki

www.connectedmarketing.org/

www.connectemarketing.de (in German)

www.visionarymarketing.com

and a lot of different blogs... just type some keya in www.technorati.com to find great
articles.



