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What is word of mouth or buzz marketing?

Word-of-mouth marketing encompasses a variety of subcategories, induding
blog, viral, grassroots, cause, influencer and social media nragkas well as
ambassador programs, work with consumer-generated media and more.

Because of the personal nature of the communications between indivithsals,
believed that product information communicated in this way has an agezdfa
credibility, the receiver of word-of-mouth referrals tends todwelithat the
communicator is speaking honestly and is unlikely to have an ulteriorar(o8.
they are not receiving an incentive for their referrals).

Genuine word-of-mouth is achieved by creating products or services twaage
such "buzz" naturally.

There are risks if marketers cut corners!
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Some online word of mouth techniques and terminolog

Astroturfing is a neologism for PR campaigns in dvertising and also politics which
seek to create the impression of being spontaneous, grassroot behavethbenc
reference to the artificial grass, astro turf.

The goal of such a campaign is to disguise the efforts of a pobtic@mmercial
entity as an independent public reaction to some product, service or event

A fake blog (sometimes shortenedflog or referred to as flack blog) is a tool
designed by an advertisement company to promote a product in a fashiorgbhe mi
find on a fan site or in regular blog entries. The purpose of such "l®gs'inspire
viral marketing or create an internet discussion group which genaatteessand
interest in a product disproportionate to the interest a company coulcigenging

the same budget on traditional means of advertising.

A sockpuppetis an online identity used for purposes of deception within an internet
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The Dangers and Risks

*CPRs and the law — now a criminal offence
*CAP Code-self regulation and imminent extension of remitrti@rne

 Damage to reputation of the brand
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The provisions of the Consumer Protection from Unfa Trading
Regulations 2008 (the Regulations) come into for@am 26th May 2008.

Amongst some of the provisions CPRs state it isfeEence to :

“Falsely claim or create the impression that an adveriiselufling an individual sales
person) is not acting for purposes relating to his/her trade, bustnaf$syr profession, or
falsely representing oneself as a consumer.”

This ban has the effect of prohibiting much “buzz” or “word of mouth” acsrag, and
makes it a criminal offence.

It means that advertisers and agencies cannot use consumers to advedisegrfor
instance, through social networking sites, or to create fake blogs pretgtidi blogger
IS a consumer rather than an individual paid by the advertiser, unlessléasfrom the
outset that the individual is being paid by the advertiser or is actingeas t

spokespersan
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Self and co - regulation of Broadcast
and Non Advertising

Major Regulations are contained in:
*CAP Code (non-broadcast including paid for space on the internet)
*BCAP and RACC Codes (broadcast advertising)

The Advertising Standards Agency enforces the Codes and publishes ajndicat
on its website weekly.

In response to government pressure the advertising industry is consubungithr
the Advertising Association and its Digital Media Group to extendeimat rof the
CAP Code to the marketing on the internet.
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RN
talkSPORT
ASA 1089/10534m and Digitsl Radio

Radio station TalkSPORT was censured by the ASAl@Eeing advertising
on football blogs that pretended to be normal lplogtings.

The Advertising Standards Authority (ASA) foundtthamember o
TalkSPORT staff had sent a post on to a numbevaibhll related message
boards that purported to be a normal communicdtmm a fan.

The ads breached CAP Code clauses 7.1 (Misleadnh22.1 (Recognising
marketing communications and identifying marketérs)
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Damage to reputation - FLOGS

McDonald's LincolnFry - a fake blog was discovered, and it generatedflaegative
word of mouth and little participation.

*\WWalmart fake blogger led to huge apologies for failure to be tramgpare

WAL-MARTING

e

sAmerican Express' billboard - a fake blog poster who told readeretk out a
great Amex billboard was found to be an Ogilvy employee; this violatitrusif
resulted in massive negative word of mouth which spread around the world.
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Consumers hate being conned...........

Sony gets ripped for a bogus

PSP blog ..

“Incredibly insulting to the
intelligence of their
customers”










‘Where are the Joneses’ — sponsored by
Ford!




Summary

*Good advertising doesn’t rely on tricking, lyingdr deceiving your
target audience.

*The consumer is smarter than you think, altereatmarketing tactics
must be genuine, authentic and in today’s worlthgparent.

*Today’s interest in brand politics means that gtreng you do will come
under scrutiny from someon:

* Yes involve your consumer in the brand conversaove them the tools
to do so and they will repay you four-fold but banisparent.

*Adverse ASA adjudications or worse sanctions umgsvy CPRs will not
enhance the value of the brand and may end umigagencies liable for
fines and breach of contract.
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