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I ABSTRACT 

 

Date: 2005-06-01 

Program: MIMA – International Marketing  Course:  Master Thesis 

Authors: Anneke Loeffen    Leon Oosterwijk                                                                       

  vooranneke@hotmail.com  leonoosterwijk@hotmail.com 

  

Title  How to use buzz marketing effectively? 

A new phenomenon explained and made practical. 

 

Definition Buzz marketing is a manufactured marketing initiative that is intended to capture 

people’s attention and create word-of-mouth. 

 

Problem  What buzz marketing tools can a company use to reach its target group and achieve

  its marketing goals? 

 

Purpose With our research we aim to develop a model with which a company can find out how 

to use buzz marketing. 

 

Method  E. Rosen (2002) describes a list of ten industries that are highly affected by buzz1. We 

decided to study a buzz marketing case in every one of these ten industries, and 

conducted additional interview with responsible executives. Furthermore we 

interviewed two experts in the field to complete our knowledge. With the gathered 

information we composed a buzz marketing model, as well as a set of guidelines for 

marketers who want to use buzz marketing. The four main aspects in buzz marketing: 

products, target groups, marketing goals and buzz marketing tools form the red line in 

this thesis. 

Target group This thesis is written for who is involved in marketing and interested in buzz marketing 

within companies in industries that are highly affected by buzz. It could also be of 

interest for students in the field of marketing. 

 

Conclusions Before a buzz marketing campaign can be organised, four steps need to be taken: 

select the product, select the target group, set the main marketing goal and find the 

most effective tool to reach this goal. Although different factors influence the 

effectiveness of buzz marketing tools we have found a connection between certain 

tools and goals. Next to this the characteristics of the selected product play a role. 

                                                      
1 See Rosen’s list of top ten industries highly affected by buzz in paragraph 3.10.2 
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1 Introduction 

The focus of this thesis will be on a new marketing technique based on the phenomenon of buzz 

marketing. In this introductory chapter we will give a background for our study which will lead to the 

problem area and statement. Furthermore the purpose of our study will be discussed, as well as the 

applied delimitations and the selected target group. The chapter will conclude a disposition of the 

thesis. To create a better idea of the content of our work we will start with a background of our 

research problem. This will help the reader to understand the underlying reasons for our problem 

statement. 

1.1 Traditional marketing 

For over fifty years marketers have recognised the importance of customer orientation (Vargo & Lusch 

2004). However, developing a good product that satisfies customers’ needs and wants is not enough. 

Companies must also communicate with their present and potential customers and make them aware 

of the offerings available (Kotler 1996, p.489). To communicate with customers, a company can use 

the promotion mix, which consists of advertising, sales promotion, public relations and personal 

selling. According to Kotler (1996, p.489), these tools would help a company to achieve marketing 

objectives. After setting its marketing objectives, a company should determine its advertising budget. 

To determine this budget, Kotler (1996, p.522) emphasizes that in a market with many competitors 

and promotion efforts, a brand must be advertised more frequently to be heard above the noise of the 

market. Also, if a company aims for a high market share, it requires greater advertising expenditures 

as a percentage of sales than companies which aim for a low share. Since most companies nowadays 

face high competition and will probably prefer a high market share, this would mean they would have 

to spend a lot of money to be able to advertise as much as possible to overcome the noise in the 

market they are targeting. However, tough economic times force businesses to think differently about 

how to use their resources to be able to compete more effectively (Hughes 2004). 

1.2 The advertising clutter issue 

In the last years, conventional marketing strategies and marketing communication are being classified 

as less effective. Companies are not satisfied with their marketing results compared to their expenses. 

More specific, the effectiveness of it is questioned. Consumers are paying less attention to advertising 

because of the advertising clutter and selective perception. Richard Saul Wurman argues in his book 

‘Information Anxiety’ (1989) that “a weekday edition of the New York Times contains more information 

than the average person was likely to come across in a lifetime in seventeenth-century England.” Also, 

where we once started with less then five TV channels, new cable packages now offer hundreds of 

channels to choose from (Weiner 2005, p. 20). It is thus not surprising that customers are becoming 

more sceptical towards advertisements. The results of conventional mass-marketing advertising are 

not only decreasing but even run the risk of becoming obsolete (Weiner 2005, p. 20). However, 

companies still need to generate new and repeat-sales. Therefore, they are in search for more reliable 

ways of getting attention for their brands and products. 
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1.3 Characteristics of marketing activities nowadays 

A study by the Royal Mail in 2001 (see figure 1.1) to determine which information sources made 

people ‘more comfortable’ with a product, found that a recommendation from a friend was at the top of 

the list (76%), even above the person’s own past experience (68%). Word-of-mouth marketing 

therefore seems to be an appropriate tool to overcome advertising clutter. It is the act of consumers 

providing information to other consumers.  

 

Figure 1.1: Importance of information sources  Source: BMRB Omnibus survey / Royal Mail April 2001 / MEC MediaLab 2004 

Word-of-mouth occurs naturally when people talk about a product because they are happy with it and 

have a natural desire to share their enthusiasm. This is also referred to as organic word-of-mouth 

(Womma 2005). This kind of word-of-mouth is great for a company but it normally takes a long time to 

establish and it is completely out of a company’s control (Spethmann et al. 2005). A company can also 

choose to encourage or accelerate word-of-mouth. This is called amplified word-of-mouth (Womma 

2005). One way is the usage of buzz marketing which can be defined as a manufactured marketing 

initiative that is intended to capture people’s attention and create word-of-mouth (Cherkoff 2005). Buzz 

marketing tries to capture attention of consumers and the media to the point where talking about their 

brand becomes entertaining, fascinating and newsworthy. The term buzz marketing is currently 

frequently used among marketers and seems an appropriate substitute or addition to conventional 

marketing tools.  

1.4 Problem Area 

The impact of ‘traditional’ advertising seems to be decreasing because of the information overload 

experienced by consumers. Advertising experts estimate that each consumer may be exposed to 

more than fifteen hundred advertisements every day. Many consumers therefore, filter out most 

messages they are exposed to by mass media. They do, however, listen to their friends.  
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Word-of-mouth marketing seems an appropriate tool to avoid advertising clutter and is therefore 

receiving more and more attention from marketing managers. Buzz marketing is a tool that can be 

used to generate and accelerate word-of-mouth. 

Over the years many researchers have studied and written about word-of-mouth and word-of-mouth 

marketing. Though, literature on the topic of buzz marketing is scarce. However the available literature 

on the phenomenon is adequate and contains well executed researches, managers argue that there is 

not enough research done to serve practical purposes (Marken 2000). Managers want to know if buzz 

marketing would be useful for them and how they can create it. 

1.5 Problem Statement 

The preceding description of the problem area leads us to the problem statement:  

 

What buzz marketing tools can a company use to reach  

its target group and achieve its marketing goals? 

1.6 Purpose 

With our research we aim to develop a model with which a company can find out how to use buzz 

marketing. 

Our study will make it easier for companies to add buzz marketing to their marketing activities and 

contributes to a more effective way to achieve their marketing goals. With the results of our research a 

company will for example be able to find out which buzz marketing tools will create brand awareness 

or which will be more useful to boost sales. On a more general level we also want to create more 

awareness of the rather new and unknown field of buzz marketing. 

1.7 Delimitation 

Based on Rosen’s top ten list of industries we have chosen to focus on, in order to be able to make a 

meaningful comparison. Moreover most of the available literature on buzz marketing deals with 

business-to-consumer rather than business-to-business, which enriches our research. Furthermore, 

our thesis will be limited to company’s views on buzz marketing and does not take consumers’ 

perspective into consideration. This is also due to our restricted timeframe. Nevertheless we take into 

account the company’s view of changes in consumer behavior after a buzz marketing campaign. 

Although there will be fields which we will not cover in our research, we believe that these delimitations 

enabled us to be clearer in our research.  

1.8 Target groups 

Our thesis might be of interest to all people who are involved in marketing and interested in new ideas 

and developments. Especially for those who work in companies or industries that are highly affected 

by buzz2. More specifically we write for those companies who are actually considering to use buzz 

marketing but are not sure how to. Furthermore the results and analysis of our case studies will be of 
                                                      
2 See Rosen’s list of Top 10 industries highly affected by buzz in paragraph 3.10.2 
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interest for the companies that were involved in our research. As secondary target group, this thesis is 

interesting for companies in industries which are less affected by buzz, though we can not guarantee 

that our recommendations will be valid for this group. Thirdly this thesis could be of interest for 

students in the field of marketing. 

1.9 Disposition 

In the next chapter the research method we used for our thesis will be discussed. It describes how we 

conducted our research as well as the reasoning behind it, further it also discusses the reliability and 

validity of our sources. In chapter three the theoretical framework for our research will be presented. 

This framework includes theories from research articles, journal articles, magazine articles and books 

concerning the subject of buzz marketing and related fields. Chapter four presents the empirical data 

from our research and includes the analysis of the case studies and expert interviews. The description 

of our findings will be followed by a thorough analysis and explanation of the gathered data. In the fifth 

chapter conclusions will be drawn from the analysis parts. Here also the newly developed buzz 

marketing model will be presented. The thesis will be finalized with chapter six with the presentation of 

guidelines and recommendations that cater the practical use of buzz marketing. 
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2 Methodology 

In the beginning of the year 2005 - during one of the tutorials of our master program International 

Marketing - we came across a fairly new phenomenon in the field of marketing, called buzz marketing. 

Our tutor gave us a rough explanation of buzz marketing and made us enthusiastic for the 

phenomenon. Later that month we read an article about buzz marketing and considered it making it 

the topic of our master thesis. After some deliberations with our supervisors we eliminated other 

possible subjects and chose buzz marketing as the main subject of our master thesis. For us buzz 

marketing is a ‘new’ exciting marketing tool that recently has been recognised as a powerful 

mechanism due to its unique characteristics and the evolution of the marketing and advertising 

industry. 

2.1 Literature study 

After deciding on our topic we started our literature search. The aim of our literature search was to find 

what is already known about the topic and whether there were any voids in the literature that we could 

fill up with our master thesis and research. During the literature search, we found out that different 

definitions of buzz marketing exist. This made us decide to form our own definition for buzz marketing. 

This definition is based on the existing literature and is presented in the theoretical framework. 

We made extensive searches in databases like Proquest, Libris, Book-it, Elin@Mälardalen and 

Emerald libraries and on the Internet at Google Scholar for example. The main keywords we searched 

with were ‘buzz marketing’, ‘buzz’ and ‘word-of-mouth’. We also browsed through the literature 

available at the library of the University of Mälardalen and other university’s libraries in Sweden 

through Libris: an inter-library loan system. Additionally we searched for up-to-date information at the 

following websites; www.womma.org, www.vbma.net and www.buzzmarketing.com.  

The best result from the literature search was a book written by Emanuel Rosen, called “The Anatomy 

of Buzz”, issued in 2000. This book provided us with a good and complete overview of the 

phenomenon of buzz marketing. The book gives a good impression of how buzz marketing works in 

practice illustrated by good examples. This source is predominantly used for the theoretical 

framework. Rosen is mentioned in many articles about buzz- and word-of-mouth marketing and is also 

a wanted speaker at conferences which proves that he is well recognised in his field. 

Other books e.g. by Silverman and other articles are just touching the topic from the perspective of the 

phenomenon of word-of-mouth. Nevertheless we found those books concerning word-of-mouth also 

relevant, because it adds knowledge about the driving force behind buzz marketing.  

Beside these useful literatures we found articles in journals like Harvard Business Review that zoomed 

in on specific parts of buzz marketing and clarified misunderstandings and myths around buzz. For 

example; Dye (2000) writes about which industries are buzz driven; in order to find out for what 

products or industries buzz marketing is a useful marketing tool. The findings presented in the latter 

article were initially our main goal. From that moment we had to think of another research in the field of 

buzz marketing. This shows that our literature study has been useful, by preventing us from doing a 

study that has been done before.  
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We thus had to move on in finding a final research question. Although reasonable academic research 

had been done on the impact of word-of-mouth and buzz marketing, we noticed there were rather few 

detailed case studies of buzz marketing available. A review called ‘‘The anatomy of buzz’’ (Marken 

2004) also mentioned that there was a lack of practical methods for marketers who want to implement 

buzz marketing in their marketing mix. That was the point upon which we decided to make a model for 

managers in the marketing business who want to use buzz marketing but are not sure how to. 

2.2 Topic presentation 

During the preparation of our topic presentation we presented our research goal as follows: What buzz 

marketing tools can a company use to achieve its marketing goals? We chose this problem statement 

because we found that managers are longing for practical rules and models that make it easier to 

initiate more effective buzz marketing activities. However as we learned more about buzz marketing 

and word-of-mouth we discussed the topic on a higher level, and we came to the conclusion that the 

target group a company is focusing on, will also have its influence on the tools used. This made us 

come up with our final research question: What buzz marketing tools can a company use to reach its 

target group and achieve its marketing goals? The eventual answer of this question will be given in the 

form of a buzz marketing model. 

2.3 Writing theoretical framework 

In our theoretical framework we present the basics of buzz marketing in order to give the reader a 

more in-depth view of the phenomenon of buzz marketing and eventually to make the final model 

more useful. Since we aim for a practical buzz marketing model, we found ourselves to write theory on 

different parts of the model. Having read the literature we distinguished four important variables that 

play a role in buzz marketing; (1) products that are driven by buzz, (2) target groups, their 

characteristics and sensitivity for buzz marketing, (3) marketing goals which can be set for a marketing 

campaign and finally (4) the buzz marketing tools. 

2.4 A model in pursuit 

As stated, with this research we aim for the constitution of a buzz marketing model, based on our 

empirical findings. Fisher (2004, p.43) would call this an interpretative research; we try to let theories 

emerge form our research material. When taking a closer look at our research question we distilled 

four elements for the model: products, target groups, marketing goals and buzz marketing tools as 

mentioned in the paragraph above. Eventually we also want to give additional ground rules for an 

effective execution of buzz marketing activities, concerning timing, ethics and supporting marketing.  

In the stage of finalizing our theoretical framework however, we came to the conclusion that it would 

be nearly impossible to include all four elements in one model. We decided that the first two elements; 

target groups and products were not within our reach and therefore would not make it to the final 

model. The sensitivity of buzz marketing of different target groups appeared to be very difficult to 

investigate. In order to give an answer to that question, we think that a very large quantitative research 

should be conducted. 
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Furthermore, there were two reasons why we did not include the element product in our model. First of 

all, because we found that E. Rosen had recently published his findings about “what products and 

industries are most buzz driven” on his website. We have added this to the theoretical framework. On 

top of that, we assumed that marketers will have a good comprehension of their own products and 

industry and know whether buzz marketing would be an effective marketing tool or not. This so called 

delimitation does not mean that these two elements will not be mentioned in our recommendations to 

marketers, on how to use buzz marketing, it means that target groups and products will be described 

and analysed on a more general level. 

After our research it will be possible - with the aimed model - to connect buzz marketing tools with 

marketing goals. So that marketers have a practical model that guides them in choosing the right tools 

for the right goals, which enables them to initiate more effective buzz marketing activities. 

 

 

 Figure 2.1: Schematic presentation of the eventual model  - own design 

2.5 Towards the model 

Prior to the constitution of a model we can make some statements of how we think we will work 

towards its development. This will improve our research process. First of all we assume that a 

manager considers the four mentioned elements in a certain order. The products and target groups 

will not be mentioned in the eventual model. Marketers should know to what degree their industrie or 

product and target group is driven by buzz. Thus before using buzz marketing, a marketer should 

investigate sensibilities for buzz. We assume there is a pre-set process a manager goes through. The 

industry and target group of the product are determined beforehand. Then the goals a marketer wants 

to achieve are set and eventually the proper buzz marketing tools are selected. The flow-chart 

underneath shows this process schematically. 
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 Figure 2.2: The process of a buzz marketing activity - own design 

2.6 Research method 

In the theoretical framework we present the theories about buzz marketing that were available at this 

time. Complementary to this theoretical information we needed practical input and ground rules, so 

that we were able to make an accurate model. In order to complete our information about buzz 

marketing, we decided to conduct field research. The practical information we were looking for had to 

be obtained from the business world. Due to the scarcity of case studies, we decided to analyse ten3 

buzz marketing cases and to obtained detailed information from the responsible managers. Since we 

needed background information concerning the targets, methods and results of the buzz marketing 

cases, we chose a qualitative method of in-depth interviews We selected two groups of interviewees 

from people who are experienced in working with buzz marketing: 

• Marketing Executives, who are responsible for a certain brand or product and have initiated 

buzz marketing activities, like brand managers and entrepreneurs. 

• Buzz marketing experts, who have strong relations with buzz marketing, like CEOs of related 

associations and managing directors of marketing advertising agencies. 

In the interviews with marketing executives we discussed ‘their’ buzz marketing case in detail (see 

paragraph 2.8). We composed a list with questions4 which was based on the four main elements of 

our research: product, target group, tools and goals. In the first part of the interviews we discussed 

these topics related to a specific campaign. Questions concerning tools and goals were asked in 

regard to all stage of the campaign; before, during as well as after it. In the second part of the 

interview we discussed the four topics on a more general level to find out the opinion of the 

interviewee which was not restricted to one specific campaign.  

This part of the empirical study provided us with practical information about, goals, execution, success 

factors, results and ground rules of specific buzz marketing cases. In the analysis we will assess those 

campaigns and the buzz marketing tools that have been used and see if they have shown effect. 

In the interviews with buzz marketing experts (see chapter 4) we searched for general truths and 

confirmations of the facts we found in the executive interviews. Also for the expert interviews we 

composed a list with questions5 which was based on the same four main elements of our research. By 

                                                      
3 Case Trivial Pursuit is merely based on case study, no executive interview was involved. 
4 See appendix 1 
5 See appendix 2 
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discussing the four topics we gained a clear and general overview that enabled us to draw conclusions 

from the case studies and executive interviews.  

All interviews were held in the week 16 and 17. Besides one face-to-face interview, the other 

interviews were held by telephone and the approximate duration per interview lay between 45 minutes 

and one hour. It has to be mentioned that during the interviews we used the question lists mainly as a 

topic guide because we wanted to avoid a ‘question–answer conversation’. We let the interviewee talk 

freely and only steer the conversation to a new topic. 

2.7 Case requirements 

During and after writing the theoretical framework we started to search for buzz marketing cases in 

literature and on the internet. We found that big and small companies used buzz marketing and that 

there were many cases available. Furthermore we found that a diversity of companies used buzz 

marketing. We also found however, that certain industries are more affected by buzz then others. 

Rosen (2004) mentions ten industries on his website that are highly affected by buzz6 and we decided 

to try to cover these ten industry segments with our case studies. The following requirements were set 

for eligible buzz marketing cases: 

• The case study should concern a product for the consumer market 

• The case study should preferably concern one of ten industries mentioned by Rosen 

• There should be a responsible executive who is willing to hold an interview 

• Enough information should be available about the case i.e. execution, goals, results 

 

The requirements for experts in the field were: 

• The person has to be recognised in the field, e.g. mentioned in articles and asked as a 

speaker on related conferences and meetings. 

• Willingness to cooperate in an interview 

2.8 Cases studies 

After the requirements for our case studies were set, we made a selection of cases we thought would 

be valuable for our purposes. We then contacted the selected companies in order to get a contact 

person. This contact person was then provided with a research proposal7 which was followed up by a 

phone call to check interest and possibly to make an appointment for an interview.  

 

                                                      
6 Rosen’s top ten list of industries that are most driven by buzz is presented in paragraph 3.10.2 
7 See appendix 3 
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The following table8 states the investigated buzz marketing campaigns and companies that were 

interviewed. The cases are ranged according to the top ten industries affected by buzz composed by 

Rosen (2004). 

Industry Case Company Interview Position 

Automotive   Volvo S40,  

Dalarö Campaign 

Volvo cars Tim Ellis Brand Manager Volvo 

Automotive   The Evil Ford Ka  Ford Nils Lekeberg Brand Manager Ford 

Sweden 

Publishing   Harry Potter 

Books 

Bloomsbury 

Publ. Plc 

Lucy Holden Press communicator 

Fashion Diesel Diesel Sweden Åsa Pettersson Marketing manager 

Fashion Singelringen Singelringen Johan 

Wahlbäck 

Founder 

Consumer 

Electronics   

SonyEricsson 

rep. 

SonyEricsson Nicky Csellak-

Cleays 

Manager Marketing-

communications  

Toys & Games   Trivial Pursuit Horn Abbot Ltd. Merely case 

study 

N/A 

Entertainment Cosmo Girl Icemedia Bart van der Aa  Founder & Chief Creative 

Officer ICEMEDIA  

Travel Kronan Bicycles Kronan Johan 

Wahlbäck 

Founder 

High Tech N/A N/A N/A N/A 

Health Care N/A N/A N/A N/A 

Consumer 

packaged goods 

Axe Deodorant Icemedia Bart van der Aa   Founder & Chief Creative 

Officer ICEMEDIA 

Food9 The Subservient 

Chicken  

Burger King Steve Sapka  

 

Manager Agency 

Communications Crispin 

Porter + Bogusky 

(agency responsible for 

the campaign)  

 Table 2.1: Executive interviewees per industry and case 

                                                      
8 A complete list of interviews, inclusive date & time can be found in Appendix 4 
9 Food is an additional industry, not mentioned in the Top 10 of Rosen 



 16

In order to conduct the most objective research and come to the most valid results we tried to cover all 

industries which are most affected by buzz, with a case study. Unfortunately we have not been able to 

find good cases of all ten industries but we cover the major part and added one industry which we 

think is also affected by buzz, which is the food industry.                                                 

 

The following table states the two expert interviewees we held. 

Buzz marketing expert Company 

Michael Leifer  CEO of GUERILLA PR Inc. (USA) 

Agency in Alternative Media & Marketing 

Bart van der Aa 

 

Founder & Chief Creative Officer of Icemedia (Holland)              

Agency in alternative marketing concepts integrating the 

Internet, mobile and traditional communication. 

Table 2.2: Expert interviewees  

2.9 Research Model 

As a summary of this chapter we present our research model. In this model can be seen how we 

conducted our research and from which sources the information is derived. The numbers in the 

models show the order in which the information is gathered and how it is used in the analysis to make 

the buzz marketing model. 

 

 

 Figure 2.3: Research model: From theory to practice to a Buzz Marketing Model – own design 

2.10 Criticism on method 

The phenomenon of buzz marketing is fairly new, therefore there was not much academic literature 

available on the topic. Although we found a few good books, some parts of our theoretical framework 

is based on literature of a managerial level, rather than an academic. However, we felt that for our 

research it was important to gain the most up-to-date information available and in this case this was 

not always academic.  

Also, we are aware of the fact that we do not cover all industries in our thesis. However we managed 

to use cases from at least eight different industries that are driven by buzz. Moreover we think we 

covered this gap also with the interviews with buzz marketing experts. Of course the reliability would 

have been higher if we covered all industries, and if we had a second opinion of all cases. This is one 

of the suggestions we can do for further research. 
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Concerning the research method, we also realise that the case studies and expert interviews we have 

held might not provide us with a clear and immediate answer on the question; which buzz marketing 

tools to use for which goals. Although a quantitative method might have given us more exact answers, 

we believe a straight answer on the connection between tools and goals from practical cases is hardly 

possible. Moreover, we think that in-depth knowledge in advance is needed for a quantitative study in 

order to ask the right questions. Therefore we have chosen this qualitative method, through which we 

were able to gain detailed knowledge of the reasons behind different campaigns. With this information 

we were able to create the model. As a last remark; since we have only touched this very briefly, we 

think it could be an interesting study to find out the consumers’ point of view on different buzz 

marketing tools.  



 18

3 Theoretical Framework 

The main goal of our research is to create a model for the use of buzz marketing. Before we can 

create this model however, a full understanding of the phenomenon of buzz marketing and its history 

is needed. To give both ourselves and the reader a better insight in the topic, a literature overview is 

provided in this chapter. The chapter starts on a general level with an explanation of the field of word-

of-mouth, where buzz marketing belongs to. We also describe the history and developments around 

buzz marketing and why it pays off to use buzz marketing nowadays instead of traditional marketing. 

We also define buzz marketing and describe its characteristics and other related topics extensively. 

3.1 Planned and unplanned messages 

Duncan & Moriarty (1997) distinguish four types of communication messages: planned messages 

(“what the firm says”), product and service messages (“what the firm does”) and unplanned messages 

(“what others say and do”), which are ranked on their credibility in the figure below. 

   Least credible        Most credible 

 

   PLANNED       PRODUCT          SERVICE           UNPLANNED 

   MESSAGES      MESSAGES          MESSAGES          MESSAGES 

 

  Mass communication       Design          Interactions          Word-of-mouth 

  Brochures      Usefulness          Deliveries           References 

  Website      Raw materials         Claims handling          News stories 

  etc.       etc.           etc.           etc. 

Figure 3.1: Sources of communication messages  Source: Duncan & Moriarty, 1997 

Grönroos (2000, p.267) recognized a problem in the findings from Duncan & Moriarty. Only the least 

credible source; the planned messages, are normally part of companies’ marketing communications 

programs. While the most credible sources; the unplanned messages, are often ignored by the 

company because they are difficult to plan and because it seems ’easier’ to spend even more on 

planned messages by using traditional means of marketing communication. “In the eyes of a potential 

customer however, a reference from a friend is an objective source of information, which will always 

win from an advertising campaign if there is a conflict between the messages.’’ (Grönroos 2000, p. 

269) Word-of-mouth thus has a strong impact on the formation of expectations of potential customers 

and is an important determinant of future purchasing behavior (Grönroos 2000, pp. 269-270). 

3.2 Word-of-mouth 

Word-of-mouth has existed since human kind; people have always talked with each other about 

products, issues and events that are important in their lives. In the last years, several changes have 

occurred that increased the impact of word-of-mouth (Buzzmetrics 2004): 

• The decreasing effect of traditional marketing increases consumers’ reliance on word-of-

mouth for information. 
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• Because people are more connected in the current society they have an easier time 

gathering info from other consumers. 

• Influential people are able to impact public opinion to a greater degree with the Internet 

and other new means of communication. 

• Internet makes it possible for marketers to find out what people say about their products 

because word-of-mouth is taking place in an archived, publicly accessible format.  

A 2003 Marketing Society Poll found that 90% of the people taking part, believed that traditional 

advertising’s influence has diminished during the past five years and will continue to do so. Two 

important reasons why word-of-mouth works are attention and credibility (Hughes 2005). ‘’When 

people talk to each other, they have undisturbed, face-to-face attention - something conventional 

advertising rarely achieves. Furthermore, people know that advertisements are biased but when their 

friends tell about a great product, they believe them (Huges 2005).’’ 

3.2.1 Two types of word-of-mouth 

As highlighted in the background in the first chapter, there is a difference between word-of-mouth that 

results from day-to-day interaction with customers and the kind of word-of-mouth that occurs as a 

result of a specific campaign to create or encourage it (Womma 2005). If people talk about a product 

because they are just happy with it, this is ‘organic’ word-of-mouth, while ‘amplified’ word-of-mouth 

occurs when a company tries to encourage and accelerate word-of-mouth with the launch of a 

campaign (Womma 2005).  

3.2.2 Levels of word-of-mouth 

Silverman (2001) describes in his book, “Secrets of word-of-mouth marketing”, nine levels of word-of-

mouth. He describes the levels in a continuum of negative to positive word-of-mouth. It ranges from 

minus four: very negative word-of-mouth, to plus four: very positive word-of-mouth. The willingness of 

people to ‘’create’’ word-of-mouth is related to the height of positivism or negativism. It also is proven 

that customers are less willing to say something positive about a product or a brand than something 

negative (Goodman 1999, Silverman 2001). In Table 3.1 the nine levels of word-of-mouth are shortly 

described. 
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Level What happens Solution 

- 4 Public scandal – people are persuading 

others not to buy 

A quick response or product recall can 

save the product 

- 3 No scandal proportions – people are 

convincing others not to buy 

A quick response or product recall can 

save the product 

- 2 Badmouth will slowly erode sales over 

time –people are not actively seeking 

each other to badmouth 

Marketing activities can make erode the 

sales figures even faster 

- 1 Customers do not actively seek each 

other, but are mildly dissatisfied 

Advertising can provide a holding action to 

the badmouth 

0 Low word-of-mouth activities – no strong 

opinions about these products 

 

+ 1 No active word-of-mouth – people are 

mildly satisfied 

Conventional marketing can trigger 

massive word-of-mouth 

+ 2 When asked customers rave and keep 

talking – high satisfaction 

No conventional marketing will push WOM, 

provide channels for customers to rave - 

chance to expand and extend the product 

+ 3 Convincing others to use the product - Provide encouragement and channels and 

facilitate the process 

+ 4 All type of customers (prospects ) talk 

about your product – considerable 

amount of publicity 

Manage expectations and maintain  quality 

Table 3.1: Levels of word-of-mouth (adapted from Silverman 2001, pp. 39-52) 

3.3 The reasons people talk 

“We talk about things that make us gasp, things that make us laugh, things that make us wonder, 

things that make us marvel. We talk about things that shock us, and things that thrill us. But why do we 

talk about these things?” (Hughes 2005) 

People have always shared information and are ‘programmed’ to do so (Rosen 2000, p. 30). They also 

have the need to belong to social groups and therefore socialize and talk to others. By talking, people 

can express themselves and create a reputation. Products can help people with that. Rosen (2000, 

p.34) gives the example of recommending books, through which people can express themselves and 

try to convince other people of their views. Another reason to talk is that asking for information can 

save people time and reduces risks. Customers are scared of making a bad purchase, and checking 

with friends is a good way to reduce this risk (Rosen 2000, p. 35). 

3.4 Customers are connected through networks 

According to Rosen (2000, p.14), if companies want to compete they should understand they are 

selling not to individual customers but rather to networks of customers. Customers are connected 
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because people talk to each other. The Internet has enlarged the possibility for people to interact, give 

and ask advice (Rosen 2000, p. 15). Traditionally, companies focused on target groups and different 

categories. A network perspective, as Rosen (2000, p. 23) sees it, is more concerned with interaction 

among customers. If a company can distinguish different networks among its (potential) customers, it 

can create tactics to accelerate adoption of its products.  

3.4.1 Difficulties with networks 

People tend to make easier contact and associate more with people who are similar (Rosen 2000, 

p.61): golfers like to talk to other golfers and rich people like to socialize with other rich people. This 

sounds logical but it can limit the spreading of messages. If people only talk to people in their own 

network, word-of-mouth does not spread far. Companies have to try to identify gaps between different 

networks and spread the word on both sides of the gap (Rosen 2000, p. 68). A company selling a 

sports drink for example, should not limit itself to spread the word among people who do one popular 

sport, because there is a small chance that a soccer player for example, would talk to a swimmer or a 

golfer. Also, since people talk to people around them, companies should try to create word-of-mouth in 

every geographical location (Rosen 2000, p. 72). This last fact however, is becoming of diminishing 

importance with the increasing use of Internet. 

3.5 Influential people 

The fact that about 20 per cent of a company’s customers generate 80 per cent of its revenue is widely 

recognized. But perhaps it is even more important to identify and target the customers who form the 

10 per cent of the population that influences the purchasing decisions of the majority (Kirby 2005). 

Most hypes are started by a handful of people which means that in a given process some people 

matter more than others (Gladwell 2000, p. 19). 

In every network there are people who communicate with more people about a certain product than 

the average person does. Rosen (2000, p. 43) calls these people ‘network hubs’ but in the industry 

they are often called ‘influencers’ because they tend to influence other people’s decisions about 

products. The recognition of opinion leaders is not new; Gabriel Weimann (1994) has in his book ‘The 

Influentials: People who influence people’, traced back the usage of opinion leaders throughout 

history. These people do not need to be ‘big’ media like celebrities, politicians or the press, but can 

also be regular people who are influential or a source of information for certain products (Rosen 2000, 

p. 45). The difference between these two is that ‘big’ media or mega-hubs as Rosen call them, spread 

information to many people one-way, while regular people or hubs spread information to less people 

but mostly two-way through interaction. Another way to distinguish hubs is the reason why people 

listen to them. This is because of what they know like experts or because they are socially central 

(Rosen 2000, p. 47). 
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The challenge for companies is to identify the influencers among their current and potential customers. 

Possible characteristics of influential people given in the literature are the following: 

• Ahead in adoption, 

• connected to many people, 

• interest in travelling, 

• more exposed to media than others, 

• vocal (Rosen 2000, p. 49), 

• more motivated by brand and less by price, 

• value popularity of a brand, 

• express strong opinions, 

• more demanding than others (Fletcher 2004), 

• more years of formal education than others, 

• favourable attitude towards change, 

• and active information seekers (Rogers 1995, p.279-280). 

A mistake some companies have made is to think that regular and satisfied consumers of their 

products will also spread the word (Keller 2004). But there is no evidence for any correlation between 

satisfied customers and influencers (Rosen 2000, p. 54).  

Credibility is an important issue in the effectiveness of people who spread the word about a product. 

People listen to people whom they trust and who give an objective opinion. Word-of-mouth has more 

effect if it comes from a third party other than from the company itself (Rosen 2000, p. 90). It has to be 

mentioned though, that people often do not rely on a single source of information. That is why 

companies have to use word-of-mouth marketing initiatives in addition to other marketing activities. 

3.6 Buzz marketing 

In this paragraph the phenomenon of buzz marketing and its characteristics will be explained. We will 

start with the definition of buzz marketing as we will use it throughout our research.  

 

Many different ideas and definitions exist about buzz marketing: 

 

Greg (2004): “Buzz marketing is defined as the amplification of initial marketing efforts by third 

parties through their passive or active influence”  

 

Womma (2004): “Using high-profile entertainment or news to get people to talk about your brand”.        

                                                                                                                               

Hughes (2004): “Capturing attention of consumers and the media to the point where talking  

about your brand becomes entertaining, fascinating, and newsworthy. A 

conversation starter”  

 

Dye (2000): “Explosive self-generating demand”  
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We have chosen to use the following definition of buzz marketing in our thesis: 

“Buzz marketing is a manufactured marketing initiative that is intended 

to capture people’s attention and create word-of-mouth.” 

 

Related to the term ‘buzz marketing’, we have also used the term ‘buzz’ throughout this thesis. ‘Buzz’ 

refers to the sound of a lot of people talking and is basically “the sum of all comments about a certain 

product that are exchanged among people at any time” (Rosen 2000, p.7). To get people talking or the 

creation of ‘buzz’, is the goal of every buzz marketing campaign.  

What is then the difference between buzz and word-of-mouth? Confusion can arise because both 

definitions basically describe the same thing: the act of people providing information to other people. 

However, there is a difference in the cause of this act. Buzz means that people start talking because of 

a buzz marketing campaign. Word-of-mouth can have a much wider range of causes and does not 

necessarily have to be the result of an organized campaign but can also be started by an individual 

who liked or disliked a product. We can also refer to paragraph 3.2.1 where the difference between 

‘organic’ and ‘amplified’ word-of-mouth is explained. While word-of-mouth can be any of the two, buzz 

is clearly a form of ‘amplified’ word-of-mouth.  

3.7 Characteristics of buzz marketing 

The actual intention of buzz marketing is to reach a critical mass of adopters for a company’s new 

product more rapidly (Rosen 2000). Nowadays many new products are marketed with a push-strategy 

but people get tired of that (Hughes 2005). It is the challenge for today’s marketers to create a pull for 

their products. A good buzz marketing campaign makes consumers wanting to be marketed to 

(Spethmann 2005). In the end the most important reason to use buzz marketing is that when 

consumers start talking, they begin marketing your brand for you. It’s characteristics are; that it is 

reliable, well segmented, it spreads easily, personal and usually face to face. (Hughes 2005). The 

most pertinent characteristics of buzz marketing are: 

• Interpersonal 

Buzz marketing allows people to exchange information and interact, rather than only receive 

information through mass media. A person feels more addressed if someone from his network 

recommends a product rather then when a mass medium does (Rosen 2000, p. 61). People 

nowadays want to interact with the brand source (Cherkoff 2005) and experience products instead 

of just read about it (Rosen 2000, p. 161). Moreover, people like to share their experiences (Balter 

2004, p.8). 

• News worthiness 

The ‘foundation’ of buzz marketing is “giving people something to talk about”. This is important 

because most products and services are quite boring. If a company wants to get people to talk 

about its product, it has to give them a reason to talk. It has to give people a story and not just any 

story but one that is newsworthy (Hughes 2005). 



 24

• Exciting product, idea or brand 

Although buzz marketing can basically be used for any product, it helps greatly if a company has 

something exciting to start with. If a product is really innovative and visible to the public or if a 

brand is original and connects well to its target group, people already have a reason to talk. Buzz 

marketing can then be used to speed up the process or try to reach people who do not know the 

product yet. 

• Exponential spreading 

When buzz marketing activities are initiated, it may take months before the buzz gets picked up by 

media. However, when good buzz finds its way in the network and is spread through the right 

people it can spread exponentially (Hughes 2005). 

• No total control 

A reason why many companies are still somewhat reluctant towards buzz marketing is that a 

company does not have total control over it. When a company pays for an advertisement they can 

see it in the newspaper but it is hard to see and measure how buzz spreads (Rosen 2000, p. 57). 

Moreover, the people decide what’s worth talking about, not the company (Balter 2004). A quote 

to illustrate this is: “Consumers become the marketing delivery vehicle; you have to be 

comfortable that they’ll put their own spin on it" (Ewen 2005).  

• Stickiness 

Stickiness means that a message has impact. For a buzz marketing campaign to be successful, a 

marketer should realize that it is often more important to make sure a message doesn’t go in one 

ear and out the other then to reach as many people as possible. The bottom line is; if people don’t 

remember what a company told them, why would they change their behavior or buy that 

company’s product? (Gladwell 2000, pp. 24 - 25) 

• Hype driven 

In some cases buzz marketing can become hype driven. If a campaign turns out to be a big 

success or achieves unexpected media attention, it might turn into a hype. A hype and a buzz 

marketing campaign are based on the same idea of getting people to talk about a product and 

creating a demand. The only difference is that a real hype normally fades away soon, while a buzz 

marketing campaign can have long-lasting effects. 

3.7.1 The way buzz spreads 

The way buzz will spread among customers is unique for each product and target group. The sort of 

customers has a profound impact on how to execute a buzz marketing initiative. Although word-of-

mouth exists among all people, the level of buzz varies from community to community (Rosen 2000). 

Different age groups for example, tend to use and rely on word-of-mouth differently. Fox Marketing 

(Harris 2000, p. 41) found that movies for older audiences had a ‘slow and steady’ box office history 

because this segment waits to hear what others say about a movie. Also, a study from Maritz 

Marketing Research shows that 58 percent of people between 18 and 24 rely on others to some 

extent when selecting a new car, while only 30 percent of people of 55 and older do. Age can thus 



 25

play a significant role. It’s not that younger people are always a better and easier target for buzz 

marketing activities but depending on the age, buzz marketing activities should be executed in a 

different manner. (Rosen, 2000) 

For the spread of buzz, it is also important to know who are most likely to interact with each other and 

who is influenced by whom (Rosen 2000, p. 96). Although it is very hard for a company to find these 

things out they can research from whom their clients normally hear about their product and what 

people say when they recommend their product. If companies also ask customers how many times 

they have recommended a product or if they are more or less likely than their friends to be asked for 

advice, this is also an opportunity to track influential people (Rosen 2000, p. 142).  

3.7.2 A good product is not enough 

It is important to understand that buzz starts with a good product, preferably a product that exceeds 

the customers’ expectation (Rosen 2000, p. 13). Every person who decides to try a product has his 

own criteria for its quality and will - based on the products’ accordance to these criteria - decide if he 

will pass on the word (Rosen 2000, p. 93). Besides quality, another way to exceed expectations is to 

price the product below customers’ expectations (Rosen 2000, 114). Still too many managers think 

however that this is enough but it is not (Harris 2000, pp.16-17). Generally word-of-mouth does not 

happen spontaneously and does not happen just because a company offers a superior product or 

service. If a company does not stimulate word-of-mouth, it is likely not to occur (Harris 2000, p. 25). 

People do not talk about a topic for example if it is far from their mutual experience with others. To 

stimulate a person into spreading positive word-of-mouth, a company should use buzz marketing. In a 

buzz marketing campaign a company can for example try to surprise people by doing something 

different, it can go beyond what customers expect or it can use authenticity (Harris 2000, p. 28). “If you 

make ‘em laugh, cry or sigh, maybe then they’ll buy” (Harris 2000, p. 159).  

3.7.3 How buzz leads to sales 

If a company has created an inventive campaign there is a big chance people start creating buzz. The 

question is however, whether this buzz also leads to sales for a company. This is often hard to track, 

because like any promotion effort there are many other factors that influence the market place (Rosen 

2000, p. 158). A company is however often able to track other useful numbers, like how many media 

impressions it generated, how many people came to its event or how many people checked its online 

campaign. It also has to be taken into account that different companies can have different goals for 

their buzz marketing campaigns. The following model illustrates how buzz marketing leads to action: 

            

            

            

            

            

    

Figure 3.2: The way buzz leads to action (Adapted from: Silverman 2001) 
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Of course the number of people that actually take action upon a buzz marketing campaign is smaller 

than the number of people who hear or see the buzz marketing campaign. First, after hearing about or 

seeing the campaign people will form a favourable or unfavourable attitude towards the product. 

Secondly, if this attitude is favourable, the next decision will be whether to adopt or reject the product 

(Rogers 1995, p. 2002). Different campaigns might lead to different effects.  

3.7.4 Misconceptions about buzz 

It is important that companies realize that buzz marketing is not a newly invented tool that will spread 

the word for a product in no time to no costs. There are several factors that can slowdown buzz 

(Rosen 2000, p. 128-129): 

• There will always be some people who do not spread the word because they feel threatened 

by new products.  

• Informal networks between friends contain more and more information and while customers 

will listen to messages from their friends, they do not remember all these messages and 

certainly do not act on all.  

• Because people live in ‘networks’ it is possible that the buzz spreads in one network but not 

outside this network. 

A misconception about buzz marketing is the conviction that it can only be used for outrageous 

products. Some products will be more ‘buzz-worthy’ than others as will be explained later (see 

par.3.10.2), only just a few industries are completely immune for buzz (Dye 2000).  

3.7.5 Advertising and buzz marketing 

As stated in the last paragraph, buzz marketing is normally just one of the tools in the marketing 

communication mix and does not exclude ‘traditional’ advertising. In some cases a product is so 

contagious that advertising isn’t necessary (Rosen 2000, p. 206). Often however, a company will find 

that there is a lot of buzz in some networks while others need encouragement. A company can 

therefore use advertising as a follow up on its buzz marketing campaign. Studies have shown that 

influencers are hungry for information, therefore read more and are more reachable through 

advertising than ‘average’ people (Rosen 2000, p. 207). Advertising can also be useful because it can 

assure people they are not alone. Many companies state it in their advertisement once 100.000 or a 

million products are sold because people are more comfortable sharing information with their friends 

about a popular product (Rosen 2000, p. 208). Also, advertising can be used to affect what people are 

talking about because word-of-mouth constantly changes and distorts. By broadcasting accurate 

information, a company can try to overcome this distortion (Rosen 2000, p. 209). Finally, some ads 

can generate buzz itself because people talk about them. Budweiser’s ‘Whassup?!’ commercials are a 

good example of this. However, very few ads become such mega-hits (Rosen 2000, p. 209).  

Although there are many good reasons to use traditional advertising, it should be used carefully in 

combination with buzz marketing. This because advertising can also heavily reduce the effects of a 

buzz marketing campaign (Rosen 2000, p. 213). A person tells his friends about new products 

because it makes him look like an innovative person but does not want to repeat a company’s 

propaganda. In general, customers do not like to feel that everything is too organized. “They talk more 
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about something they discover than something everybody can see spread in The Wall Street Journal” 

(Rosen 2000, p. 214). 

3.8  New products 

Buzz marketing is frequently used for the introduction of a new product. Studies have pointed out how 

fast a person tends to adopt innovations compared to others. A classic model in this field is developed 

by Everett Rogers (1995, p. 262) who divides people into five categories: innovators, early adopters, 

early majority, late majority, and laggards. The classic bell curve of ‘adopters in society’ shows that at 

first only a few daring people adopt an innovation and then it starts to take off until it reaches a peak. 

As it becomes more and more difficult to find new adopters, the curve goes down again. 

 

 

 Figure 3.3: Adopter Categorization Curve  (Rogers 1995, p. 262) 

The four main factors that are important for the adoption of new products are: innovation which is the 

perceived newness of a product for an individual will determine his or her reaction. Secondly the 

communication channels through which a new product is communicated to an individual affects his or 

her reaction. Thirdly the amount  time it takes for a product to be adopted by an individual compared to 

others and the number of people that adopt a new product in a given time period can influence an 

individual’s reaction. Finally the social system of an individual and the opinion leaders and existing 

norms in this environment, influence his or her reaction (Rogers 1995, pp. 10-26). 

When a company introduces a new product there is an enormous gap of awareness between the 

company and the rest of the world. To spread the word, a company has to make people in different 

networks aware of the product (Rosen 2000, p. 121). A company can for example try to bring its 

product under the attention of early adopters to accelerate its adoption. These innovators and early 

adopters can then pass on information about their experiences to their social network (Greg 2000).  

Gladwell (2000. p. 197), argues however that there is a substantial difference between the people who 

originate trends and ideas and the people in the majority that eventually has to take them up. 

Innovators and early adopters namely, want revolutionary change and will buy new technology before 

it has been perfected or the price has come down. They are willing to take risks. The early majority in 

contrast is sceptical about change, it does not like to take risks and wants to know other people’s 

experiences with a product before they buy it. A company has to take into account these different 

attitudes and realize that innovations will not slide effortlessly from one group to the next (Gladwell, 

2000, p. 198). According to Gladwell (2000, p. 199), influential people can overcome this problem 

because they can translate the information from a highly specialized world and translate them into a 
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language the rest of us can understand. They make things easier to understand for mainstream 

people. A buzz-campaign can also play the role of translator, serving as an intermediary between the 

innovators and everybody else” (Gladwell 2000, p. 206). 

3.9 Ethics of buzz marketing 

Buzz marketing is rather frequent connected with an ethics debate. Basically, the ethical spectrum 

regarding buzz marketing ranges from total deception to full transparency. It is for example unethical 

to pay people to talk about (or promote) a product without disclosing that they are working for the 

company. Contradictively, the more transparent a buzz marketing action is the less effective it will be 

in creating buzz. “Artificial word-of-mouth marketing is dishonest and ineffective. Word-of-mouth 

marketing must be based on the honest opinions of real people” (WOMMA 2005). Suggested is to 

make regulations for when and how a brand’s or company’s involvement should be disclosed. (Kirby 

2005) Importantly, word-of-mouth marketing is also self-regulating: those acting unethically are 

invariably ’outed’ and get word-of-mouth marketing against them. (Kirby 2005) The difficult job in this 

seems to create an industry definition that covers the various kinds of practitioners in this field and the 

parameters within which they operate. (Kirby 2005) 

3.10 Towards a buzz marketing model 

In the second part of our theoretical framework we attempt to structure our theoretical knowledge 

according to our intended buzz marketing model. As explained in the first chapter our goal is to 

develop a model with which a company can find out what buzz marketing tools it can use to achieve its 

marketing goals. This leads us to subdivide this part in three factors: buzz marketing for what – 

products / industries, buzz marketing tools and buzz marketing goals.  

3.10.1 Buzz marketing: for what industries and products? 

Buzz does not work for all products in the same way. Some products are more talked about than 

others (Rosen 2000, p. 25). Paper clips for example, will probably not generate much buzz. Reasons 

for this are that a paper clip is cheap, simple and not new. How new a product is, determines how 

much buzz it will get (Rosen 2000, p. 25). The excitement is higher if a product is really new but as the 

novelty wears off, people do not talk about it that much anymore. Affordability and exclusivity are two 

other terms that influences a buzz marketing campaign in its success, because if a person can not 

afford a certain product or can not get it, he will probably not get enthusiastic enough to pass the story 

on (Harris 2000. p. 43). Products that do create buzz are products that create high involvement among 

customers (Rosen 2000, p. 25). The success of buzz also depends on the people a company is trying 

to reach (Rosen 2000, p. 26). 

3.10.2 Industries for which to use buzz marketing 

Slightly more than two-thirds of the U.S. economy has been influenced by buzz (McKinsey & Company 

estimate 1994). However, the influence of buzz marketing varies per industry as is shown in the figure 

underneath. 
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 Figure 3.4: Buzz in the U.S. Economy  Source: McKinsey & Company 1994  

On his website, Rosen (2004) presents ten industries (in no particular order) in which word-of-mouth 

plays a large role in the purchasing process. Most of the industries described, are affected by buzz 

through visibility, excitement, newness, perceived risk or emotional characteristics of the industries’ 

products (Rosen 2004). The ten industries are the following:  

• Automotive 

• Consumer electronics 

• High Tech 

• Entertainment 

• Fashion 

• Healthcare 

• Travel 

• Toys and games 

• Consumer packaged goods   

• Publishing 

3.10.3 Products for which to use buzz marketing 

Besides having a look at the industries which are most suitable for buzz marketing, we can also give 

some characteristics of products that are most suitable for a buzz marketing campaign. The best start 

to create good buzz marketing is not formed by a creative advertising campaign but by a product that 

is unique in some respect (Dye 2000). Rosen (2000, p. 104-115) distinguishes different sorts of 

contagious products: 

• Products that evoke an emotional response      

This can be any emotion but in most cases it is a feeling of excitement or satisfaction when a 

customer’s expectations are exceeded.  

• Products that are highly visible and advertise themselves 

If a product has a different design this can evoke a conversation and it thus advertises itself. 

However, companies have discovered that with the Internet products can be made visible, for 

example through forums or chat groups (Dye 2000). 

13% Largely driven by buzz 

Toys, sporting goods, motion pictures, broadcasting, amusement and 

recreation services, fashion 

54% Partially driven by buzz 

Finance (investment products), hotels and lodging, electronics, 

printing and publishing, tobacco, automotive, pharmaceuticals and 

health care, transportation, agriculture, food and drink 

33% Largely immune to buzz 

Oil, gas, chemicals, railroads, insurance, utilities 
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• Products which become more useful as more people use them 

Telephone, fax and email for example, are only useful if other people use them too. 

• Products that are compatible 

A product needs to fit in the way potential users already do things. 

• Products that involve people 

Word-of-mouth on books, TV series and movies derives often from talk about the characters. 

Companies can also try to attach a face to their product, a good example of this is Microsoft and 

Bill Gates (Rosen 2000, p. 184). 

• Products that are innovative 

The usefulness and benefits of new innovative products get people to talk about it. This is also 

related to the fact that people want to try new products once in a while as well as the whish to help 

other people out with new solutions in order to get personal credit. 

• Products which are complex or expensive 

Consumers want to know more about products that are expensive, like cars. Also complex 

products like software are often talked about. These products can be considered as high 

involvement purchases and the feeling of risk makes people enquiring for information in their own 

networks, in order to make a proper information consideration before buying. 

Although these mentioned product characteristics are a good starting point to create ‘natural’ word-of-

mouth, companies that want good buzz should use tools to accelerate this (Rosen 2000, p. 119). This 

is often necessary because in the current highly competitive market and the urge to break even as 

soon as possible, companies need to get of the ground quickly.  

3.11 Buzz marketing tools and methods 

The following are tools a company can use to accelerate word-of-mouth. 

• The use of influential people 

New products often spread among the public through interpersonal communication networks. 

Within those networks, some people have more influence than others. A company can use those 

influential people to accelerate the adoption of its product and spread the word-of-mouth (Rosen 

2000, p. 43). 

• Seeding 

The act of seeding means that a company ‘seeds’ its product or a sample of it at strategic points in 

different networks. The idea is that by giving people in different networks the change to experience 

a product discussion will be stimulated in multiple networks simultaneously (Rosen 2000, p. 153). 

Samples help a company to make a strong impression. The more things people can see, hear, 

feel and touch, the more likely they are to remember your message. The more they remember, the 

more likely they are to refer to you (Misner & Devine 1999, p. 150). However, research has proven 

that creating buzz by giving out samples only works for products that people talk about. 
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• The use scarcity or mystery 

This concept relates to people’s thinking that if something is scarce or hard to get it is probably 

valuable (Cialdini 2000). In terms of a buzz marketing campaign it is not only about spreading the 

word but on the contrary about not spreading too much information and revealing things gradually 

over time (Rosen 2000, p. 172). The concept of sneak previews for movies forms an example of 

this buzz tool. 

• The use of celebrities 

Related to the use of influential people, a company can use celebrities. The difference between 

celebrities and ‘normal’ influential people is that celebrities spread information to more people than 

‘normal’ influential people but it is mainly a one-way interaction (Rosen 2000, p. 47). 

• Take people ‘behind the scenes’ 

People are curious from nature and like to know how things work (Rosen 2000, p. 179). ‘Behind 

the scenes’ does not have to be taken literary but is about giving people ‘inside information. Balter 

(2004) adds that people like to be the first to know something which enables them to teach others. 

• Events 

By creating a unique event a company can create and spread word-of-mouth. The idea behind this 

is that people talk about what they do and if they do or see something unique, like an event, it has 

a high chance of being mentioned (Rosen 2000, p. 186). 

• Street teams 

Companies hire hundreds of part-time staff to spread the word for their products in local markets. 

A good example is Nintendo which often organizes national mobile-marketing tours where street 

teams show demo’s of the newest games (Spethmann 2005).  

• Giving your brand personality 

By creating a personality consumers can associate themselves with the brand. And if people can 

associate with a brand, they are more likely to talk about it. 

• Tell-a-friend promotions 

This can be a variety of promotions ranging from a tell-a-friend button on an Internet site and 

referral programs, to more elaborate gift programs, all of which involve tools designed to make 

spreading the word easy and rewarding (Rosen 2000, p. 192). A company can decide if it includes 

an incentive in its tell-a-friend promotion. This can work but the reward should never be so big that 

people feel seduced to recommend a product (Rosen 2000, p. 202). 

• Online campaigns (“virals”) 

Viral marketing campaigns or simply “virals” come in many styles but are often too much ‘on the 

edge’ for conventional TV or print media. They can also be ‘sub-viral’, where an ad which makes 

fun of a brand is secretly created by the brand itself and put online in the hope it will be passed on 

and create buzz for the name (Sauer 2004). Unfortunately, the increasing recognition that viral 
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marketing is a viable strategy poses risks because an overabundance of low quality viral 

marketing could annoy surfers and ultimately cause them to ignore it altogether (Sauer 2004). 

Companies have to keep in mind that consumers are also becoming increasingly accustomed to 

events (Reisman 2005) and that they have to keep inventing new things. New digital and wireless 

technology will create more possibilities for companies to let consumers ‘experience’ an event before 

they arrive and after they leave (Reisman 2005). Furthermore, by using buzz tools and creating more 

personal involvement with its customers, a company gets prime opportunities to improve knowledge of 

customer demands, preferences and needs. By acquiring feedback and more accurate knowledge of 

how to maximize return on investment, companies can gain competitive advantages (Reisman 2005).  

3.12 Marketing goals 

In this paragraph we discuss what marketing goals can be achieved with buzz marketing activities. 

Regarding buzz marketing we assume that it can better achieve certain marketing goals than other 

marketing techniques. We also think that several buzz marketing tools are useful for different goals. In 

our research we want to find out if there is a proof for these assumptions. The marketing goals that will 

be discussed here are: product awareness, brand exposure, customer education positioning, sales 

and enlargement of market share and brand loyalty. 

• Product awareness 

This term can be used when a new product is entering the market and consumers need to be 

aware of the existence of a product (Kotler 1999, p. 493). Especially in the case of trend products 

when the time to market is very short, quick awareness of the product by consumers is desirable. 

• Brand exposure 

Brand exposure needs to be generated in industries where products look very alike. “Brands have 

value to consumers as a way of identifying a given and consistent level of quality that simplifies 

choice” (Baker 1995, p.511). Brand exposure is needed to let the consumer recognize the brand 

faster and have all associations with the brand that it is connected with. The brand becomes a real 

part of the marketing mix, in order to make it easier for consumers to recognize and decide on 

brand names.   

• Customer education 

A case of Delta Airlines, shows unexpected results of creating buzz. By educating customers the 

company generated cost savings for the company. In each major city, where Delta introduced self 

service check-ins in its airport lobby it got a media bits for customer testimonials, through articles 

in local newspapers and interviews on television news shows. The testimonials eventually spread 

organically to the lobbies themselves as frequent travellers helped less experienced ones use self 

check-ins. Delta personnel initially played this role but customers assumed it when they realized 

that doing so speeded up check-in for everyone. During 2003 the buzz Delta created, helped raise 

the number of self service check-ins by several millions and made the airline more productive and 

cut its costs by tens of millions of dollars (Mckinsey 2004). 

• Positioning 
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Positioning is the way a brand positions itself in the market next to other competing brands in 

order to differentiate itself. Also a brand uses market positioning as a marketing activity that is in 

intended to place a product into a desired position in a market and to have it perceived in that way 

by consumers (Baker 1995, p. 421).  

• Boost sales and enlarge market share 

The ultimate marketing goal is usually to reach a higher sales number in order to get more 

profitable. The enlargement of market share is a marketing goal that is often a direct attack on the 

market share of a competitor. Buzz marketing can also be used for this specific marketing goal. In 

a research conducted by buzzmarketing.com it showed that buzz marketing could enlarge market 

share and bring higher sales figures. While market share was gained, the market leader didn’t 

loose market share due to this buzz marketing action (Hughes, 2004). 

• Brand loyalty 

Brand loyalty can be described as a measure of the degree to which a buyer recognizes, prefers 

and insists upon a particular brand; it results from continued satisfaction with a product considered 

important and gives rise to repeat purchases of products with little thought but with high-

involvement. Companies that have built and reinforced brand loyalty can use it as a way to reduce 

the threat of competition because loyal customers may resist offers from competitors (Baker 1995, 

p. 218). The question is if brand loyalty is an appropriate goal to set for a buzz marketing initiative. 
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4 Empirical findings & analysis 

After having given a thorough explanation of the phenomenon of buzz marketing in the theoretical 

framework, this chapter presents a number of practical case studies and expert interviews. To freshen 

up your minds, the main purpose of our research is to develop a model with which a company can find 

out which buzz marketing tools it can use to reach its target group and achieve its marketing goals. 

This question was the main lead in the conducted interviews. The interviews will be presented under 

the headings of the four main elements we introduced in the methodology: products, target groups, 

marketing goals and buzz marketing tools. Furthermore we will include a small analysis of each case 

after it is presented, followed by a general overview of all cases at the end of this chapter. 

4.1 Case study 1 – Singelringen 

The business concept of Singelringen is based on the idea  

that many singles - just like most married people – would want 

to show their “partner status” through a finger ring.  Wearing the  

ring can have the added purpose of signalling to other singles  

that they are just that and could also encourage singles to meet  

in daily life instead of on one of the thousands of dating sites  

online (Wahlbäck 2005, pers. comm., 21 April).  

 

Why buzz marketing? 

Singelringen has chosen to use buzz marketing because it couldn’t afford to spend a lot of money on 

traditional marketing tools and also did not really know with which conventional marketing tools it could 

reach singles effectively. Wahlbäck does say buzz marketing is not always that cost-effective as many 

people think. Behind the scenes high costs can be involved. 

Furthermore he thinks that it is easier for ‘underdog’ products or brands to use buzz marketing than for 

market leaders.  

 

Product 

An important aspect of Singelringen is that the product is subtle but still well visible. Furthermore is the 

function of the product more important than its design which is advantageous because the more 

people who wear the ring, the more its functionality will improve.  

In general Wahlbäck (2005) thinks that any product can be promoted through buzz marketing but that 

some are more suitable than others. Products that might be harder to promote through buzz marketing 

are for example cigarettes and medicines for which restrictive rules apply. Furthermore he thinks that 

buzz marketing can be used in every part of a products’ life-cycle and not only for new products. 

 

Target Group 

Singles who think it is ok to be single or are even proud to be single while also open for a new, and 

perhaps, lasting relationship. Wahlbäck (2005) likes to use the term ‘Powersingles’. 
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Buzz marketing tools 

Several buzz marketing tools are used for the introduction of Singelringen in Sweden: 

• Place the product in places where people can see it. E.g.: by having trendy people and 

celebrities to wear the ring and by placing pictures of Singelringen in several magazines.  

• Creating events where singles can meet. E.g.: Several gyms will organise lessons especially 

for singles and in Stockholm Singelringen wants to create a Single-wagon in the metros. The 

idea is that the first wagon of every metro will become a wagon for singles. To launch this 

idea, Singelringen’s staff will occupy a train while wearing T-shirts with the Singelringen brand 

and the rings and handing out balloons and sweets. Press will be invited to the event to create 

free publicity. Furthermore, rumours will be spread on the Internet beforehand to create buzz.  

Singelringen will take about two months to create enough interest for its product and will then, if the 

buzz is at its peak, launch the product. After the launch all the ordered rings will be send out at once, a 

more extensive website will be launched and there will even be Singelringen ring tones available. 

 

Marketing goals 

Because Singelringen is a product which people do not really need, the first goal of the buzz 

marketing campaign is to create this need among singles. Because the idea behind the ring is more 

important than the ring itself, it is also important to ‘educate’ people or in other words make them 

accept the idea behind Singelringen. Other goals set for the campaign are product awareness and 

positioning. 

It is hard to say something about the achievement of these goals because Singelringen is launched at 

the moment of writing. One can already see however that buzz is starting to spread and the company 

is invited by several radio-shows to tell something about its product. Furthermore in the few weeks 

before the launch, already over 500 rings have been ordered over the Internet and substantial free 

publicity has been generated (Wahlbäck 2005, pers. comm., 21 april). 

 

Analysis 

Looking at the ten industries which are most affected by buzz according to Rosen (2004), Singelringen 

would fall under the fashion industry which is indeed very much affected by buzz. Although the ring is 

a rather small accessory, it is still visible, especially through its blue colour and design, which makes it 

easier to create conversations and thus eases the use of buzz marketing. Moreover, the ring is a 

product that becomes more useful as more people wear it and people who have bought the ring will 

thus profit by spreading the word and convincing others to buy a ring too.  

Giving the ring to trendy people to wear it, is actually a combination of two buzz marketing tools: the 

use of network hubs and seeding (see par. 4.7). Many people get inspired by fashion by looking at 

what other people are wearing. If the bartender in a cool nightclub is wearing the ring, a fashionable 

customer is likely to remark it and might even ask where he got it. Also, the bartender himself is likely 

to talk about the ring to people around him because he got it for free and there is an interesting story 

around the ring.  
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A second buzz marketing tool which is used is the organization of events. By approaching people in 

their daily-life, there is a change Singelringen surprises them and surprises evoke conversations. This 

element of surprise may well be buzz marketing's greatest asset but it also helps that people just like 

to talk about what they do and see.  

The two tools used, will thus be likely to create buzz and awareness around the new product. To reach 

the goal of ‘customer education’ it is important that for example the trendy people who wear the ring 

also spread the story behind it and try to touch the emotions of singles. The creation of conversations 

is very important because the ring itself does not show its function.  

As seen in this case study, buzz marketing is especially useful for new products to create buzz before 

the actual launch of the product. After approximately two months the buzz is at its highest point and 

then traditional marketing can be used as well. It is also important that a link to sales is made later on 

in the campaign. Before singles buy a ring, they have to know where they can buy Singelringen and 

how much it costs. 

4.2 Case study 2 – Kronan 

The most well-known product of the Kronan brand is the Kronan 

bicycle which is based on the original Swedish Army design. The 

company’s mission is to encourage more people to incorporate 

cycling in their daily lives.  

 

Why buzz marketing? 

The bicycle business is not easy to enter and is determined by  

retailers who decide which bicycles they want to sell and who demand  

high commissions up to 35%. Moreover, Kronan thought that its bicycles would not fit in with the 

standard bicycles in retail shops. The company wants people to buy its bicycles because of the special 

design, the brand and the lifestyle that Kronan represents. Because Kronan is different from other 

bicycle brands, it did not want to promote in the traditional media for bicycles like sports magazines.  

 

Product 

The most important aspect of the product is its high visibility. Its design and personal number plate 

make it an exceptional bicycle and almost a fashion item. The company describes the bicycles as 

simple, sturdy, reliable, useful and stylish. 

  

Target Group 

Initially Kronan decided to direct its marketing efforts to hip and trendy customers but because 

response was so big, this strategy was soon abandoned. Nowadays, the main target group for Kronan 

in Sweden is formed by companies who buy bicycles for their staff or use the bicycles for promotion. 

This target group is very important for Kronan because the association with certain companies affects 

Kronan’s image. Moreover, because many companies place bicycles with their brand name in highly 

visible places for promotion and let their staff ride Kronan bicycles, this means brand exposure for 
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Kronan as well. Next to that, most companies buy large numbers of bicycles which increases Kronan’s 

sales volumes. 

Besides companies, Kronan also sells to individuals through the Internet and it has regular promotions 

for students who can buy bicycles through mail-orders.  

 

Buzz marketing tools 

For the introduction of Kronan in Sweden, the company gathered a number of famous rock-artists who 

all painted and signed a bicycle. These bicycles were placed in a gallery where a big opening party 

was organized for which both the press and ‘influential’ people were invited. All people present could 

make a bid on the bicycles. Furthermore, Metro published the bicycles and every Metro-reader could 

bring out a bid as well. The bicycles were finally given to the highest bidders and the money was given 

to WWF. Next to that, Kronan bicycles were placed on highly visible spots throughout many cities and 

in Amsterdam they even opened a showroom in the middle of the city. After the introduction phase, 

events were organized for Kronan owners, such as Kronan Picnics in Holland. 

  

Marketing goals 

In the introduction phase it was important for Kronan to create awareness of its product and to show 

that Kronan was not just a normal bicycle. The company wanted to position the brand as different and 

innovative. Overall however, the main goal for the buzz marketing campaigns was the creation of 

sales: as many people as possible should start cycling and integrate cycling in their daily lives. 

It can be said that these goals were achieved very soon in the introduction phase of the company. 

However, due to delivery problems and failures in quality of the bicycle also negative word of mouth 

was spread and sales declined for a while (J. Wahlbäck 2005, pers. comm., 21 april). 

 

Analysis 

A bicycle is a means to travel and travel is also an industry which is highly affected by buzz. Although 

in general a bicycle is not specifically a product that is very special and evokes conversations, Kronan 

wanted to be different and innovative. The Kronan bicycle had to stand out between other bicycles. If a 

product stands out in its category, it is possible that the traditional media used in that category might 

not work so well and buzz marketing can then offer a solution. Kronan was able to create a niche and 

market itself in the way it wanted, through the use of buzz marketing. 

The remarkable design of the bicycle enlarged the products’ visibility and actually made the bicycle 

advertise itself. The company used this well by placing bicycles on highly visible spots in several cities. 

Asking rock-stars to personalize a bicycle and then placing them in a gallery where people can make 

bids on them can be seen as a combination of two buzz marketing tools: ‘using celebrities to 

announce or advertise a product’ and an event. Because it was important for the company to show 

that Kronan was not just a normal bicycle, the company chose musicians and artists rather than sports 

people when it looked for famous people to promote the brand. 

Kronan also realized that without new information, a product will become less interesting to talk about 

and customers will move on to other, more exciting products. Because the company wanted to keep 
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the conversation going and it also wanted to position Kronan more as a lifestyle rather then a bicycle 

brand, it decided to organize events which fitted this. The picnic events that were organized in 

Amsterdam are a good example of this. Before the picnics, Kronan owners would probably tell their 

friends and other Kronan owners about the event, during the picnic they could socialize and have a 

good time and after the event, they would probably tell others about their experiences. Kronan 

understands well, that if it wants its customers to spread the word, they need to provide them with 

experiences they are likely to share with others.  

One thing that is also made clear by this case study is that buzz marketing does not work if the 

product is not good. When customers noticed that the quality of the bicycles or the delivery was not as 

they expected, negative word-of-mouth was created. This did not only cause a decline in sales growth 

but also damaged Kronan’s image. 

4.3 Case study 3 – Axe Snake Peel shower scrub 

For Unilever’s new product: the Axe Snake Peel shower scrub, it decided 

to focus on an online introduction.  

 

Why buzz marketing? 

Because Unilever is convinced that it needs to be creative and innovative  

to reach its young target group, the company decided to hire Icemedia, a  

company that develops innovative marketing concepts. 

 

Product 

Axe is a brand with a variety of products like deodorant, shower gel and  

after shave with different fragrances, targeted at young man. The good 

reputation of Axe in Holland has helped the introduction of its new shower gel.  

 

Target Group 

The Axe shower gel target group consists of (young) males, from approx. 15-35. For the introduction 

of Axe Snake Peel, Icemedia also targeted influencers in this group. These influencers are found in 

the company’s database of opinion leaders which are traced through online questionnaires with 

questions like: “How many people do you have in your mobile phone?”  

 

Buzz marketing tools 

The campaign consisted of a special micro site  

www.axe.nl/snakepeel where a video could be viewed with 

an ‘Essential Scrub Work Out instruction’ by two girls in  

bikinis. Visitors of the site could order their personalized  

icecards including a product sample. Icecards are a sort  

of business cards with a person’s contact details on one  
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side and some artwork of the sponsoring company on the other. The link to sales was made by adding 

a text on each icecard making people aware of a sales promotion for the new product. Next to the Axe 

website, the campaign was communicated by a banner campaign, emails and on www.icecards.com. 

To get insights in brand preference and purchasing behaviour of shower gels a questionnaire was 

included at the end of the ordering process.  

 

Marketing goals 

Different goals were set for the introduction of Axe Snake Peel among which the most important was 

to create buzz and awareness around the new product. The icecards were a good tool to create 

awareness for the person who ordered them, but also for the people in his or her environment who got 

a card. Furthermore, the icecards also generated web traffic to the special site for the new product 

which fulfilled the goal of creating page views. Other goals were the stimulation of product trial and the 

stimulation of sales. 

The results of this campaign were positive: within 45 days 45.000 sets were ordered and distributed. 

Due to high demand for the icecards, there was a lot of traffic at the Axe website. Research from 

Icemedia found furthermore that 78% of the users ordering represented the targeted age group of 15-

35 years. The average age was 24,7 years old with a peak lying at 17 years. Also the bigger part of 

the icecard users admitted they were not active users of Axe shower gel and have thus been invited 

on a positive way to product trial (B. van der Aa 2005, pers. comm., 22 april). 

 

Analysis 

Although people do not discuss a shower gel as intense as a new car or a good movie, there is a lot of 

information exchange about consumer packaged products like shower gel, especially when the 

product is new. Unilever knows that shower gel is not a very exciting product and therefore it tries to 

make it stand out in the shops. For example through the bright colour of the shower scrub but also 

through a different marketing campaign. Because the company thought that traditional marketing was 

not going to make a lot of impression on its young target group, buzz marketing was chosen. 

The online campaign seems to connect with the target group and through a simple tell-a-friend button, 

spreading of the campaign is made easy. The use of icecards is another good example of tell-a-friend 

promotions. Because the cards are fun, easy and free, people want to have them, pass them on and 

tell their friends where they can get them. The good thing of the cards is that their ‘pass-it-on-effect’ is 

very high: an average icecards user hands out 15 or 16 cards out of a set of 20. And from those 

icecard receivers also about 30% orders their own, which shows the medium’s impact (Mayorga 

2003). It has to be mentioned however, that there will be people who are solely interested in free 

contact cards and have no intention to buy Axe shower gel. But on the other hand, people do not want 

to be associated with brands they do not like and certainly would not hand out personalized contact 

cards to their friends if they thought the brand shown on it was not cool.  

The viral campaign in combination with the icecards thus seems to have created quite some buzz 

around the Axe Snake Peel Shower Scrub but this was not the only goal set for the campaign. 

Unilever also wanted to stimulate product trials and sales. Analyzing the different tools used and goals 



 40

set for the campaign, it is clear that product trial has been stimulated by including a product sample 

with the Icecards and actual sales were stimulated by including a discount coupon. These last two 

things: product samples and discount coupons, were part of the whole buzz marketing campaign but 

can in itself be classified as sales promotions. This shows that buzz marketing should be integrated in 

the marketing mix of a company, rather than being used as a single tool. 

4.4 Case study 4 – CosmoGIRL 

CosmoGIRL is a new magazine for young girls. It was first published 

in 2004 in several countries in Europe and Asia and in the USA.  

 

Why buzz marketing? 

The Hearst Corporation, the company behind CosmoGIRL decided to  

use as many different media as possible to introduce its new magazine. 

Furthermore, they understood that the target group of young girls value 

the opinion of their friends which made them decide to use buzz marketing. 

 

Product 

The magazine is a product which young girls want to be seen with and about which they can talk with 

their friends. The magazines can also be passed on from one girl to the other once it has been read or 

can be given as a present. 

 

Target Group 

The magazine is targeted at girls in the age of 14-18 years. 

 

Buzz marketing tools 

The main tools used were icecards, which concept is explained in the case of Axe. The icecards were 

offered on the webpages of CosmoGIRL and Icemedia and were send out by email. The emails also 

had a send-a-friend functionality to ease the spread over the Internet.  

 

Marketing goals 

The first and most important goal was to create awareness of the new magazine and a favourable 

image of the CosmoGIRL brand among the target group. Another important goal was the creation of 

word-of-mouth among young girls and create a desire for the new magazine. A last goal for the 

company was the acquisition of data with which the company could start up a database. 

A research conducted after the campaign to check its effectiveness, found that 70% of the readers of 

CosmoGIRL knows the magazine among others from icecards. From the girls that ordered icecards, 

54% had also bought the magazine one or more times and 24% indicated that the CosmoGIRL 

attracts more attention from them in shops. Furthermore, 90% of the girls said that one or more friends 

in her environment read the CosmoGIRL. Next to this, 65% of the readers visited CosmoGIRL’s 

website in the last month (B. van der Aa 2005, pers. comm., 22 april).  
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Analysis 

This case is interesting to analyze because for the introduction of CosmoGIRL, buzz marketing was 

just one of the tools used. Although in other cases companies choose to use buzz marketing to create 

a hype or mystery before the actual launch of a product, the company behind CosmoGIRL decided to 

use all media at the same time. The idea behind this was probably to confront the target group with the 

new magazine in as many different ways and places as possible. The enquiry among readers of the 

magazine after the introduction campaign also showed that most of the readers gave up multiple ways 

in which they found out about the magazine, of which icecards and shops score highest. However, 

‘friends’ scored lower on this question; most of the respondents received the icecards from friends, 

which could thus also be seen as word-of-mouth. 

The product in itself is buzz-worthy because it is a well visible product that fits in the target group’s 

lifestyle and tries to involve them by discussing topics in the magazine that are interesting for them. 

The icecards connected well to this target group because the cards are free, nice and something to 

talk about with friends. Furthermore is the target group too young to have their own business cards 

which made the personalized icecards a real gadget and thus also created a favorable first contact 

with CosmoGIRL. The opinion of friends is very important among the target group and therefore it was 

probably a good tactic to involve buzz marketing in the overall marketing mix. On the other hand, this 

group also often needs reassurance from different sources to make sure something is really cool 

which was achieved by showing the magazine on TV and in the shops. 

4.5 Case study 5 – Burger King 

When Burger King hired Crispin Porter + Bogusky (CP+B),  

a famous advertising agency from Miami, to promote its  

new TenderCrisp Chicken Sandwich, this agency decided  

to create a campaign in line with Burger King’s slogan: 

“Have it your way”.  Because this slogan was part of Burger 

King’s policy of allowing the customer to have a "hamburger 

the way you want it", it only made sense for Burger King to  

offer "chicken the way you want it" as well (Steinberg &  

Vranica 2004). 

NOTE: This case study has been compiled with information gained from email-contact with Steve 

Sapka, manager agency communications CP+B, CP+B’s website and some of the many articles that 

have been written about this famous buzz marketing campaign. 

 

Why buzz marketing? 

A reason for Burger King to choose buzz marketing was its target market of males in the age from 18 

to 34, because this group is often considered resistant to traditional ads (Gardner 2005). With buzz 

marketing they thought to be able to reach this group in an original way. According to CP+B, buzz 

marketing is advertising's future. “Buzz marketing has turned websites and other forums into 

interactive opportunities for advertisers and consumers to connect” (CP+B 2005). 
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Product 

Because the fast food market is highly competitive and products are very much alike, buzz marketing 

offers companies like Burger King an opportunity to distinguish oneself. 

 

Target Group 

The campaign targeted males in the age from 18 to 34 (Sapka 2005, email comm., April 8).   

 

Buzz marketing tools 

The BurgerKing TenderCrisp Sandwich was to be launched within the "Have it your way" brand 

message. To show how customers really can have it their way with chicken, a website 

(www.subservientchicken.com) was created with a large subservient chicken that does almost 

anything it is commanded. Visitors can type their commands and the chicken then does what it is told. 

The idea behind the campaign is that the chicken – much like the sandwich - satisfies everyone’s 

personal tastes and preferences, no matter how unique (CP+B 2005). The site was supported by 

television and radio spots with the subservient chicken (Gardner 2005).  

When this campaign proved to be successful, the company decided it should take advantage of this 

equity and it launched a similar campaign called the Chicken Sandwich World Championship 

(www.chickenfight.com) to introduce another new chicken product (Gardner 2005). 

Later it also launched another innovative online spot called Angus Interventions 

(www.angusintervention.com). Because Burger King was well aware of the fact that it would be hard to 

achieve the same success as with the Subservient Chicken, it decided it had to ‘kick-start’ the process. 

An agency was hired to identify potential audiences beforehand and to get in touch with people who 

had influence with those audiences. These people were than provided with the new campaign 

(Newcomb 2004).  

 “As with Burger King's Subservient Chicken campaign, the reasoning behind Angus Interventions is 

that people will spread the word about this site because it is humorous, and because it is customizable 

to fit their own lives” (Jeff Benjamin, creative director at Crispin Porter & Bogusky).  

 

Marketing goals 

"Our goal was to introduce the new TenderCrisp Chicken Sandwich to our target market (males 18-34) 

and drive traffic into stores while reinforcing the overall "Have It your Way" brand positioning” (Sapka 

2005, email comm., April 8, 11).   

On April 8th 2004, CP+B launched the website www.subservientchicken.com by emailing the address 

to a small group of friends and family. By the end of the day, the website logged 193.831 unique 

visitors and 8.219.498 hits.  Each visitor spent an estimated 7 minutes at the site. Less than 2 weeks 

after the launch of the site, the Subservient Chicken had created impressive web numbers of over 100 

million hits and received great media attention from big media like Fox, CNN and the Wallstreet 

Journal. By searching for the Subservient Chicken on Google, more than 30.000 results came up. Still 

today, more than a year after the launch, the site gets about 13.000 unique visits a day from people all 
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over the world, with each visitor spending an average of 6 minutes on the site (Sapka 2005, email 

comm., April 8).  

Although many people were sceptical about the actual effects of the campaign on the sales of Burger 

King, they proved to be wrong. Projected sales over a 12-month period since starting the campaign is 

estimated to reach $500 million (Gardner 2005). 

AdWeek also took a long look at Burger King's viral marketing efforts to try to figure out if they worked. 

They found that Burger King's sales saw significant increases each month since October 2004, rising 

7 to 14 percent compared to the same month the year before (Marketingvox 2005). 

 

Analysis 

Just like in the Axe-case, Burger King was convinced that their young male target group would be 

resistant to traditional marketing. Thus, although most experts in the field say that buzz marketing can 

be used for all target groups, it might be extra useful for younger target groups because these groups 

seem to be more resistant to traditional marketing. 

This could partly have to do with the fact that there is so much traditional advertising fired at people 

every day but also with the fact it is only one-way communication. If people can participate in 

advertising they get the feeling their opinion matters; they feel more empowered as consumers. The 

chicken connects with this need perfectly. Especially for some people who feel that their opinion is not 

heard enough, it is great to be able to give commands to somebody. This shows that people like to 

customize what’s happening and therefore it is important that they are able to interact with the brand.  

Although critics on the Subservient Chicken claimed that they would never buy more Burger King 

products only because they saw a funny video, sales proved that many people did just that. A reason 

for this might be that the Subservient Chicken is not only entertaining but also based on Burger King’s 

marketing message: “Have it your way”. People got this message which is one of Burger King’s most 

important selling points, as part of the entertainment. Nowadays, a year after the campaign, it is even 

possible to compose your own menu at Burger King to have it the way you want it, which shows that 

the company has stuck to this selling point. This does mean that a funny video alone is not enough; a 

link to the product should be made as well.  

Another important point for the success of the Subservient Chicken was the speed with which the 

campaign spread over the Internet. On top of the fact that the campaign was fun, innovative and 

involving, the tell-a-friend button on the site was very useful. In later campaigns, network hubs were 

used here to accelerate the process.  

Overall the campaign can best be described as a viral or online campaign. However, when the 

campaign became a success and the chicken also went out in the streets and appeared in several TV-

shows, it has also nearly become a personality for the Burger King brand.  
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4.6 Case study 6 – Sony Ericsson 

After the joint venture of Sony and Ericsson in 2001, Sony Ericsson 

needed to create awareness of its new brand. In the USA, the 

company saw the introduction of camera phones in 2003 as a good 

opportunity to establish its brand on the market as different and 

innovative (Csellak-Claeys 2005, pers. comm., 27 April). 

 

Why buzz marketing? 

When Sony Ericsson just entered the US market, marketing budgets were small which forced the 

company to look for other means than (expensive) traditional advertising. More important however, 

traditional advertising did not fit with the company’s goal of creating a different and innovative image. 

Overall, N. Csellak-Claeys also thinks that buzz marketing makes a more intense and lasting impact 

than traditional media. 

 

Product 

The product for the campaign, a camera phone, formed in itself another reason to use buzz marketing; 

if you tell people about a completely new product like a camera-phone it is often hard to grasp for 

people what it exactly is. It makes much more impact if people actually see the new product and get 

the possibility to hold it in their own hands. With buzz marketing Sony Ericsson was able to 

demonstrate its product to the public in a relevant way. 

 

Target Group 

Different target groups can be distinguished: 

• Modern users – often young people and trendsetters who live in a big city, like design, fashion, 

travel and go out.  

• Professionals - about 25-35 years old, this group likes technology, are often early adopters 

and are interested in new inventions. 

• Fun-loving youth - about 15-25 years old who like sport, music and partying.  

 

Buzz marketing tools 

For the introduction of camera-phones Sony Ericsson used three elements in its campaign:  

• One-on-one engagements 

People were hired by Sony Ericsson to go out in the public to show the camera-phone and make 

people experience it. An important aspect was to approach people when they are open and have 

some time. Examples are fake tourists who would walk around famous landmarks and ask people if 

they wanted to take a picture of them or a couple sitting in a bar having fun, both using their phones 

very overtly and inviting other people to have a look at their phones as well. To reach the professional 

target group, caddies were send out to golf courses who would somewhere during the game casually 

ask if the players would like to have a picture of themselves. Furthermore, if the people gave their 

email, the photo would be send to their email straight away which introduced the new function of MMS. 
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• (Mass) events 

For a period of circa two months Sony Ericsson took over several nightclubs where its phones were 

promoted. Sony Ericsson hostesses would walk around and ask people if they wanted to send a 

message to someone in the club. This message would then, together with a photo of the person 

(taken by the camera phone) appear on a big screen in the nightclub.  

Next to that, also more traditional street-teams were used to demonstrate the product, for example in 

malls, where small kiosks were set up where people could have their picture taken. 

• Traditional media 

The company prefers to call this landscape media because they did not use the TV or radio but would 

rather advertise at places where people would see them in their everyday life, like on buses or in 

phone-stores. 

For the introduction of another phone in the same year with many entertainment options and a colour 

screen another campaign was organized. Since the target audience was teenagers and college 

students and Sony Ericsson knew: the younger the people, the more sceptical towards traditional 

media, it had to find a way to reach this group in a relevant way. Because nobody like students 

themselves know what is cool at their campus, the company decided to hire students. Those so-called 

Campus Connectors got a salary of about $100-200 a week and a marketing budget of $1,000-2,000 

to set up programs and events on their campuses. Students for example organized gaming 

competitions, sponsored local events to create goodwill and tried to demonstrate the phones in a 

unique way that would fit the lifestyle of the students. Next to that, they could also win $5,000 in 

scholarship money if their marketing plan deemed most effective. 

In all the mentioned examples, it was essential for Sony Ericsson to work with so-called influencers, 

which were hired through an external agency. The company choose to work with regular people 

though and not with celebrities because working with celebrities is more risky and expensive. N. 

Csellak-Claeys does think however, that for some products celebrities could make more impression, 

especially on a young target group. 

 

Marketing goals 

“In the end it is all about sales” (Csellak-Claeys 2005).  

A company wants to create product awareness or brand loyalty so that people will buy its product. 

Sales can thus also be seen as the number one goal of the organized campaigns. To achieve sales 

however, the public first needs to be aware of the product and see its capabilities. A second goal was 

to create awareness of the Sony Ericsson brand and to position itself in the market as an innovative 

and cutting-edge company. 

Results were measured by monitoring sales and awareness before and after the campaigns. Due to 

the mentioned campaigns, sales went up with 550% but it has to be taken into account that these 

campaigns also were the first big product introductions in the US market. Awareness was measured 

among others through polls and telephone surveys. Awareness was also raised a great deal by the 

fact that the media picked up the campaigns and Sony Ericsson received a lot of free publicity. More 

important than just awareness however, was to check if people actually considered purchasing Sony 
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Ericsson phones. These surveys also turned out favourably and 2003 was the first year that the joint-

venture made profit. 

 

Analysis                                 

Looking at the different product characteristics Rosen (2000, p. 104-115) distinguishes to be useful for 

buzz marketing, a mobile phone or a camera phone has many of them. First of all, in 2003, the camera 

phone was a very new and innovative product which in itself evoked many conversations when people 

heard about or saw the product. Furthermore, the mobile phone is typically a product that becomes 

more useful as more people use it, which means that if somebody has bought one he is likely to try to 

convince his friends to buy the product as well. Moreover, because the product is quite complex and 

rather expensive, people will enquire for information before they buy the product.  

A characteristic of the product that Sony Ericsson has used extensively in its campaign is the fact that 

a mobile phone is highly visible if somebody uses it. By hiring people to use the phone in a wide range 

of public areas, the company was sure that people would remark the phone and most likely also would 

talk about it. Although basically the same buzz marketing tactic was used for the different target 

groups, the company made sure to target them through different people and in different settings that 

were relevant to the specific target group. This word, ‘relevant’, can be valid for all products. In 

principal, all products can be promoted through buzz marketing campaigns as long as a company has 

the tools and setting for the audience.  

The key message of a campaign should be interesting enough to spread because people have to want 

to talk about it. It all comes down to finding a fit. Trying to show people something what is relevant to 

them in rush-hour does not work. A company should try to be creative and make sure it never forces 

things. If a buzz marketing campaign is executed in this way, it will be more meaningful and its effects 

will last longer.  

To describe the buzz marketing tools used by Sony Ericsson, the one-on-one engagements in bars, at 

landmarks, on golf courts etc., are in fact the same as the use of influential people. Sony Ericsson 

would select people that were outgoing and credible in the eyes of a certain target group because they 

would be best able to influence this group. By creating events, another buzz marketing tool, the 

company was able to reach a larger audience and still make individual impact. 

The contracting of students to reach the younger college public can be described as a mixture of the 

use of influential people, product seeding, events and taking people ‘behind the scenes’. The students 

that were hired were influential people, not in the last place because they were actually part of the 

target group themselves and thus knew what was cool on a specific campus. The students were 

encouraged to organize events on the campuses for Sony Ericsson and they were provided with a 

number of phones to use in these events for demonstration and as give-aways in contests. Lastly, the 

students hired were sort of taken ‘behind the scenes’ of the company Sony Ericsson through their 

work and regular contact with the company. Because this kind of work experience, especially with the 

freedom for creativity given by Sony Ericsson, is very valuable for students, the company created a 

favourable image among their recruits.  
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In all the different campaigns organized, it was important to show not only the product itself but 

especially what people could do with the product, what its function was. People needed to be 

educated about the possibilities of the phone. The ways in which the company realized this were very 

original and helped it to position itself as an ‘innovative and cutting-edge’ company. Giving people a 

possibility to try the phone and actually hold the product in their hands seems an important link to 

sales because through this people could see the phone’s capabilities with their own eyes and make 

their own judgements. 

The only point left that should be discussed about this case is the ethical side of the campaign. When 

Sony Ericsson started its campaign by hiring ‘fake’ tourists to promote its new camera phones, critics 

argued that this was unethical because the tourists did not say they were working for Sony Ericsson. 

The company defends itself however by the fact that the ‘tourists’ were instructed to admit they were 

working for Sony Ericsson if somebody would ask for it. In these kinds of situations it is often hard to 

decide if a campaign should be ethically allowed because at the same time it is true that the more 

transparent a buzz marketing action is, the less effective it will be in creating buzz. 

Overall however, it seems that Sony Ericsson has been able to reach its target groups in very relevant 

and cost effective ways and has gained a very reasonable market share in a limited timeframe.  

4.7 Case study 7 – Volvo 

In 2003, Volvo introduced a new model of the S40. 

The launch of it was critical for VolvoCars because - 

by then - it represented 25% of the brand’s total sales. 

The company’s growth thus depended on a successful 

positioning of the S40 as “a cool car for urban 

sophisticates” (Mindshare 2004). To achieve this, 

Volvo set up a cross media campaign, aiming to create 

word-of-mouth. (T. Ellis 2005, pers. comm., 23 April). 

 

Why buzz marketing? 

Volvo could not compete on the share of voice battleground with other car brands and was not willing 

to spend budget resources on media. Where other car manufacturers neglect the ineffective results of 

advertising clutter, Volvo left “the automotive rat-race of formulaic advertising” (Mindshare 2004) and 

focused on using buzz marketing. The second reason for choosing buzz marketing was the re-

positioning of the Volvo brand. Repositioning had been attempted a few times by using traditional 

marketing tools like media advertising. Buzz marketing was chosen as a tool in order to change 

attitudes of potential customers. “Because buzz marketing creates a more direct conversation with its 

audiences” (Ellis 2005). Moreover, from a quantitative study it was found that consumers are “highly 

advertising-savvy” and they expect to be entertained by commercial messages (Mindshare 2004). 

From this consumer insight, Volvo came to the idea to create something radical, provoking, 

entertaining, and authentic in the form of buzz marketing. 
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Product 

The product is an existing, mid-class passenger’s car. The Volvo brand is perceived as old-fashioned 

and is referred to as a “dad’s car”, especially among young people. With the launch of the new S40, 

Volvo aimed to reposition the image of the Volvo brand towards a younger image (Mindshare 2004). 

 

Target Group 

The target group of the campaign was young people that live in urban surroundings, are well educated 

and have a wide learning and experience level. Moreover the target group is expected to be familiar 

with using internet (Mindshare 2004). 

 

Buzz marketing tools 

The campaign of Volvo was designed around creating a dialogue with the audience which went 

beyond the orthodox one-way TV assault. Volvo created a so called ‘markumentary’ -a branded 

informative documentary- which was the main hub in the marketing strategy. Volvo mixed traditional 

and unconventional marketing in order to build a new consumer relationship (Mindshare 2004). 

The thirty minutes long ‘markumentary’ which was titled “The Mystery of Dalarö” tells the story of how 

32 inhabitants of Dalarö, a village in Sweden with a population of one thousand, bought the new S40 

on the same day (Mindshare 2004). Beside this, Volvo developed a cross media plan in order to attain 

the highest exposure. Volvo broadcasted teasers of the video trailer on TV and planned un-branded 

teasers in news papers and magazines and announcements on TV-listing pages for the documentary. 

Volvo also used nationwide print campaigns and strategic broadcasting of the documentary that 

magnified either the association with Sweden or mystery. Digital media played a major role in this 

campaign; video trailers were streamed at major portals (e.g.Yahoo!) and banners were used. 

Concerning viral marketing, Volvo used a sophisticated, subversive web-campaign which included 

penetrating chat-rooms, newsgroups, blogs and viral sites to seed the dialogue (Mindshare 2004). 

The strategy was divided into three phases: teaser, reveal and on-going presence. The figure 

underneath shows the role of different media used in the campaign. Some initiatives magnified the 

proposition of the documentary while others supported buzz marketing (Mindshare 2004). 
 

 

 

 

 

 

 

 

       

                        

                             Figure 4.1: The role of media in the Dalarö Campaign (Mindshare 2004) 
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“Sticking the “Dalarö” story on the web and hoping that people would watch it, was not an option.” With 

cars to sell, we needed to ensure that the audience saw and responded to the message (T. Ellis 2005, 

pers. comm., 23 April).  

 

Marketing goals 

The marketing goals that were set for this campaign were multiple: 

• positioning of the Volvo S40 and reaching young people 

• breaking through advertising clutter and being different in the market 

• establishing a relationship with potential customers 

• (ambitious) sales targets 

 

Positioning the S40 as a cool car, bringing “new, younger sophisticated, urban buyers” to the brand 

and hitting ambitious sales target were paramount objectives of this launch. The second purpose of 

the campaign was to break through advertising clutter in car advertising. 

Regarding the fulfilment of the goals, Volvo was very proud of the communication and sales results 

that were established. The most impressive results are regarding brand exposure: more than one 

million web exposures to the TV trailers alone in the UK on the first day. Due to this trailer, people got 

interested and Volvo generated over 12 million visits to its sites in key markets, where 50% watched 

the documentary and 20% requested a S40 brochure (Mindshare 2004). One of the major 

achievements for Volvo was the positive shift in associations with the brand. Last but not least, in the 

6-months after the launch, European sales of the Volvo S40 exceeded the initial targets, by as much 

as 40% in one market (Mindshare 2004). 

The form of a ‘markumentary’ encouraged the target audience to connect with the Volvo brand, and 

experience it on a different level. It also provided a platform for developing a long-term dialogue, and 

managing the relationship (Mindshare 2004). 

 

Analysis 

This campaign marks not only a decisive moment in Volvo’s communication history – “a new, radical 

way of talking to the consumer challenged the mould of car advertising” (Mindshare 2004). 

The power of this buzz marketing campaign seems to be the sensation of its authenticity. The 

documentaries showing the S40 story were fictitious, but it cleverly blurred the lines between reality, 

fiction, fact and entertainment. The campaign kept balance on the line of being taken serious or 

regarded as unreal. The use of mystery and an online campaign were well used to create buzz and 

sequentially position the brand at the right target group. 

The mystery of 32 people buying the same car at the same day is a well thought through idea. The 

success factor for this part of the “Dalarö-campaign” is the stickiness of the main message. The story 

is simple, easy to remember and provoking which encourages people to talk about it. 

The sensed authenticity of the “Dalarö-campaign” has also contributed to its success. The choice of 

using an informative way of a gradually revealing mystery seems to fit as a method of buzz marketing. 

The danger was however that the campaign would not work due to too much or too little mystery 
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disclosure. The trustworthiness of the material that was shown gave a very realistic feeling, which 

made it more ‘buzzworthy’. Moreover, Volvo made good use of the country of origin and chose a 

documentary style as the right message concept. The proper use of a ‘documentary style’ proved 

Volvos customer knowledge, and succeeded in engaging consumers. 

The mystery movie clip was used as the main buzz marketing idea. Mainstream advertising and 

strategic media planning created exposure for the campaigns ‘mystery’ idea and spread the message 

in the initial phase and ignited word-of-mouth which grew exponentially, according to internet figures. 

Internet related activities served the campaign with direct contact with the target audience and 

positioned the S40 on a personal level. Interested people could order a brochure, which was an 

attempt to lead them closer to ‘action’ and purchase of the car. 

This buzz marketing campaign is not a stand-alone action, but consists of a well planned plan where 

traditional and non traditional marketing tools complement each other in a tight follow-up schedule. 

The campaign was released in the whole Pan-European area at once, which amplified the impact of 

the buzz marketing campaign.  

The campaign of Volvo meets many criteria of a successful buzz marketing activity; the use of mystery 

is obvious, but also stickiness and authenticity of the message are of high quality. The internet related 

activities created direct contact with the target audience and increased the active role of the consumer. 

This made positioning of the brand and the car feasible. 

4.8 Case study 8 – Harry Potter books 

In 1999, the first book of J.K. Rowling was issued. The success story of the 

books about a young boy that becomes a wizard is widely known. Word-of-

mouth has a substantial share in the marketing of Harry Potter books and 

contributes to its success. 

 

Why buzz marketing? 

The reason why buzz marketing is used for Harry Potter books is mainly 

because of the nature of the product. Books have to be experienced before 

the reader has an impression and can spread his opinion to others. 

Secondly, all Harry Potter books have been bestsellers and there is no doubt this can be called a 

hype. Buzz marketing activities are carried out to ignite the word-of-mouth which is amplified by free 

publicity and reviews. Buzz marketing is used on purpose before the sales of the book start. Before 

the sales, Bloomsbury Publishing – Harry Potter’s publisher and marketer - had to create word-of-

mouth that made potential buyers curious after the book. Word-of-mouth during the sales period 

however, is from a totally different dimension. In this case we focus on the buzz marketing activities 

before the issue date. 

 

Product 

The publishing industry is one of the industries that is most driven by buzz (Rosen 2005). Harry Potter 

books are a series of fantasy novels about a fictional young wizard. The first four books in the 7-part 
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series have sold some 100 million copies (Brown, 2002). Not only books, but also other parts of the 

entertainment industry benefit from the success hit, like movies, toys, computer games and many 

other markets.  

 

Target Group 

The target group of Harry Potter books was initially youngsters that have the same age as the main 

characters in the book. But during the years the books has attracted many other reading audiences in 

different ages with different demo- and psychographics. The newest Harry Potter book will be issued 

with different covers because different target groups are aimed for (L. Holden 2005, pers. Comm., 11 

May).  

 

Buzz marketing tools 

The first book of Harry Potter came along with common marketing problems. The book was 

unavailable in many cases, and there were many distribution problems. However, the book was 

warmly welcomed and the mentioned problems resulted in amplified word-of-mouth about the book. 

Perhaps the most remarkable aspect of the marketing of the first book was the fact that there was no 

“proper” marketing. Rowling’s astonishing commercial accomplishments have been achieved despite a 

formal marketing plan, not because of it (Brown, 2002). Brown refers to the ‘purity’ of the 

phenomenon, maintaining that it was achieved and sustained entirely by personal recommendation, 

schoolyard conversations, Internet chat rooms and sheer consumer satisfaction, enthusiasm, 

evangelism. (Brown, 2002) 

The fourth book however, was given the full marketing treatment - or, to be more precise, the full anti-

marketing treatment. “Harry-hawking” was previously predicated on unavailability and postponement 

(Brown, 2002). Bloomsbury publishing found the way to trigger word-of-mouth. All important 

information about the book was withheld from the consumer prior to the date of issue. “The title, 

pagination and price were kept secret until two weeks before publication. Review copies were 

withheld, no author interviews were allowed and foreign translations were deferred for fear of 

injudicious leaks. Juicy plot details, including the death of a key character and Harry’s sexual 

awakening, were drip-fed to a slavering press corps immediately prior to the launch” (Brown, 2002). A 

week before the release of the book, fake footage was broadcasted on TV, showing heavily armed 

security vans delivering the precious Potter books. Close to the release date, ten books were sold 

accidentally, which generated a lot of free publicity. Then “Harry Potter Day,” July 8, 2000, stores 

opened at midnight and made this point of sale an event for the consumer, with special treats for 

Potter-fans waiting in line at Potter-themed checkouts. 

Holden (2005) also describes the normal way in which new books are being marketed. Usually when 

some books are found interesting and seem potential best-selling books, influential people like 

librarians, journalists and teachers are used to get the word about the book going.  
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Marketing goals 

The main goal that is aimed for is the sales of books in this case. Publishers strive to sell as many 

books as possible. Brand exposure, positioning or other marketing goals seem of inferior importance 

for publishing companies.  

 

Analysis 

The product replenishment problems that afflicted book one probably enhanced its schoolyard appeal 

(Brown, 2002) and enhanced the word-of-mouth in general. With the issue of the fourth book, 

Bloomsbury Publishing planned the word-of-mouth delicately. Release dates of the books are usually 

known long before. By having a longer period of silence around the issue of the book and at last the 

disclosure of some precious information, word-of-mouth started to spread. Some juicy information was 

leaked and ten first copies were sold “by accident”. The described actions were of course well planned 

and seemed authentic, generated free publicity and amplified word-of-mouth. The buzz about the new 

book was at its highest point at that moment, shortly after that the book was available in stores. 

Selling the books at midnight surprised consumers. The atmosphere that was created welcomed the 

readers in the Potter style they were going to read about. This contributed to the experience of buying 

the favourite wizard book.  

When personal experience is needed to asses a product or a service, e.g. to reduce risk, buzz can be 

expected. What's interesting about the book publishing industry is the role played by resellers in 

spreading the word about a new book (Rosen, 2005). 

Stickiness and mystery around the issue of a new Potter book amplified the spreading of the word 

about the book. Delicate disclosure of important information made the target group even more curious 

after the book and its content. Information hubs in this case were well chosen, when one of the ten 

books was ‘sold’ by accident and delivered at a news agency. This accumulating information stream 

intensified word-of-mouth.  

The reason why hypes or commercial hits like Harry Potter books can make easy use of buzz 

marketing is probably because of the fact that there is already a sufficient amount of interested people 

that carries the message for the product. Therefore one can say that buzz marketing for hype products 

is easier because organic and exponential spreading can be expected naturally.  

Regarding the hype around Harry Potter books, it seemed obvious to use buzz marketing tools. Harry 

Potter is nowadays more like a phenomenon and stands more on itself. However, according to Holden 

(2005), books are usually naturally and organically talked about by people. Especially new authors 

seem to get the most readers through word-of-mouth amongst readers. Influential people play an 

important role in this industry and are easy to identify as well. 

Though, one should bear in mind that there was a great difference between the first issue of Potter 

books and the fourth. The word-of-mouth of the first book was driven by a good product and its 

scarcity and mystery. The word-of-mouth of the fourth book can be characterized with well planned, 

newsworthy marketing activities and a target market that is hyped and that is willing to spread the 

word about the next edition of a Potter book. 
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4.9 Case study 9 – Ford Ka the Evil Twin 

Ford is a car brand of the multinational conglomerate Ford Motor 

Company representing one of the biggest players in the 

automotive industry. Ford produces passengers’ cars among 

others the Ford Ka. Ford created a buzz marketing campaign for 

this model, which was produced by an advertising agency. The 

concept of this buzz marketing activity was the positioning of the 

Ford Ka Sport as an aggressive and sporty car. Ford created a 

movie clip that was released European wide by the employees of the marketing department, and was 

called “the Evil twin of the Ford Ka” (N. Lekeberg 2005, pers. comm., 3 May). 

 

Why buzz marketing? 

The major reason why the Ford Ka Sport was marketed with a buzz marketing activity was due to 

budget restrictions imposed by the mother company (Lekeberg 2005). The reach of a buzz marketing 

activity was regarded as the best alternative, or seemed even better than traditional marketing 

communication (Lekeberg 2005). With a small budget traditional marketing would not have enough 

impact on their target audience. 

Lekeberg claims a viral marketing campaign requires a couple of key success factors. The most 

important must be the quality of the movie clip, which has to be funny or good enough to persuade 

people to send it through to friends and family. The second important aspect is that the message of 

the movie has to be explicit, stand out of the ordinary, understandable and must look real.  

 

Product 

The product is a compact sports version of the type Ford Ka and belongs to the automotive industry. 

Moreover the car has already been released in a civil version, but is now positioned as the more 

sportive and aggressive version with better performances and is positioned as the “evil” twin of the 

normal version. 

 

Target Group 

The product is a car for young people that want to drive in a sporty car and care about the engine and 

car performances. Ford aimed for the segment of young people between 18 and 25. Lekeberg (2005) 

thinks that this group between 18 and 25 is very sensible for buzz marketing activities.  

 

Buzz marketing tools 

Ford produced a viral marketing tool, in the form of a short movie clip that positioned the Ford Ka’s Evil 

twin. A series of movie clips was produced where in a steady shot a Ford Ka shows its aggressive 

attitude towards animals. Animals in the movie clip show curiosity after this new car and get away with 

a firm hit from the car, as it were an aggressive living person. For example a bird trying to land on the 

hood, gets hit by the hood, or a curious cat sticking its head through the sun roof gets beheaded (Ford 

2004). 
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The employees of the marketing department put the movie on the internet at certain news posting 

websites and forums and e-mailed it to their friends (Lekeberg 2005). They were the ones that started 

the gossip and buzz in the hope that others would catch the message and started the buzz 

themselves.  

The strength of buzz marketing is that the company can govern where to start the buzz marketing 

activity. However, from that point the company cannot have much control over the spread of the movie 

clip. Lekeberg (2005) also says that the segmentation of the campaign could not be controlled, which 

might decrease the effect. However, the people that send through the movies are most likely people 

that are interested in this kind of movies, belong to the same age and might be interested in this car.  

The most prominent strength of this buzz marketing tool (viral marketing) that Ford used is the spread 

of the video clip on the Internet. Only after one week, people in the Ford company noticed that the 

movie clip started to come back to their offices. Ford also had a generator on the internet that tracked 

the spread of the movie clip and counted the downloads and the number of times that it was shared.  

The release of the movie clips was supported with some advertising in magazines and banners on the 

internet.  

 

Marketing goals 

Ford realised that the brand positioning for this version of the Ka was essential and wanted to position 

the car in the appropriate way in order to make a difference between the two models. Generating sales 

was definitely not the first goal that Ford was aiming for.  

The results of the campaign were very good and higher than expected. Lekeberg (2005) adds that if 

the movie clip was supported by more traditional marketing, the rate of word-of-mouth could have 

gotten even higher. 

According to Lekeberg (2005) the goals that can be achieved with a buzz marketing activity are brand 

exposure and positioning. The creation of brand loyalty, new product awareness and customer 

education can be achieved with buzz marketing activities, but must be supported by other marketing 

tools like events or loyalty programs. However creation of sales and enlargement of market share can 

be better achieved with other tools (Lekeberg 2005). 

Also, when a brand has used a buzz marketing tool, like this movie spreading on the internet, 

consumers are less receptive for another movie clip from the same brand with the same idea.  

Another advantage of buzz marketing is the exponential spread through electronic systems that make 

the reach of such a movie incredibly high and fast, resulting in brand exposure and brand positioning 

to many people in a short period of time. Though results from these initiatives are hard to measure. 
 

Analysis 

The main idea in this buzz marketing campaign is the use of a viral marketing tool in the form of a 

controversial movie clip. The characteristics of this case are the stickiness, newsworthiness and 

exponential spread that make it so successful.  

The supporting marketing activities do not have a substantial role in this campaign. The budget for this 

campaign was fully used by the production of the movie clips. Lekeberg therefore stressed the quality 
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of the movie clip as one of the most important success factors. People must have a reason to send it 

through; if that wasn’t the case it wouldn’t have spread like it had.  

Obviously ethics are into the question regarding this buzz marketing case of Ford. The company 

seems to cross the boarders of humanity for some people. Peoples’ reactions also showed doubts 

whether the movie clips were real or not. Ford received a considerable amount of negative publicity 

because of the controversial movie clips. Globeandmail.com reports that “the Ford Motor Co. is upset 

by the release of an Internet commercial that depicts a computer generated cat being decapitated, 

saying it did not authorize the proposed ad or its release”. (Globeandmail, 2004) Lekeberg explains 

that the “cat-version” clip, was not approved by the company and was released by the advertising 

company. However, the bottom line here is that the brand and the car got publicity anyway. Moreover 

one can imagine that those movie clips were animated and one can grasp the joke that was intended. 

Lekeberg also admitted that with certain ways of advertising some people might get disturbed, but this 

was the way Ford could make a statement and position its car in the proper way. One can say that the 

movie clips, whether they are controversial or genuine, created substantial buzz. 

A bad point of the buzz marketing campaign, is the way the movie clips were distributed. Prior to the 

production of the clip, target group descriptions were vague and insufficient. The description contained 

only the age and attitude of the target audience. Identifying the right information hubs or most 

influencing people was almost impossible, therefore was the distribution of the movie clip conducted in 

an arbitrary manner (Lekeberg 2005). However, the results concerning the spread of the movie clip 

were satisfying for Ford.  

From this we can conclude that in the case of viral marketing, the execution of the idea is more 

important than the identification of people that play a role as information hub. The natural way a viral 

marketing message finds its way to its target group is related to this topic: people who send through 

the video clip, can be expected to understand the movie and make an active choice in sending it 

through to other people that might be interested. It can be debated that the people that send each 

other those clips might be interested in the product that is shown in the ‘commercial’. However it is 

said in the theoretical framework already that the control of buzz marketing activities is low after the 

message has been released.  

In marketing communications it is hard to say what the effect is, even so in this buzz marketing case. 

Perhaps many people have seen the movie clip, but it is questionable if many of them are taking 

action and buy the car. Direct aims for higher sales results seem not possible. Brand exposure 

(spread) and positioning (attitude) seems to work perfectly for this viral marketing tool. 

4.10 Case study 10 - Diesel 

Diesel is a fashion company, which has its origin in Italy. Since 10 years 

they have their brand expanded to Sweden. At the moment the brand is 

changing its products and image from a jeans brand to a fashion brand. 

Fashion has always been an industry where trends are the standard of 

change. Therefore word-of-mouth plays a significant role in this industry (Å. Pettersson 2005, pers. 

comm. 3 May). 
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Why buzz marketing? 

The traditional way of marketing within Diesel lies rather close to buzz marketing. Diesel is convinced 

that word-of-mouth plays a very strong role in their consumers’ attitudes and buying behaviour. 

Fashion is sensible for trends and is changing continuously, therefore the company has to update 

consumers and they also want to be updated. The credibility of opinion leaders is very essential. 

Fashion is usually spread by trendy people: extravert people that dare to try new products and styles.  

An advantage of buzz marketing is the speed of its spreading (Pettersson 2005). When new products 

are offered, people haste themselves to buy it. First, it can be out of fashion soon and second the 

products might be limited available. Especially with the Diesel brand those reasons apply because the 

brand stands for exclusivity and uniqueness. 

 

Product 

Diesel is a jeans and fashion brand, offering everything from clothing to accessories like glasses and 

watches. The products are highly sensible for change, every year there are new trends that can be 

discovered in fashion. Diesel is a trendy clothing brand, which is relatively expensive. The brand’s 

strategy is working with young, new and upcoming artists in fashion and design. Non-traditional ways 

of designing are remarkable for Diesel and the company is seen as a trendsetter in its industry and 

segment (Å. Pettersson 2005, pers. comm. 3 May). 

 

Target Group 

The target group of Diesel are people between 18 and 35 who are sensible for trends in fashion. 

Pettersson notes that young people are more receptive for buzz marketing than older people.  

 

Buzz marketing tools 

Diesel tries to enforce the word-of-mouth about their brands by using opinion leaders that spread their 

message to others. Especially in fashion where trends follow up each other continuously, people have 

to be updated in what is new and trendy. The best way is to do that by using people that are influential 

and referential to the main target group. 

Pettersson gave two examples of how Diesel identifies and uses their opinion leaders. The first group 

of influential people are their own employees. The second group is a more strategic choice; Diesel 

collaborates with many upcoming artists in fashion, arts, design and music. Those upcoming artists 

are considered to be well connected to society and suit the way Diesel wants to position itself: rugged, 

open minded thus influential.  

Diesel organizes many competitions for upcoming artists. The competition usually involves a street 

marketing event, where the artists, their art pieces, interested people and Diesel come together. The 

creation of a lifestyle event is the main aim; music, art and design are brought together in these 

events. Eventually the competition is there to expose the artistic works and award the winners. For the 

sake of buzz marketing it works as a meeting point where influential people come together and get an 
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experience they can share with other people. Loyal customers, which information Diesel keeps in a 

database are treated in an exclusive way and are the first to know about the events.  

Connected to these events are some internet sites that are used as an information tool prior to the 

events and afterwards. Pettersson (2005) stresses the use of internet sites because it is fairly cheap 

compared to events. Events aim for influential people and up-to-date customers and related websites 

are used to amplify the word-of-mouth around those events. “The most important way of executing 

buzz marketing is the ability to touch an interesting subject for the target group. Important in this is to 

make the link with the brand not too obvious” (Å. Pettersson 2005, pers. comm. 3 May). 

 

Marketing goals 

According to Pettersson (2005), buzz marketing can be used for positioning a brand; however this can 

only be achieved on the long term. Buzz marketing activities, especially events are the way how 

people connect to their brand and come closer to it.  

Pettersson (2005) also thinks that customer education is a goal that can be achieved by using buzz 

marketing. Adapting a new style or trend is actually a form of learning new things. Buzz marketing is 

therefore useful because it is interpersonal and gets people connected. 

 

Analysis 

Diesel’s marketing strategy is highly driven by word-of-mouth, as fashion originally is (Rosen 2005). 

Since Diesel products are exclusively branded they can be regarded as shopping goods and are 

highly sensible for continually changing trends. Both characteristics stand for a high influence of word-

of-mouth. Diesel aims to make use of the tendency that people talk about their products, by enforcing 

this and feeding the opportunities to create word-of-mouth. Diesel regularly organises events, 

connected with other interactive media, in order to bring its brand closer to its customers. 

The company tries to connect with its target group, by collaborating with those people that share the 

same interests in design, art, fashion and music. The influential people who are used; Diesel 

employees and upcoming artists seem a very selective group of people that are well chosen to spread 

the message about the Diesel brand. 

Formerly Diesel tried to be a lifestyle; nowadays it more adopts lifestyles and collaborates with them. 

Fashion design is the major attribute of the Diesel brand in how it can differentiate itself from other 

brands. The experience with the brand in real life is important for Diesel. The personal contact 

between the brand, its influential people and the potential customer makes it most important in 

generating a brand experience and eventually word-of-mouth. When Pettersson (2005) discusses the 

relationship between buzz marketing activities and the brand, she recommends not to make this 

connection between the brand and the events too obvious. The reason for this is probably the 

difficulties with connecting a brands name to a lifestyle that is constantly changing and the possible 

resistance if branding becomes bigger than the lifestyles itself. 

The events that Diesel organizes are well targeted and segmented, however the reach of those events 

and the spread of word-of-mouth depends on the influentials that attend the events. Therefore Diesel 

always executes these events as part of a theme campaign. Word-of-mouth is just one of the goals in 
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the marketing spectrum of Diesel. Other media, like print advertising and internet media are well 

interwoven and constitute a complete marketing campaign. 

4.11 Case study 11 - Trivial Pursuit 

Trivial Pursuit is a board game with 

questions in all-round subjects. The game 

was merely spread through amplified and 

organic word-of-mouth and no traditional 

advertising had been used to market the game. Linda Pezzano, the person behind the launch of Trivial 

Pursuit, has successfully marketed other games like Pictionary with the use of buzz marketing.  

NOTE: This case study has been compiled with the use of information from “The Anatomy of Buzz” 

from Rosen (2002) and other secondary sources. 

 

Why buzz marketing? 

Linda Pezzano, recognized buzz marketing as cheap and effective, compared to traditional 

advertising. She realised that the game’s attributes were perfectly shaped for the use of buzz 

marketing; a natural involvement of people, questions and topics to talk about, designed for everyone 

(Rosen 2002). 

 

Product 

The original product is a board game that has an extensive amount of questions about many different 

topics, for example history, science and pop culture. The game has to be played with at least 2 

persons and is intended to bring people around the table again and have interactions with each other, 

like groups of friends and family and relatives. “The Trivial Pursuit game is a party in a box, people 

talking to people in a revolt against television” (Trivial Pursuit, 2005). 

 

Target Group 

The target group for Trivial Pursuit nowadays, is nearly everyone; there are many versions of the 

game available for mainstream and niche markets. To name just a few; over time Trivial Pursuit has 

been issued in a Lord-of-the Rings version, youth and adult version, pop culture and SNL version and 

millennium version. Any person can thus be a potential player.  

 

Buzz marketing tools 

Trivial Pursuit was well spread due to the contagion of the product (Rosen 2002). The company sent 

samples to celebrities who were mentioned in the questions of the game. This seeding helped to start 

the buzz in specific clusters and generated the necessary exposure.  

Secondly over a 100 radio stations were contacted to pick up the buzz and started to play the game 

on the radio. This helped to spread the buzz in many other clusters. Trivia questions were played at 

radio stations all over the USA and people who answered the questions correctly received a free copy 

of the game. This helped spreading the buzz in two ways: firstly, buzz was spread through radio 
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stations and secondly, winners of the game showed their newly won game to other people. The 

company also organized Trivial Pursuit parties in bars. Next to this seeding activity and the use of 

influentials, the company gave away many question cards in well targeted spots like bars where the 

supposed early adopters hung out. This of course gave people the ability to have a look at the game 

before they would buy it, and developed word-of-mouth about the game tremendously (Pezzano 

2002). 

 

Marketing goals 

Obviously sales were the eventual goal for the company behind Trivial Pursuit. The marketing goals 

that were set were mainly product awareness and getting the interest of potential buyers. By 

promotion on radio stations more people would know about this game and the earlier an exponential 

spread would be achieved. First of all exponential buzz was an essential goal, the free giveaways 

were used to get people interested in the game. 

 

Analysis 

Trivial Pursuit is a good example of a contagious product; which means it has the ability to market and 

spread the word by itself. Hence this table game has to be played with more people, meaning it is 

easy to share with others and it’s easy to create enthusiasm and thus gain new customers. Moreover 

the people that play the game want to prove their knowledge and want to share that with others. 

Those elements made the contagion of this game work for itself. 

Considering the buzz marketing tools one can see that the campaign was directed at many people. No 

real target group had been defined. The aim of the campaign was especially to reach as many people 

as possible, a goal which can be reached well with buzz marketing. 

With seeding, Trivial Pursuit targeted two levels: the media and grassroots. Just by seeding on the 

level of media and celebrities, the game would not get connected to the consumers that were 

eventually aimed for. Product seeding to nurture the grassroots is essential as well, because on this 

level the word-of-mouth has to be spread to other potential customers. According to Rosen (2002), 

seeding has to be done with greater amounts than expected. A substantial amount of free products to 

the right people is frequently a barrier for entrepreneurs, but pays off eventually. Picking the right 

information hubs and influentials is a good start; however a substantial amount of products should be 

given away before a critical mass can be reached (see paragraph Figure 3.3). Moreover the most 

important element of seeding in this case seemed the customers’ actual direct contact with the game. 

Through events and good seeding activities, potential customers can experience and touch the 

product, which makes a profound impression.  

Another tool that Trivial Pursuit uses very keenly are the updates and special versions of the original 

game. Every time something remarkable occurs and turns into a hype, Trivial Pursuit tries to benefit 

from this by bringing out a special version of the game, e.g.: a Lord of the Rings version. Through 

creating something new every time, the company keeps its product alive. Nevertheless, these 

specially targeted, theme games cater only niche markets. However this strategy brings other people 

in contact with the game and might motivate them to buy the normal version as well. 
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4.12  Expert Interview # 1 - Icemedia 

Interviewee:  Bart van der Aa 

Founder & Chief Creative Officer Icemedia 

 

Icemedia develops and commercializes innovative marketing concepts integrating the Internet, mobile 

and traditional communication (Icemedia 2001). The company is the creator of Icecards, which 

concept has been explained in the case study from Axe. 

 

Why buzz marketing? 

Van der Aa (2005) calls buzz-marketing permission marketing because it aims to create a pull among 

people. The concept is good because if people want to buy a new product they will value their friends’ 

opinions most. He thinks buzz marketing is a good tool to use in the introduction phase of a product, to 

create buzz and mystery around the product before it is launched. However, existing products can also 

use buzz marketing if a company for example wants to target a new market or if it wants to change its 

image. There are also examples of companies who use buzz marketing and traditional marketing at 

the same time but actually a buzz marketing campaign should be ‘discovered’ by opinion leaders.  

 

Product 

People have to like a product or brand before they will talk about it. Therefore, buzz marketing will 

work very well for lifestyle brands but not for low interest products with a bad image like a retail brand 

of washing powder.   

 

Target Group 

Buzz marketing can work for all target groups as long as a company adapts its strategy. Viral 

marketing however, works best for young people. 

 

Buzz marketing tools 

Icemedia’s own tool: icecards, are pass-it-on tools that basically convert consumers into brand 

ambassadors. People want icecards because they are fun and easy but they also have to have 

something with the brand that is presented on the cards. 

Giving a general opinion about different buzz marketing tools, van der Aa (2005) thinks that 

‘influencers’ are very useful to create buzz. To reach sales however, a company might need to do 

more, like handing out product samples. The use of scarcity and mystery is a very good buzz 

marketing tool because it creates a desire and a pull to come back. To take people ‘behind the 

scenes’ might be hard for new products, unless it is a movie or a book and people can get previews. 

The use of celebrities is compared by van der Aa (2005) with the use of influencers. It depends on the 

product if a company can better use influencers or celebrities. Beauty & fashion products for example, 

can better be promoted by celebrities then a not-so-pretty friend. 
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Marketing goals 

Many different goals can be achieved by buzz marketing, depending on the campaign. Icecards for 

example are mainly used to increase brand exposure and get new product awareness. Another 

important advantage of the icecards is that they generate data profiles because people have to fill in 

their contact details to be printed on the icecards. Now customer databases are becoming more and 

more important for companies, this goal gets more important. A good tool to create brand loyalty is the 

organization of events. Also, icecards can increase brand loyalty, if they are sent to existing customers 

(B. van der Aa 2005, pers. comm., 22 April). 

 

Analysis 

Perhaps, one of the most important ideas behind buzz marketing is that a company can create a pull 

for its products, this while traditional marketing follows a push-strategy. The advertising clutter shows 

that people have gotten tired of this push strategy, they want to be able to make a choice themselves 

and listen to people they want to listen to. That is also the reason why icecards are far more effective 

than direct mail; because people themselves choose the target audience by passing on their cards 

and not the company. 

Buzz marketing is often connected to new product introductions but it is actually useful for new ideas 

in general. This can also be a brand that already exists for years but wants a hipper or younger image 

or wants to reach a new target group. Buzz marketing works well for new things because it is more 

exciting for people to talk about something new. Buzz marketing should also be used before traditional 

marketing because people have to discover a product. If a person is the first to hear about a new 

product, he will get excited and tell it to his friends but if the campaign is all over the media he will 

probably not get excited. 

Another very important aspect is the fact that people have to like a product before buzz marketing is 

effective. If a person is not interested in the product itself, it will take a very extraordinary buzz 

marketing campaign before he starts talking but even then it probably makes not a large impact 

because the person will mainly talk about the campaign and not the brand or product. A buzz 

marketing campaign should thus be targeted carefully at its target market. 

Although different buzz marketing campaigns fulfil different marketing goals, their main objective is to 

create buzz. For the creation of direct sales, more might be needed; customers have to experience 

and try the products through trials for example. This however, can also be described as product 

seeding if the products are given to specific people at strategic points in certain target groups. 
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4.13 Expert Interview #2 - Guerilla PR 

Interviewee:  Michael Leifer (cultural anthropologist) 

  CEO of GuerillaPR 

 

Why buzz marketing? 

According to Leifer (2005), the traditional marketing channels have been diluted in their effectiveness. 

First of all, consumers filter out the 3.000 advertising messages they receive each day, and secondly 

the traditional marketing effort via mass communication is not well segmented. Mass media have the 

strength of spreading a message to many people regardless what person, but it is almost impossible 

to get the right message at the right person. Leifer (2005) claims that buzz marketing is more 

segmented to the target group companies are aiming for. 

Regarding certain products or consumers, word-of-mouth is essential in their buying behaviour. In the 

case of word-of-mouth, “people trust their peers”, from whom they heard about the brand or product. 

Buzz marketing benefits from the authenticity of the talk of people. 

  

Product 

Buzz marketing is about sharing a secret with other people that might benefit from it as well says 

Leifer (2005). As an example he brings up young mothers as one of the best target groups for word-of-

mouth. For them, any information about raising their children is very valuable and they like to share 

this information with others, in book clubs, sport clubs and other meetings they have with the same 

kind of people. Word-of-mouth is based on the principle that you share the right information with the 

right people in an authentic way. Moreover, young mothers seem to be well connected to their 

environment. Procter & Gamble is a company that is investing much money in young mothers and 

makes good use of the phenomenon of telling each other what is good. 

 

Target Group 

The target group that is most influential and most set as a target in buzz marketing campaigns are 

people between 18 and 30 years old (Leifer 2005). What is more important is the lifestyle of people 

and the way why those people tell each other things and if and how they are connected to each other. 

Youngsters are on the other hand more individualistic compared to young mothers. So not only age is 

an important determinant, also lifestyle and values are significant indicators whether buzz should work 

with a certain target group or not. 

 

Buzz marketing tools 

Leifer (2005) describes buzz as “the ignition or amplification of a message that resonates in its 

relevant demographic or psycho-graphic groups”, which can also be called word-of-mouth.  

Buzz is the reason why people start to talk about products or brands. However it is not the case that 

consumers are going to buy the product right away. More is needed than a good product and word-of-

mouth. Next to a buzz marketing activity, (potential) customers need real life experiences, so that they 
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can ‘touch’ the brand. In the case of the subservient chicken, the web based buzz was a fantastic 

initiative. Burger King got a great brand exposure and gained brand awareness. However, there is no 

proof for higher sales affected by the online campaign. There is more than just making the buzz on the 

internet. Companies should use an integrated approach. Eventually clients of GuerillaPR want to see 

more revenues, in higher sales. 

A selective give away (seeding) of products is a good start for generating buzz. Essential here is that 

the products should be given to the right people: the influencers that know how to reach others with 

the same lifestyle and personal values. Buzz marketing is also about giving people something funny. 

People want laughter. But people also want to get empowered by brands. They want to be the one 

that is spreading an important message within their social network. Therefore a message or product 

should be authentic and contain valuable information (Leifer 2005). 

Using influentials is a very useful marketing tool, because many people base their buying behaviour on 

the opinions of others. Leifer (2005) gives the example of celebrities and at what level those celebrities 

can influence others and be an ambassador for brands or products. By using celebrities, the validity 

and enticement of the celebrities in relation to the target group are essential for the eventual result. 

Every buzz marketing activity should start with picking out the people that are the influencers and 

experiencers. These are the people that first use a new product or go and see a new movie. This kind 

of database information is owned by some companies and can be used to set out the buzz in the 

market. However, experiencers are not always the people that can influence other people. With 

enough information concerning the target group, about their lifestyle and values you can get the right 

message to the right group. 

 

Marketing goals 

Leifer is a cultural anthropologist and uses buzz marketing in helping companies with their marketing 

activities and communication messaging to create a resonance -enough of a critical mass- in the 

targeted segment groups, to drive their sales and awareness. (M. Leifer, 2005, pers. comm. 20 April). 

 

Analysis 

Eventually, generation of sales is the main goal of a buzz marketing initiative. Specific marketing goals 

are exposure, awareness and positioning of a product or brand. To achieve those goals, a company 

can use many different buzz marketing tools; however every tool has its own specific goals. 

Important in buzz marketing activities is the empowerment of people. Empowerment means that 

people get something to talk about and feel they have something “powerful” to tell to others. To 

achieve this, a buzz marketing initiative must be relevant for the target group and connect with their 

values. 

Leifer (2005) values street marketing over direct marketing. In street marketing, by organising events, 

people meet each other and get connected in reality with their favourite product. The use of events 

appeals to more senses of a person, and incorporates an active participation which is the strength of 

this tool. One should bear in mind though, that although events can create a rather well positioned and 

impressive statement, they are rather expensive in relation to the amount of people reached. On the 
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contrary, online campaigns for example can reach more people, but are more superficial and do not 

leave a big impression like events do. Depending on what marketing goals are aimed for, tools should 

be chosen. In short we can say that the buzz that can be generated from street marketing events are 

expected to leave a deeper impression than online activities. 

The receptiveness of certain target groups for buzz marketing activities depends on several factors. 

Age is one factor: young people are often more willing to spread the word and are more influenceable. 

Nonetheless Leifer (2005) is sceptical, whether youngsters are more influenceable, because of the 

individuality of this group. Other factors are lifestyle characteristics and the way in which people are 

connected. Women for example, tend to be more connected than men. Thirdly the involvement of the 

consumer towards a product is essential for the receptiveness for buzz. This involvement can either be 

seen from an emotional or economical point of view. 

People predominantly look at other people for their opinions and purchase decisions. This tendency of 

people opens up the opportunity to use influential people in buzz marketing activities. Using celebrities 

and statistical database information of influentials are methods to pick the right influential person and 

spread the message. 

4.14 Analysis overview 

After the presentation of all cases and interviews we can summarise the main goals and tools in one 

comprehensive table. A specific analysis of products, target groups, goals and tools has been made 

after each case. In this overview we compare the use of buzz marketing tools and goals of all cases, in 

order to be able to draw overall conclusions in the next part of this paper. 

 

The marketing goals below are ordered following the product lifecycle. 

Marketing Goal Case Tool 

Reaching new target group Volvo Online campaign 

Product Awareness CosmoGirl 

Kronan  

Singelringen 

Tell a friend promotion  

Events (visibility) 

Seeding + influentials 

Customer education Singelringen Influentials 

Brand exposure Sony Ericsson 

Burger King 

Events 

Online campaign 

Positioning Volvo  

Ford Ka 

SE 

Mystery + Online campaign 

Online campaign  

Events 

Sales Harry Potter 

 SE 

Scarcity  

Seeding + Influentials 

Data acquisition Cosmo  

Axe 

Tell a friend promotion 

Tell a friend promotion + online campaign 

Brand Loyalty Diesel   Events 
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5 Conclusions 

After the assessment10 and analysis of the empirical findings, we have come to the point to draw 

conclusions. In this section we present the most valid points we have extracted from the empirical 

findings, based on the theoretical knowledge that was presented earlier. First we will present the most 

important ground rules that apply for buzz marketing. The second and third paragraph are concerned 

with the specific rules for products and target groups in buzz marketing. Lastly we zoom in on the main 

goal of this paper; which is the presentation of the direct relation between marketing goals and buzz 

marketing tools, which will also be presented in a comprehendible model.  

5.1 Ground rules 

In marketing literature one can find many “immutable laws” for every sort of marketing tool. In our 

research we also found ground rules a marketer has to take into account when using buzz marketing. 

 

• Authenticity is the power of buzz marketing 

The key success factor of buzz marketing is its authenticity. Buzz marketing activities include direct 

contact with people, the trust that comes from these interactions between “peers”, makes buzz 

powerful. Authenticity caused by buzz marketing also creates a more meaningful effect on the long-

term, compared to traditional marketing. Important is that any material used for a campaign should be 

realistic and credible. The chicken used in Burger King’s online campaign for example, was so buzz-

worthy because it was a real men dressed like a chicken. The campaign would probably have been 

less successful if the company had used an animated chicken. Moreover the key message of a 

campaign should be simple, easy to remember and provoking so that people are encouraged to talk 

about it. 

• Buzz marketing is more cost effective than traditional marketing 

The chance that the right people actually get the company’s message is much higher with buzz 

marketing than with traditional marketing. In buzz marketing a company first tries to gain permission 

from customers to receive its marketing message. The message will then only be marketed to those 

who have given that permission so that a more profound impression is made and no money will be 

wasted on other people. 

• Consider ethical issues 

Looking at ethics, the most prevalent question is how clear a company should be about its involvement 

in buzz marketing activities. Not mentioning the brand or hiding the commercial intention for example, 

can amplify the power of buzz marketing, however some actions can be regarded as unethical. 

Although it is unethical to suppress the company’s endorsement, it is also important that the link to the 

brand is not too obvious, because that might result in resistance by the target audience. A company 

should thus try to find a balance between the two methods. 

• Relevancy to the target group 

                                                      
10 The findings of our research apply only on the industries that are driven by buzz, see paragraph 3.10.2 
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Buzz marketing should be relevant. Consumers want to be able to choose to be marketed to. Buzz 

marketing has to reach customers where they are, when they want it and in the manner they want it. In 

principal, many kinds of products can be promoted through buzz marketing campaigns as long as a 

company uses the right moment, the right tools and setting for its target audience. 

• No buzz marketing action stands on its own 

Buzz marketing can be effective in its own manner, but it has to be supported with other marketing 

tools in order to get an all-round marketing coverage and the best results. Buzz marketing especially 

lacks the ability to persuade people to go actively buy the product. Distribution, advertising, promotions 

and other traditional marketing activities can translate the goodwill surrounding your product into sales.  

Also, multiple channels support and cross-promoting are important because not every prospect will 

use the same media and they should thus be approached in different ways. 

• Useful for new approaches: products, brands, images 

Buzz marketing is often used as a tool to introduce new products. We found that it can be useful for 

new ideas in general, like the launch of a new brand image or a new target group. A reason why buzz 

marketing works well for new ideas is because people find it exciting if they are the first to hear about 

a new idea, rather than when the product or a campaign is all over the media. We can conclude from 

this that it is thus better if companies use buzz marketing before traditional marketing so that people 

can ‘discover’ a product, which amplifies word-of-mouth. If buzz marketing is well executed, the critical 

mass is reached in approximately two months and then traditional marketing can join in. 

5.2 Product 

In the theoretical framework several characteristics of products that facilitate the use of buzz marketing 

have been discussed. Through our research we have been able to test a number of them: 

• Products with a high visibility; Kronan for example, made use of the high visibility of its 

products by placing its bicycles throughout mayor cities. Brands can also try on purpose to 

make their products more visible.  

• Products that become more useful as more people use them; although in some cases people 

might get a feeling of uniqueness if they are the only one to have a product, being the only 

one with a camera phone or a Singelringen makes no sense. People are thus encouraged by 

the characteristics of the product to tell their friends about the product.  

• Products that are compatible; products have to fit a person’s lifestyle because people have to 

like a product before they start talking about it. This connects with the discussion about the 

importance of relevance. 

• Products that involve people; readers talk about the character Harry Potter rather than the 

book itself or about relationships in connection with Singelringen. 

• Products that are innovative; the fact that people had never seen a camera phone before 

created many conversations for Sony Ericsson. 

• High involvement products; cars are products that are often talked about because they are 

expensive and sought and people want to gain information to reduce risk. High involvement 

either in financial or emotional terms intensifies the power of word-of-mouth. 
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These product characteristics thus influence the way a product is presented. In general it can be said 

that a buzz marketing campaign either uses the product itself or presents a product in a special way. If 

a product has one or more of the characteristics that facilitate buzz it is easier to use the product itself 

in the campaign. If not, the company needs to focus on an original and entertaining presentation of the 

product to catch people’s attention, like Burger King did for example.  

5.3 Target group 

In the analysis of the case studies we found that target groups can also have characteristics that 

facilitate buzz marketing: 

• People who originally share a lot of information; young mothers are a good example of a 

dedicated target group that likes to share information. 

• People who are easy to influence; in general young people are easier to reach and influence 

through buzz marketing than older generations. 

• People who are well connected; people that are connected to different networks can start 

multiple streams of word-of-mouth.  

• People who share the same interests; Sony Ericsson for example, hired people from different 

target groups to be able to target them in a relevant way. 

 

Although the general opinion in our interviews was that buzz marketing can be used for many target 

groups, it is remarkable that in all studied cases, young audiences are targeted. It was also often 

mentioned that buzz marketing is useful to create a ‘younger’ image. Next to this, younger audiences 

are said to be more advertising-savvy than older ones, which makes them less receptive for traditional 

advertising. To conclude, we think that buzz marketing is most useful for young people from 

approximately 18 to 30 years because they are harder to target with traditional means of marketing 

than older audiences and might be easier to influence.  

It is argued that with buzz marketing, a company can focus its message more directly on its target 

audience, which would also make it a useful tool to target a niche. We share the opinion however, that 

this will depend on the tools used. With an online campaign for example, it will be hard to control the 

audience but with the use of influential people or certain events, target groups can be targeted very 

specifically. On the other hand, online campaigns can be ‘seeded’ among influential people in certain 

target markets a company aims at. Also, people will only send a ‘viral’ through if they liked it and they 

will only send it through to people they think will like it too, which shows that it can ‘segment’ itself. 

5.4 Goals and tools 

The results of marketing are hard to measure, even so the results of a buzz marketing campaign. 

Obviously the main marketing goal of a buzz marketing campaign is to create buzz. From the cases 

can be understood that word-of-mouth can be achieved with many different tools. We found though, 

that buzz marketing often lacks the ability to really persuade people to go out and buy a product or a 

brand. For the creation of direct sales, customers have to experience and try the products. 
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It is not always clear which goals are exactly and only achieved through buzz marketing. Therefore the 

analysis of tools and goals has been hard. Nevertheless we think we can make some well founded 

judgements about the relation between goals and tools. Underneath we present all marketing goals 

introduced in the theoretical framework, complemented with goals which were found in our empirical 

findings. For each of these marketing goals we will give the best buzz marketing tool to use with a 

short explanation. 

• Reaching a new target group 

Best tools to use: online campaign, seeding and influentials 

It is most likely that a company will use online campaigns to reach a younger market than initially was 

aimed for, since young people are more accustomed to get their product information from Internet. An 

online campaign is most useful in terms of a micro site or entertaining movie clip. The use of seeding 

and influentials are also good tools because it enables the company to contact the target group 

directly. However, for the use of influentials, it might be hard to find the right people in certain clusters, 

therefore seeding might be a better option. 

• Product Awareness 

Best tools to use: tell-a-friend promotions, events, seeding and influentials, online campaigns 

When aiming for product awareness one has several tools to choose from. This marketing goal 

demands a good spread and visibility but little positioning of the product. Tell-a-friend promotions will 

generate spread; events will give high visibility to the brand and product and will turn attendants of the 

event in ambassadors of the product. Seeding and the use of influentials generate awareness and can 

position the product. Online campaigns can be used as a good way to spread the awareness of the 

product. The use of mystery can also be used to achieve product awareness.  

• Customer education 

Best tools to use: influentials, online campaigns 

Influentials are a good tool to educate customers because they have the power of direct personal 

contact and the flexibility of the adaptation of information to each person. Information can also be 

given through online campaigns which have the advantage of lower costs and a larger reach. In the 

cases of Diesel and Sony Ericsson for example, people experienced a new product or style and were 

educated latently about a new fashion style or a consumer electronic through both influentials and the 

companies’ websites. 

• Brand exposure 

Best tools to use: events and online campaigns 

To create brand exposure a company is after the recognition of its brand by its customers. Events and 

online campaigns are useful tools to achieve this. An event is highly visible and generates word-of-

mouth and free publicity. With online campaigns a brand can get great exposure in numbers.  

• Positioning 

Best tool to use: online campaign, events 

Online campaigns can be used as a buzz marketing tool to position a brand because they make it 

easy for the consumer to get detailed or tailored information. Well executed online campaigns can get 

a great amount of exposure, in terms of traffic to the companies’ websites and can position the brand 
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in association with the key message given. An event can create impressing real-life moments for 

potential customers through its high visibility, tailored information and its ability to position the brand.  

• Sales 

Best tools to use: seeding, influentials, scarcity 

The general goal of marketing is to sell products serving the needs of consumers. Obviously sales are 

also the aim of buzz marketing. Seeding has the power of communicating directly with potential 

customers. Customers can try the product entirely or partly, and can become interested in buying the 

product, or be tempted to talk about it with others and get them interested too. To intensify the effect of 

seeding, the right people have to be contacted. Influentials can be carefully selected people in a 

cluster, celebrities or among knowledgeable people. Finding the right people, the influencers, is an 

important part of a buzz marketing campaign. Databases can be used for this. 

Scarcity is also useful but can only be used with existing products and brands, and preferably in the 

situation of a hype. If people know about a product and want to have it but then can not have it, their 

desire for the product will increase. However, nobody will desire a product that is unavailable if they 

are unaware of its existence. With the use of scarcity a company can create a desire for a product. 

• Data acquisition 

Best tools to use: tell-a-friend promotion and online campaign 

Tell-a-friend promotions are very well designed to attain personal data or contact information of 

potential customers. These promotions are very obvious about the commercial purpose, but are not 

unethical as long as permission for the use of personal information is requested. Online campaigns 

have the same function, but digitally. Both tools can reach a good spread which is well segmented. 

• Brand Loyalty 

Best tool to use: events 

Events leave profound impressions with existing customers once and again. Creative and refreshing 

idea’s keep people wowed. For example Diesel uses their customer database to invite existing 

customers to events they organise.                                                                                                                                                                                                                                                                                                                      
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5.5 Buzz marketing model 

Following the preceding explanation, we present the buzz marketing model. The model gives a brief 

overview of which buzz marketing tools are most effective for certain goals and represents the most 

important connection between tools and marketing goals that we found in our research. 

 

� aanpassen model (influentials hoort bij positioning maar niet brand exposure!) 

 
Figure 6.1: The buzz marketing model – own design11 

 

Further research proposal 

1) check the outcome of our qualitative research, use the variables we distilled and built a quantitative 

questionnaire and make the buzz marketing model more sophisticated. 2) the consumers point of view 

on what they think of buzz marketing, how effective it is and discuss ethical matters with them. 

 

 

                                                      
11  There might be more tools that can be used to achieve a certain goal. For instance, events can be used as a tool to achieve 

product awareness. However, according to us, this is not the most effective and efficient tool. In this case too much money is 

spent to get only product awareness. 
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6 Recommendations 

In this final chapter we will give a practical guideline for marketers which will help them with the 

creation of a buzz marketing campaign and the selection of specific buzz marketing tools that will fulfil 

their goals. Basically, there are four steps a marketer has to take before a buzz marketing campaign 

can be created. 

 

 

Figure 6.1: The four steps – own design 

 

STEP 1: Select the product 

Having selected the product, answer the following questions considering the product’s characteristics: 

• Is your product or brand highly visible? Or if not, can you make it more visible?  

• Does your product become more useful as more people use it? 

• Does your product fit in with your target group’s current lifestyle? 

• Does your product involve people? 

• Is your product innovative enough to generate buzz itself? 

• Is your product complex or expensive?  

 

After answering these six questions there are two options: 

1) If you have answered ‘yes’ to two or more of the questions above � 

Your product is a buzz-worthy product which can generate word-of-mouth in itself. This means 

you can use your product as the centre of your buzz marketing campaign.  

Useful buzz marketing tools for this: influentials, seeding, street teams 

2) If you have answered ‘yes’ less than two times to the questions above � 

Your product is not very likely to generate word-of-mouth in itself. This means you should 

focus on an original and entertaining presentation of your product. 

Useful buzz marketing tools for this: events, online campaigns, celebrities 

 

STEP 2: Select the target group 

Several points should be kept in mind when having selected a target group: 

• What is relevant for your target group?; research their lifestyle and values 

Explanation: you have to market people on their terms: where, when and how they want it. 

• Is your target group well connected?  

Explanation: if they are well connected, information will spread easier.  

• How dedicated is your target group to the purpose of the product or brand? 

Explanation: if the quality of a product is very important to your target group, they are likely to talk 

about it more to make sure they will find the best. 
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• Is your target group Internet oriented?  

Explanation: it helps you with the decision between online or offline. 

 

STEP 3: Select main marketing goal 

Before selecting a buzz marketing tool it is important to answer the following questions: 

• What is your main marketing goal?  

Explanation: without a clear goal it is very hard to select the right tools, as well as to measure effects 

of the campaign afterwards.  

• In what stage of the Product Life Cycle is your product? 

Explanation: some tools are more useful for new products and others for existing products. 

• What is your budget?  

Explanation: although buzz marketing is more cost-effective than traditional marketing, a buzz 

marketing campaign is not for free and different tools demand different budgets. 

 

STEP 4: Connect a buzz marketing tool to the marketing goals  

In the introduction of something new, either a product, target group or image, one can often distinguish 

several stages: from product awareness to brand exposure, via positioning to sales. In each of these 

stages different buzz marketing tools are most effective, as shown in the figure underneath: 

 
Main Goal  

 
Tool Explanation 

Product awareness Tell-a-friend promotions  

Seeding + influentials  

The most important thing is to show your product 

to prospects and this is best done by people they 

trust: influential people or friends in their 

environment. 

Brand exposure / 

Positioning 

Online campaign 

Events 

To create brand exposure in a favourable way, 

events and online campaigns are useful tools. An 

event is highly visible and generates word-of-

mouth, free publicity and positions the brand in 

association with the kind of event organised. With 

online campaigns a brand can get great exposure 

in numbers. 

Sales Seeding + influentials 

Scarcity  

For the creation of sales, customers have to be 

able to experience and try the products. By 

seeding products among influentials a company 

can achieve this. Scarcity is useful because if 

people want to have a product but then can not 

have it because it’s scarce, their desire for the 

product will increase. 
 

Table 7.1: goals and tools connected – own design 
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For a more extensive and tailor made buzz marketing advice we suggest to use our buzz marketing 

generator on the internet at: www.buzzmarketinggenerator.point.nl 
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Appendix 1 

 

INTERVIEW QUESTIONS – Company 

 

Name:       Position:       

Buzz Campaign:    Products:       

 

- Can you tell in short what this buzz marketing campaign was about? 

 

Pre-Campaign 

- What were the reasons to start this campaign in the first place? 

- What specific buzz marketing method/tools did you use?  

- Was this the only buzz marketing method you considered? If no, what were other methods? 

And why did you choose this specific campaign? 

 

- What were the goals you set for this campaign? 

- What was the target group you aim for? 

- Do you think word-of-mouth is useful for this product/target group? If yes, why? 

 

- Did you consider conventional marketing tools for this campaign, like mass media advertising? 

- Why did you choose buzz marketing instead of conventional marketing tools? 

- Were the goals that you set for this campaign best achieved with buzz marketing? 

 

- Who developed the buzz marketing campaign? Marketing dept. or an external agency? 

- Can you describe the target market that was aimed at with this campaign? Is this target group 

sensible for buzz, and why? 

 

Post- campaign 

- Were the goals set achieved? How did you measure the results? 

- How long did it take before results of the campaign were noticed? 

- How is this compared to the results of ‘traditional’ advertising your company uses? 

- What were the factors of success / failure of the buzz-campaign? 

 

- Did you use other advertising or media strategies to support buzz marketing? At what point in 

the buzz campaign? 

 

- Do you intend to keep working and investing in buzz-marketing in the future and why? 

- Do you think you can use similar campaigns as the one you have used now or do you have to 

come up with a new campaign?  
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Tools 

- Which buzz marketing tools are useful for your product?  

o The use of network hubs/evangelists o Take people ‘behind the scenes 

o Seeding o Events 

o Use scarcity or mystery o Street teams 

o Announcements by celebrities o Giving your brand personality 

o Pass it on tools o Other: 

 

Marketing goals 

-  Which goals can be achieved with a buzz-marketing campaign like the one you organized? 

o Brand exposure o New product awareness 

o Creation of sales o Customer education 

o Creation of brand loyalty o Enlargement of market share 

o Positioning of the brand o Other: 

 

Target groups 

- Do you think you can use buzz-marketing for all target groups  

- For which target groups will it work an for which not? 

 

Products 

- Do you think buzz-marketing can be used for all products? 

- For which products will it work and for which not? 

 

Final questions 

- Can we use the brand name in our final report? 

- Do you want to receive a copy of our final report? 
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Appendix 2 

 

INTERVIEW QUESTIONS – Expert 

 

Name:       Position:     

 

- What are the reasons to start buzz marketing activities in the first place? 

 

Tools and Methods 

- What specific buzz marketing methods/tools are frequently used? 

- Why do companies choose buzz marketing instead of conventional marketing tools? 

- What other advertising or media strategies are mostly used to support buzz marketing? 

- Would you use these strategies before, during or after a buzz marketing campaign? 

 

- Which buzz marketing tools are most useful generally? 

o The use of network hubs/evangelists o Take people ‘behind the scenes 

o Seeding o Events 

o Use scarcity or mystery o Street teams 

o Announcements by celebrities o Giving your brand personality 

o Pass it on tools o Other:  

 

Marketing Goals 

- What marketing goals are usually set for buzz marketing activities? 

- Which of those marketing goals are best achieved with buzz marketing? 

- How do you measure the results? 

- How long does it take before results of the campaign are noticed? 

- How are the results compared to those of ‘traditional’ advertising? 

- Which goals can be best achieved with a buzz-marketing campaign? 

o Brand exposure o New product awareness 

o Creation of sales o Customer education 

o Creation of brand loyalty o Enlargement of market share 

o Positioning of the brand o Other: 

 

Target Groups 

- Do you think that all target groups can be reached through buzz marketing? 

- What target group is most sensible for word-of-mouth or buzz, and why? 

 

Products 

- For what products is buzz marketing mostly used? 

- Which products are most sensible for word-of-mouth or buzz, and why? 
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Ground Rules 

- What are the factors of success / failure of a buzz marketing activity? 

- What do you think of the future of buzz marketing? 

- Do you think buzz marketing can be used as frequent as traditional marketing?  

- Do you think consumers become less sensible for buzz if it is used as a marketing tool?  

- What do you think is the secret of buzz marketing? 

 

Final questions 

- Do you want to receive a copy of our final report? 
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Appendix 3 

 

Research proposal - March 17, 2005 

Prepared by: Anneke Loeffen  aln04005@student.mdh.se 073 - 24 77 456 

 Leon Oosterwijk  lok04001@student.mdh.se 073 - 72 678 56 

 

Introduction 

We are two master students from Mälardalen University in Västerås, Sweden. As a part of our Master program; International 

Marketing, we will write our master thesis in the period from March till May 2005. One of the issues that we found interesting 

was the fairly new phenomenon of buzz marketing which eventually made it as the topic for our master thesis. 

 

Background and Definition 

Rosen the author of the Anatomy of buzz claims that the impact of ‘traditional’ advertising seems to be decreasing because 

of the information overload experienced by consumers. Advertising experts estimate that each consumer may be exposed to 

more than fifteen hundred ads every day. Many consumers therefore, filter out most messages they are exposed to by the 

mass media. They do, however, listen to their friends. 

Word of mouth marketing seems an appropriate tool to avoid advertising clutter. Characteristics of word-of-mouth are that 

it is reliable, well segmented, easily spread, personal and face to face. Ways of generating word-of-mouth receive more 

and more attention from marketing managers. The term buzz marketing is frequently used and seems an appropriate 

substitute or addition to conventional marketing activities. Buzz marketing can be defined as a manufactured marketing 

initiative that is intended to capture people’s attention and create word of mouth. 

 

Problem Statement 

Buzz marketing is an interesting tool for companies that see the unsatisfying or even “negative” effects of the current 

advertisement clutter. Therefore marketing managers are looking for new ways to capture consumers’ attention. There 

already exists a reasonable amount of literature on the topic of buzz marketing, the emphasis lies mainly on the explanation 

of the phenomenon. However, some managers argue that there is not enough research done to serve practical purposes. 

Managers want to know how and what kind of buzz marketing tool they should use to achieve their marketing goals. 

 

What buzz marketing tools can a company use to achieve different marketing goals? 
Purpose                  To make it 

easier for companies to add buzz marketing to their marketing activities. It should also contribute to a more effective way to 

achieve goals. With the results of our research a company will for example be able to find out which tools will create brand 

awareness and which will be more useful to boost sales. 

 

Our research 

To make this research successful we need to get a full understanding of how buzz marketing works. This will be achieved by 

the analysis of a number of practical buzz marketing cases. We would like to involve (company name) in our research, 

because of your valuable knowledge from experiences with buzz marketing activities. In specific we would like to conduct an 

interview with a manager from either department of: marketing or marketing communication, who is knowledgeable in the 
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field of buzz marketing. The interviews will be held by telephone in week 15, 16 and 17. A benefit for (company name) to 

collaborate in this research, is getting a better understanding of how to use buzz marketing to achieve competitive 

advantages in the future.  

Appendix 4 
 

Complete list of interviews – 11 case studies 

 

 

Complete List of expert interviews  

 
INTERVIEWEE COMPANY POSITION MODE DATE & TIME 

Michael Leifer 
E-mail: 
michael@guerillapr.com 

GuerillaPR Inc., USA 
Agency in Alternative 
Media & Marketing 

CEO 
Telephone  
interview 
 

20 April 
23:00-24:00 

Bart van der Aa 
E-mail: 
bart.vanderaa@icemedia.nl 

Icemedia, NL              
Agency in alter-native 
marketing concepts  

Founder & 
Chief Creative 
Officer  

Telephone 
interview 

22 April 
15:00-16:00 

 

COMPANY CASE INTERVIEWEE POSITION MODE DATE & TIME 

Singelringen 
Sweden Singelringen Johan Wahlbäck Founder 

Personal 
interview 
Stockholm 

 
21 April 
13:30-15:00 

Kronan 
Sweden Kronan Bicycles Johan Wahlbäck Founder 

Personal 
interview 
Stockholm 

 
21 April 
13:30-15:00 

Icemedia 
Holland Axe Deodorant Bart van der Aa 

Founder & Chief 
Creative Officer 
ICEMEDIA 

Telephone 
interview 

 
22 April 
15:00-16:00 

Icemedia 
Holland Cosmo Girl Bart van der Aa 

Founder & Chief 
Creative Officer 
ICEMEDIA 

Telephone 
interview 

 
22 April 
15:00-16:00 

Burger King 
USA 

The Subservient 
Chicken 

Steve Sapka 
 

Manager Agency 
Communications 
Crispin Porter + 
Bogusky (agency 
responsible for 
the campaign) 

Merely case 
study + email 
communication 

N/A 

Sony 
Ericsson 
USA 

SonyEricsson 
reps. 

Nicky Csellak-
Cleays 

Manager 
Marketing-
communications 

Telephone 
interview 

 
27 April 
16:00-17:00 

Volvo cars 
Sweden 

S40 - Dalarö 
Campaign Tim Ellis Brand Manager 

Volvo 

Merely case 
study + email 
communication 

23 April 
13:00-14:00 

Bloomsbury 
Publ. Plc 
UK 

Harry Potter 
Books Lucy Holden Press 

Communicator 

Merely case 
study + email 
contact 

11 May 
17:00-17:20 

Ford 
Sweden The Evil Ford Ka Nils Lekeberg Brand Manager 

Ford Sweden 
Telephone 
interview 

3 May 
09:00-10:00 

Diesel Sweden Diesel Åsa Pettersson Marketing 
Manager Diesel 

Telephone 
interview 

3 May 
15:00-16:00 

Horn Abbot 
Ltd. Trivial Pursuit N/A N/A Merely case 

study N/A 


