Viral Marketing & Web 2.0

. . . Chances for Trolleybus Marketing?
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Digital natives — who are they? thesErty
Generations Birth Years Alges in 2011
Silent Generation 1925 - 1945 5-66

Digital Natives 994 - 7 -

A digital native is a person for whom digital technologies already existed
when they were born, and hence has grown up with digital technology such
as computers, the Internet, mobile phones and MP3s. Source: Wikipedia
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cbus

Digital natives — who are they? e ety

Digital natives:

e grown up with digital technology

« view digital technology as
ubiquitous & naturally

 use digital technology interactive
& Indvidually

Digital immigrants:

* Not grown up with digital
technolgy

« Adapt themselves to the digital
environment

= consequences on information search,
reception and processing

Source: Wikipedia
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Dlgltal natlves - What dO they Want’? the smart way

http://www.youtube.com/watch?v=7_zzPBbXjWs

YOU TUhE ’ ‘ Suchen \ Kategorien | Video h

What digital natives want from their library
VALATV 7 Videos (¥| Abonnieren

Source: Youtube
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Dlgltal natlves - What dO they Want’? the smart way

Personalised, individual information

-
My mobility?
iy y y
career

My My
friends holiday
My My
shopping horoscope
My
health

Source: GfK 2010
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... a hew mobility behaviour? oy

 more time for media-usage
— 18-21 year-old spend 14,1 hours a week on average online
— 22-25 year-old spend 14,7 hours a week on average online

« declining emotional connection to the car , while other status
symbols are increasingly important (eg. Smart phones)

« assessment of climate change as a big or very big problem of
76% of young people aged between 12 and 25 years — thus:
— 52% want to save energy in everyday life
— 44% want to ride by bike instead of car
 their mobility behaviour is “multimodal:
They use the car, tomorrow the bike, the bus or tram or combinations

of these means of transport, whatever appears as the “optimal way”;

they act on impulse & need therefore information on demand
Quellen: 16. SHELL Jugendstudie, S.104, 178, 183; Bratzel 2010
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a new mobility behaviour? Sbus

the smart way

Development of new combined transport offers

Micro-Mobility Public Transport Vehicle-Sharing

Bike, pedelec B (E-)car sharing

Electro scooter | ® Trolleybuses as ,backbone” of transport | mobility sharing
" Ay chains

* Micro-Mobility & Vehicle-Sharing to f_%%‘%

complete start & end mile

Source: Spath, IAO, 2011
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Digital natives — how to reach them? e sty

Provide them their “natural environment” & incentives!

R
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Digital natives — how to reach them? e sty

SEM Targeting

Social Media

Web-Analyse

Onlinemarketing- ube Usability
Strategie E-Mail- Twitter

Marketing SEO

Flickr  gocial XING Foren

Bookmarks Affiliate-
Chatrooms Meskahng

Onlinemarketing-  wikis
Controlling  website

Blogs

facebook

Social
Networks
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Stru CtU re the smart way

ﬂtl Digital natives - the next generation of customers!
1 Web 2.0 — new prospects for marketing!

1 Viral Marketing & Co — spreading word-to-mouth!
J Conclusion
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Web 2.0 — what is it? Ebus

 The term Web 2.0 is associated with web applications that
facilitate participatory information sharing
Interoperability, user-centered design , and collaboration
on the World Wide Web.

« A Web 2.0 site allows users to interact and collaborate
with each other in a social media dialogue as creators
(prosumers ) of user-generated content (UGC) in a virtual
community, in contrast to websites where users
(consumers) are limited to the passive viewing of content
that was created for them.

 Examples of Web 2.0 include social networking sites
blogs, wikis, video sharing sites, hosted services, web
applications, mashups and folksonomies. Source: Wikikpedia
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Web 2.0 — what is it? Ebus

Web 2.0 means:

 Communicating (Texting, Twitter)

e Socializing & sharing (MySpace Wikis, Youtube, Flickr,
blogs)

 Buying and selling (eBay)

* Collecting & Archiving (Delicious, Google Doc)

e Creating (Flash)

 Meeting (Skype, ePal, Second Life)

e Coordinating (Wikis, ePal)

o Searching (Google, subscribed search)

* Reporting (camera phones, Youtube)

e Learning (searching, gaming, multi-tasking) Source: Wikipedia
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;:cnekbook.com‘s Worldwide Traffic m
Courtry Rank
Web 2.0 — example = | $m".-tjwsy
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* 74 language versions 12 oy
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 German version: 17,6 Mio user s :
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o 71,2% of all 18-24 years old have a Faceboeok 2
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Edit My Profile
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»D Messages (1.796 Simon Smyth, Tamara Downer and Patrick Sullivan joined the

() Bwenes (3¢ group Paradise 45 B Beigum 2
{8) Protos [81] about an hour ago - join this Croup Bl Hong Kong 2
&l\ Friends () = Greece 2
A Simon Boi Nice to see so many familiar faces and friends last = Od 2

4 Ta!]ev the main room was like an oven all night -
ndably made it really hard work for people to stay inside = Austria 2
Facebook.com terrace was overflowing. The guys all did the business B Swmden 2

k's a shame we couldn't take the party outside. Need to
Most popular site on the web e e, :
yn - Comment - Like B Switzerdand 2
665,000,000 user (April 2011) land 6 others bke this., be CZecn Repuoic 2
Tttt T bmments & Agena z
3 X ¥ [ Bangladesh 2
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Web 2.0 — example it

Source: Wikipedia ( November 2010

N APE ]

! EUR_GQPE DEVELOPMENT FUND
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EUROPE Programme co-financed by the ERDF

TROLLEY Marketing Symposium, Lviv, Ukraine 29.06.2011

Promoting electric public transport



Web 2.0 — example EEE&

o Twitter Is a website, which offers a
social networking and microblogging
service, enabling its users to send and
read messages called tweets.

 Tweets are text-based posts of up to 140 characters
displayed on the user's profile page.

o Twitter was launched in July 2006. Since then Twitter
has gained popularity worldwide and is estimated to
have 200 million users (March 2011), generating 190
million tweets a day and handling over 1.6 billion search
gueries per day.

e [tis sometimes described as the "SMS of the Internet ".
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Web 2.0 — soclal media {ha st by

GaI'yS SOCIal Medla Count To search, type and hit enter

I
0
I
¥
T
m

B Recommend * 3K SUN &I ‘*397 Share 417 3,142 G e m n Yoo 0T

Gary Hayes' SOCIAL MEDIA COUNTS Jan 2011
In the last 5 seconds 3 Follow | @GaryPHayes - 18.7K followers

there have been... m
47,637 comments made on Facebook

3 hours uploaded onto YouTube

5,833 tweets sent on TW|tter
129,630 videos watched on YouTube
1.102 iPhone apps downloaded

25,571 minutes of calls on Skype

54 new members join Facebook

3 1 made from global moblle messagmg and data
4 iPads sold
6 new members on Linkedin
58 new blog posts published
129,630 searches made on Google
19,000,507 emails sent globally

™, CENTRAL EUROPEAN UNION
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Web 2.0 — soclal media {ha st by

“We don’t have a choice on
whether we DO social media,

the question is
how well we DO it.”’

— Erik Qualman

American author of Socialnomics:
“How Social Media Transforms the Way We Live and Do Business”
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Web 2.0 — a marketing tool? EEH&

What is it good for:

 To create an image & increase brand awareness
e To attract attention & generate ,online-talk"

« To “spread” information about products/ services
 To improve customer relationship

Marketing approach Implementation Communication goal
Company focus Text , Factual
Web 0.5 ' information
Customer focus Text & pictures Information &
Web 1.0 attractiveness l

- Prosumer focus Multimedia Attractiveness &
Web 2.0 Kﬁ % | image

ro [ [E‘ f“}'éﬁ".':‘é#é
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... become a commercial star! {ha st by

CLICKON THE BUTTON ABOVE TO ‘LIKE’' BMW.

IT°’S ALL ABOUT CHARACTER.

ONE ORIGIN. TWO ORIGINALS.

Sheer
Driving Pleasure

We searched the globe for a pair siblings to feature in our campaign ONE
ORIGIN. TWO ORIGINALS. A pair who, despite coming from the same
family, have totally different personalities. Here's an exclusive look into
what went on behind the scenes. Here you will find out more about the
applicants and the casting.

B wal

i info

Photos

@ Passenger Seat
B 0riginals

49 ONE ORIGIN. TWO
ORIGINALS.

& svw v
%A video

More ~

About

Welcome to the official BMW = —
Facebook page! http:/fj.mp P ) | 0:00/057 oI (T Tube I
/BMW _Imprint

5.999.957 Create your original film |
’ ’
people like this \ You've got character, you can see it in your s ERDr

n
b
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get messages from Barack Obama! 5o

" Firefox > | 3 Barack Obama (BARACKOBAMA) auf T... | +

€= 9 | ¥ http://twitter.com/#//BARACKOBAMA v~ C", - twitter
A —
e’ ~ | O obama twitter - & - @ E-3- - -

twitter¥  suchen Q Hast Du bereits ein Konto? Einloggen

Barack Obama Folge Barack Obama auf Twitter

@BarackObama Washington, DC Verpasse keine Updates von Barack
This account is run by #0Obamazo012 campaign staff. Obama. Melde dich heute an und folge
Tweets from the President are signed -BO. deinen Interessen!
http://www.barackobama.com

Anmelden »
[+ Folgen %)) Text follow BarackObama to your carrier's shortcode

Fragst du dich, wie Barack Obama Twitter

Updates Favoriten  Following Follower  Listen nutzt?

BarackObama Earack Oba | Entdecke, wem @BarackObama folgt
Thanks for all the DmnerWuthBarack ideas. Don't miss your
chance to join the President for dinner: OFA BO/XZ51qg8

25 Juni

Bl Uber @BarackObama
NPO_Elizabeth Elizavetn Ca 43 von BarackOba
#DinnerWithBarack I'd discuss how nonprofuts can bame our biggest 1.387 695.244 8.842.273 146.796
problems and provide jobs. And inspiring my gen. to join the sector. Tweets  Following Follower Gelistet

Uber uns Hife Blog Handy Status Jobs AGB Sicherheit

BarackObama | Inserenten Unternehmen Medien Entwickier Quellen
RT @LaDeeBug8: ‘dlnnenwthbarack would be fascinating. | would © 2011 Twitter

probably ask him more about his time as a community organizer
#inspiring

BARACKOBAMA.COM z ® I z
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... Create a burger for McDonald's! (i

LQEHL&%I McDonald's l +

=N,

& http://www.mcdonalds.de/mein_burger/index.cfm - -" ~ yout ube mc donalds

o,
@_’ ~ | O youtube mc donalds SEARCH ~ | E}]- - .,,m - i] - . - lebY| ~ -




shoqt a spot for public transport Ebus
prOmOthnl the smart way

DIE JURY
EiHSTEiEEH VIDEOWETTBEWERB: ”EIN STEIGEN BITTE” Unter allen eingereichten Clips wahlt eine Jury aus

k Fimemachern, Politikern und Vertretern des VDV die
B!TTE Es ist soweit: Die Sieger des groRen Videowettbewerbs ,Einsteigen bitte — Wahlwerbespots drei besten Beitrige aus.

e E fur Busse und Bahnen® des Verbands Deutscher Verkehrsunternehmen e. V. (VDV) stehen

WAKLWER

fest. Oliver Rossol konnte mit seinem Spot ,Tram-Erleben* die Jury iberzeugen und wurde

zum Sieger gekurt. Er kann sich nun auf ein Wochenende in Berlin mit Blick hinter die Kulissen
von Bahn TV freuen. Den zweiten Platz belegten Time Albrecht und Lennart Kreienhop mit T
inrer Einreichung ,Unsere Tickets sind gunstiger®, die sie sich ab jetzt auf einem neuen Sharp

LCD-Fernseher ansehen kdnnen. Auf den dritten Platz des Siegertreppchens schafften es

Leonia Wade und Taryn Knerr mit ihrem Videoclip .Happy Tram Man®. Als Siegerpreis erhalten

sie einen brandneuen Camcorder fur zukunftige Videodrehs. Die drei Siegerspots konnt ihr

euch weiter unten auf dieser Seite anschauen. ’ v\ =

)

-

D~
-

i -

&, y
Wahlwerbespots fir Busse und Bahnen HESI R Bgerf_eltz i SR
Bundesgeschaftsfuhrer der FDP
und als solcher fur Strategie,
Organisation und
Kampagnenplanung der Partei
verantwortlich. Er ist auRerdem
Vizeprasident a. D. der
Bundeszentrale fur poltische
Bildung.

Ob Klimaschutz, sicheres und komfortables Reisen oder gunstige Mobiltat - Bus und Bahnfans bewiesen ihr Gespur fir

Regie und Kamera und fingen kreativ die vielfdltigen Vorteile von Bussen und Bahnen in kurzen Videospots ein. Eine Jury
aus Filmemachern, Politikern und Vertretern des VDV wahite unter allen eingereichten Clips nun die drei Gewinnerspots

aus. Die Internet-Nutzer hatten ebenfalls die Moglichkeit, die Sieger mitzubestimmen.

Die besten zehn Wahlwerbespots fir Busse und Bahnen gehen jetzt an die politischen Entscheidungstrager Deutschiands.
Sie sollen zeigen, warum taglich 28 Milionen Fahrgaste den Offentichen Personennahverkehr (OPNV) waéhlen und wie
wichtig eine gesicherte Finanzierung von Bussen und Bahnen fur die Mobilitat in Deutschiand ist

DIE GEWINNER
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... design a bus/ tram stop for your town! 5500

| PUTITHE BALLY =
STINTHERET, o

;‘f-

Source: http://www.urbanophil.net/index.
php/architektur/strasenbahnstadtentwicklung
-und-design/

S CENTRAL EUROPEAN UNION
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Web 2.0 — the other side of the coin! EEH&

Do you want to read or see this about your products or services?

The Most Reckless Bus Driver Ever!

Emily Griffiths // Jeff and Jer Showgram > star: (3)
4 star: (1)
3 star: (1)

0 comments & print
3 Tweet 0
Bike 111

Filed Under: bus, school bus,
driver

Click here to watch

™, CENTRAL
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Web 2.0 - a. neW COmpleXIty' the smart way

Competitive
alternatives

Buyers

Recommendations User-generated
from friends content

[ / €. EOROPE e
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Stru CtU re the smart way

ﬂtl Digital natives - the next generation of customers!
QZI Web 2.0 — new prospects for marketing!

- Viral Marketing & Co — spreading word-to-mouth!
J Conclusion

TROLLEY Marketing Symposium, Lviv, Ukraine  29.06.2011 il



cbus

Viral marketing — what is it? it

* Viral marketing , is referring to a marketing technique that
uses pre-existing social networks to produce increases in

brand awareness or to achieve yy Ty [iien) | Katsgoren | Video!
objectives through self- Ronaldinho 0133 — =1

replicating viral processes,
analogous to the spread of
viruses or computer viruses.

* |t can be delivered by word-
of-mouth or enhanced by the
network effects of the Internet.

« Viral marketing may take the
form of video clips, interactive

games, eBooks, images, or G baoe, Q“mf"gw ™ || Weltetiten || 88 1.293.054
text messages. Ronarmo ik iy I

Source: Wikipedia
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Viral marketing — examples ?E'&lﬁ

— N — aa a¥a

1,000,000 pixels ® S1 per pixel ® Own a piece of internet history!

Sc."m,lm G.O”' “ Lukas Popouskil \ 1000 Limited Edition MDHP Poster Prints - Available Now

Unen rxBiIC-nonm. of CRvssBoTICRAIT UND 5105 nOCHIADIN]
Tove gy Fune Veesuwsd nw it rom 1 IC K8y w1
Conalno wir Lusas Posossan

;n GEHT'S ZUR POLOI-PY)

epl ‘nP ltate Me! JB v

XX FIND OUT WHO'S s
suncmﬁ 4YOU

.

‘ How does

B ). d il *
LS WE-E- FREE: HOTELS n

mm grab ya? wide |23
‘xu’ ]

Cory SENTRAL .
- ) Eu&gﬂeﬂg DWFLGPMENT FUND
This project is implemented through the CENTRAL

EUROPE Programme co-financed by the ERDF
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& Co — Guerilla marketing et

« Guerrilla marketing is an unconventional system of promotions
that relies on time, energy and imagination rather than a big
marketing budget.

o Typically, guerrilla marketing campaigns are unexpected and
unconventional, potentially 'R SR M s RO
interactive , and consumers B o N
are targeted in unexpected
places.

* The objective of guerrilla
marketing is to create a
unique, engaging & thought
-provoking concept
to generate word-of-mouth,
and consequently turn viral .

Source: Wikipedia
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Guerilla marketing — examples it

f—X 41
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Guerilla marketing — examples it

Campaign against dumping waste
at a bus stop!

Advertisement for_
security glass
at a bus stop!

(’—‘ ""‘ CENTRAL UROPEAN UNION
< EUROPE
' COOPIRATING DR SUCEISS.
This project is implemented through the CENTRAL
EUROPE ramme
Promoting electric public transport

Prog me co-financed by the ERDF
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Guerilla marketing — flash mobs Lesaseriney

« Aflash mob is a group of people who assemble suddenly in a
public place , perform an unusual and sometimes seemingly
pointless act for a brief time , then disperse, often for the
purposes of entertainment and/or satire.

* Flash mobs are organized via (1 Tube
telecom mu nlCatIOnS, SOClaI Michael Jackson Danc? Tribute - STOCKHOLM flashmob - Teaser [HQ]
media, or viral emails. A

’ A|th(_)l_,lgh the O”gmal idea was In the spirit of Michael Jackson,
apolitical, there are now also we encourage all cities in the world

to do the same.

designated flash mob actions with
political, economic or marketing
background.

Beat It! / BOUNCE

www.bounce.nu

Il 4| 1:05/109 ® %0 | P52

Source: Wikipedia bMagich &9 | < Hinzufigenzu ~  Weiterleiten | 245.734
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Guerilla marketing — flash mobs chus

the smart way

N
You TUhe flashmob bus driver

Suchen Kategorien | Video |

Mukhtars Fedselsdag - Flash Mob - Bedre Bustur

bybirdKadaver 5 Videos ¥ Abonnieren

¢b Magich 59 4 Hinzufiigenzu ¥  Weiterleiten RS

3.122.274
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Stru CtU re the smart way

ﬂtl Digital natives - the next generation of customers!
QZI Web 2.0 — new prospects for marketing!

gll Viral Marketing & Co — spreading word-to-mouth!
J Conclusion
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Conclusion {ha st by

* In 2020 the net generation and digital natives will represent
approx. 50% of potential customers of public transport.

 Web 2.0, social media, viral marketing & Co are
communication channels to reach these customers.

* Interaction and relationship marketing will have an even
greater relevance in the future. Social media connects people,
messages and facilitates interaction.

* Only to rely on the Internet, is the wrong way, it needs cross-
media approaches.

 The principle of a centralized “transmitter” is outdated. Anyone
can be an author. Consumers become “prosumers’!

 The relevance of content is crucial to the success: provide
benefit, convenience and entertainment!

TROLLEY Marketing Symposium, Lviv, Ukraine  29.06.2011



cbus

the smart way

Thank you for your attention!

www.trolley-project.eu

Wolfgang Backhaus

RUPPRECHT CONSULT Forschung & Beratung GmbH
w.backhaus@rupprecht-consult.eu

tel +49 221 60 60 55 19
mobile +49 173 311 56 72

™, CENTRAL EUROPEAN UNION
ro[ [e ,»Eunovs -i
TROLLEY Marketing Symposium, Lviv, Ukraine  29.06.2011 kil PE Programme co-fianced by the ERDF



