


UGC, CGC, CGM, Social Media…

What the @#$%! is all this stuff anyway...

and why do we care?
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What is it?

Online applications,

platforms and

media which aim

to facilitate

interaction,

collaboration, and

sharing of content.

Pow er to the People / Social M edia Tracker / Wave 3

04/14/08

• Blogs

• Message boards

• Chat rooms

• Opinion sites

• Photo sharing

• Video sharing

• Texting

• Online Communities

• Social Networks

• Microblogs



How does it fit?

Traditional
Survey

Research

Ethno-
graphics

Focus
Groups

Voice 
of the 

Customer
(VOC)

Mystery
Shopping

and Audits

CGC, CGM,
Social Media



Why should we care?
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• A Large and Growing Population
– Over 180 million people currently maintain a blog

– Over 40% of us read blogs

– Over 120 thousand blogs are created every day

• Access to Desirable Consumers
– 74% with college degrees

– 42% have graduate degrees

– Roughly 80% of bloggers are personal bloggers
NOT corporate/professional bloggers

• Access to a diverse audience
– 58% over age of 35

– 19% English-speaking Hispanic

– 51% of household incomes > $75K

• Sharing Opinions and Ideas
– Unaided, natural conversations

– Rich in content:  products, services, challenges,
needs

• In Real Time
– There are 900,000 new blog posts every day



“I need to…

• Start blogging!

• Seed those message boards!

• Send some influencers my new products!

• Find unhappy customers, make them feel better!

• Get consumers to create my ads for me!

… right!?!”

“I don’t want to miss the boat…”



Be careful:

• The blogosphere doesn’t like being manipulated:

“FLOG” campaign

Engaging = Swimming with Sharks

“Wal-Mart's strategy to repair its
 public image through

the blogosphere has resoundingly backfired.

News like this makes the company sound sneaky and

underhanded, out to launch the equivalent of a

corporate propaganda campaign, which of course fire
s

up Wal-Mart's detractors even more.”

http://www.fool.com/investing/general/2006/03/07/walmarts-blogging-blunder.aspx



Be careful:

• Big companies tend to act like…big companies

“Bold Moves” Campaign

Engaging = Swimming with Sharks

“Just making videos to say you are bold, doesn't

make you bold.

Buying ads on blogs doesn't make you bold, Actually

launching a series of blogs makes you bold.”

http://www.webinknow.com/2006/09/ford_bold_moves.html

“I'm not sure how to feel about this one. Ford is saying

they're making BOLD MOVES, but where's the

substance to back it up?
Look at Hyundai, a company that's truly made a HUGE

turnaround over the last few years, building great cars

that are kicking butt on safety and reliability, and look

good. Hyundai is making bold moves and letting the

results speak for themselves.”http://www.randomculture.com/random_culture//ford_bold_moves.html



Be careful:

• Once it’s out there, you can’t take it back

Chevy Tahoe Apprentice Campaign

Engaging = Swimming with Sharks



• What are consumers saying?

• What’s working?

• What’s not working?

• What’s happening

• What’s going to happen?

Listen and learn first



What’s working?

Most Advocated Automotive Solutions to Sustainability Concerns

Positive Sentiment

31%

54%

54%

59%

64%

68%

86%

88%

Ethanol and Biofuel

Legislation and Tax

Reduction (Driving)

Green Design

Technology

Alternative and

Renewable Energies

Awareness

Efficiency



What’s NOT working?

Brands, Buzz and Sentiment

Auto Brands and Sustainability
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What’s NOT working?

12 brands are

part of the

discussion

30+ brands

aren’t…

Brands, Buzz and Sentiment

3 Brands

5 Brands

1 Brand

3 Brands

Auto Brands and Sustainability
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What’s happening?
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What’s happening?

2007: Debating the Issue 2008: Debating the Solution

56% 62%



What’s going to happen?
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What’s going to happen?
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What’s going to happen?
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How can we not listen.


