


Definitions of CGM concepts
One important first step is to understand CGM’s various forms.

Blogs. The majority of today's blogs are rich, unaided first-person narratives across
a host of topics. Though consumers rarely dedicate blogs to brands, brand experiences
are definitely posted on blogs.

Message boards and forums. These are industry or interest - focused sites that draw
consumers based on a particular product, specialty, or niche. Active participants tend
to be people who have experienced the products or issue in question (speakers). Buyers
tend to be the listeners (seekers).

Review/Rating sites. There are far fewer CGM "impressions" in this venue, but the
reach and effect are enormous, especially in regard to consumer purchase behavior.
Reviews are typically grounded in relevant experience.
Amazon and eBay fall into this category. Ratings add an important quantitative
dimension.

Clubs or groups. These are highly focused, often
specialized sites where enthusiasts congregate around
a single issue, product, or item. Although membership
is usually low; many such groups exist. Groups can
range from celebrity fan clubs to stamp collectors sites
to automobile owners sites to book clubs.

Direct company feedback. This is a critical,
often overlooked form of CGM which is targeted
directly at companies. However, consumers who
exercise this channel generally offer their feelings
across different platforms.
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Moblogs, photo sharing, and tagging. Moblogs are mobile-enabled blogs
that let users post photos from anywhere. Tagging also makes searching,
organizing and indexing on search engines easy. Camera phones
play a huge role in moblog growth. Flickr and Photobucket are
some of the more popular photosharing sites.

Vlogs/personal videos. Vlogs are basically video-based journals,
almost like reality TV online where people post commentaries,
introduce new ideas, thoughts etc. One of our favorites is
Rocketboom.  YouTube is one of the most popular video
sharing sites.  However, there is also Google Video,
MSN Video, Myspace Video etc.

Podcasting, is a form of CGM. Consumers/artists/influencers
create their own broadcasts and make them available for
others. Hello Mr Brown.

Power of CGM
When the Tsunami hit the year before last, we learned the hard way - in vivid colour
and multimedia - that the internet is fundamentally changing our lives, especially in
how we create and absorb information through CGM sites.

They brought the power of the first-person testimonial to a level that almost trivialized
traditional media.

CGM has returned the power to the consumer through transparency, ease of
communication and proliferation of ideas.  It is also here to stay and if companies are
going to prosper they are going to have to consider CGM in their marketing mix and
also as a method of understanding consumer needs.  They are going to have to accept
that all content online, whether positive or negative, is feedback and needs to be
acknowledged and dealt with appropriately.

CGM MEDIA
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http://www.flickr.com/
http://www.youtube.com/
http://www.mrbrown.com/
http://video.google.com/
http://video.msn.com/
http://www.myspace.com/
http://www.photobucket.com/
http://www.rocketboom.com/


In order to benefit from CGM, marketers and companies will have to change their mindsets.
 The new consumer likes to be heard and appreciates companies that actually heed their
advice, communicate with them and make efforts to roll out better products and services.
Also, it is a great method of finding out the negative buzz about products/services and
then address it quickly before it becomes a problem.

There are 4 basic methods in which you can drive business results using social marketing.

1)   Monitoring – This allows businesses to see the views of its customers on its products
and services.  If there are negative postings, these can be handled and problems can be
nipped in the bud.  Companies will be seen as being proactive and open, a trait that is
appreciated in the age of scandals like that of Enron and Ernst & Young.  It also gives
valuable insight on deciphering competition, changing preferences and trends as well as
knowledge of consumer desires for new products.

2)   Measurement - CGM leaves a digital trail. It's highly measurable, allowing advertisers
to gauge brand equity, reputation, and message effectiveness in real time. One can use web
statistics, to actually see how people arrive at your site, where they go, how long they stay
and then determine where to increase one’s presence.  Segmentation is easily achieved and
so is our ability to access our target audience. Advertisers must take accountability for the
scope and effect of such media and use it to make more-informed decisions.

3)   Discovery – This is a form of R&D.  Basically the buzz on the CGM sites allows
companies to decipher the demands of consumers and act on them.  Also, it will allow
them to discover information on their competition.

4)   Engagement – Companies now have a tool to engage customers and actually have
dialogue with them – stay top of mind.  It also allows them to influence consumer decisions.

How should marketers internalize all this as they think about interacting with consumers
who now listen to, observe, and record just about everything?

How can marketers benefit
from CGM?
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This is the age of transparency. Our world is becoming more transparent. The
blog-enabled "Web recorder" archives real-time experiences and narratives. This
includes experiences with products and services.

Stories are fluid in the CGM age. A first-person experience often expresses a need, and
individuals' narratives build upon it and take it in new directions. Marketers can aim
to lead conversations; however, they have to be real.

A picture's worth a thousand words. We now live in a rich-media, consumer-controlled
surveillance culture. It's time to start thinking more about the power of consumer-
generated multimedia (CGM2) – like Youtube, Flickr, etc.  Consider the company
Blendtec who started the innovative “Will it Blend” videos to basically show the power
of their blenders.  Outrageous objects like iPods, bolts etc are blended and the videos
are posted all over the World Wide Web.  The buzz is on.

All experience is local, even if it's global. How can you not feel more connected when
seeing an immediate photo, hearing an emotion-laced podcast, or reading a first-person
testimonial? Like it or not, the Web accelerates our thinking about global communication
and issues.  Think about the “Light A Million Candles” viral campaign.  The clarity,
global implications and urgency with which the campaigns message was distributed
using blogs, online videos etc made the campaign a resounding success.

Real-time collaboration is here. Blogs are more than billboards or diaries. They are a
foundation for real-time collaboration. They're a better, faster, cheaper organizing
platform and principle. It is a powerful tool that expands our knowledge base.  Look
at the power of Open Source which gains a lot of ideas and contributions thanks to
contributions and forums.  Consider the speed with which Jose Avila’s Fed Ex furniture
got instant notoriety and him a law suit.

Some Key Takeaways
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http://www.youtube.com/
http://www.flickr.com/
http://www.blendtec.com/
http://www.youtube.com/watch?v=NA2h5Gog8_g
http://www.opensource.org/
http://www.fedexfurniture.com/


We are in an age where the consumer demands power and reciprocity in order
to remain loyal to a company/brand; especially when the decision that they are facing
has high opportunity costs to them.

Companies need to be more aware of what people are saying about their products/services
and react to these changes.  If nothing else, at least acknowledge the buzz.

Follow the digital trail and analyze the data to decipher what is driving clients to you.
Advertise and be present in the locations that your clients are.

Constantly change your marketing mix and focus to follow the changing trends.  The
internet is a rapidly metamorphing beast and has to be monitored closely.

Key Insights for Marketers

Ultimately awareness (talk) leads to enquiry (traffic) which leads to sales (profits).
Consumers are dictating the terms of media reach, frequency, and impact. We must stay
on top of this.

Increasingly, we live in a consumer-controlled surveillance society, and CGM is the currency.

PS: Found this newsletter informative and useful? Email us with your comments, questions
or other topics you would like covered at info@8rewardsroad.com
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