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Viral Marketing & Web 2.0
… Chances for Trolleybus Marketing?
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� Digital natives - the next generation of customers!
� Web 2.0 – new prospects for marketing!
� Viral Marketing & Co – spreading word-to-mouth!
� Conclusion
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Generations Birth Years Ages in 2011

Silent Generation  1925 - 1945 85 - 66

Baby Boomers  1946 – 1964 65 - 47

Generation X 1965 - 1981 46 - 30 

Net Generation 1982 - 1993 29 - 18

Digital Natives 1994 - 17 -
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.

Digital natives – who are they?
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Digital Immigrants
A digital immigrant is an individual who was born before the existence 

of digital technology and adopted it to some extent later in their life.

Source: Wikipedia
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Digital natives – who are they?

Digital natives:

• 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
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Source: Wikipedia
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Digital natives – what do they want?
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Source: Youtube

http://www.youtube.com/watch?v=7_zzPBbXjWs
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Digital natives – what do they want?

Personalised, individual information

Source: GfK 2010

My
career

My
friends

My
shopping

My
agenda

My
holiday

My
sports

My
horoscope

My
health

My mobility?
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• 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

… a new mobility behaviour?
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… a new mobility behaviour?
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Bike sharing

(E-)car sharing

mobility sharingElectro scooter

Segway

Bike, pedelec

Development of new combined transport offers 

Micro-Mobility Public Transport Vehicle-Sharing

• Trolleybuses as „backbone“ of transport
chains 

• Micro-Mobility & Vehicle-Sharing to 
complete start & end mile 

Trains, trams, (trolley-) buses …

Source: Spath, IAO, 2011
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Digital natives – how to reach them?
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Provide them their “natural environment” & incentives!
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Digital natives – how to reach them?
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• 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.
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Web 2.0 – what is it?

Source: Wikikpedia
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Web 2.0 means:
• Communicating (Texting, Twitter)
• Socializing & sharing (MySpace Wikis, Youtube, Flickr, 

blogs)
• Buying and selling (eBay)
• Collecting & Archiving (Delicious, Google Doc)
• Creating (Flash)
• Meeting (Skype, ePal, Second Life)
• Coordinating (Wikis, ePal)
• Searching (Google, subscribed search)
• Reporting (camera phones, Youtube)
• Learning (searching, gaming, multi-tasking)
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Web 2.0 – what is it?

Source: Wikipedia
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Web 2.0 – example
• 74 language versions
• German version: 17,6 Mio user
• 71,2% of all 18-24 years old have a Facebook

account

665,000,000 user (April 2011)
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Web 2.0 – example

35 Hours Of Video Material Are 
Uploaded Each Day on YouTube

Source: Wikipedia ( November 2010)
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Web 2.0 – example

• 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.

• 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 
queries per day.

• It is sometimes described as the "SMS of the Internet ".
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Web 2.0 – social media
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Web 2.0 – social media

American author of Socialnomics:
“How Social Media Transforms the Way We Live and Do Business”
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What is it good for:
• To create an image & increase brand awareness
• To attract attention & generate „online-talk“
• To “spread” information about products/ services
• To improve customer relationship  
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Web 2.0 – a marketing tool?

Web 0.5

Web 1.0

Web 2.0

Marketing approach Implementation Communication goal 

Company  focus

Customer  focus

Prosumer focus

Text Factual 
information 

Text & pictures

Multimedia

Information & 
attractiveness 

Attractiveness & 
image
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… become a commercial star!
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… get messages from Barack Obama!
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… create a burger for McDonald‘s!
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… shoot a spot for public transport
promotion!
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Source: http://www.urbanophil.net/index.
php/architektur/strasenbahnstadtentwicklung
-und-design/
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… design a bus/ tram stop for your town!
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Do you want to read or see this about your products or services?
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Web 2.0 – the other side of the coin!
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Web 2.0 – a new complexity!

The classical marketing funnel does not apply to Web 2.0
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Viral marketing – what is it?

• Viral marketing , is referring to a marketing technique that 
uses pre-existing social networks to produce increases in 
brand awareness or to achieve other marketing
objectives through self-
replicating viral processes,
analogous to the spread of 
viruses or computer viruses.

• It 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
text messages.
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Source: Wikipedia
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Viral marketing – examples
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& Co – Guerilla marketing

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

• Typically, guerrilla marketing campaigns are unexpected and 
unconventional, potentially
interactive , and consumers
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 . 
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Source: Wikipedia



This project is implemented through the CENTRAL
EUROPE Programme co-financed by the ERDF29.06.2011TROLLEY Marketing Symposium, Lviv, Ukraine

31

Guerilla marketing – examples
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Guerilla marketing – examples

Advertisement for
security glass
at a bus stop!

Campaign against dumping waste 
at a bus stop!
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Guerilla marketing – flash mobs

• A flash 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
telecommunications, social
media, or viral emails.

• Although the original idea was
apolitical, there are now also
designated flash mob actions with
political, economic or marketing
background. 

Source: Wikipedia
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Guerilla marketing – flash mobs
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Conclusion
• 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!
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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


