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THE SUMMARY IN BRIEF

All it takesis abroadbad connetion, a laptopandmaybeacell phoneto
create the “nextbig thing” tha spreadslike wildfire, becaus today’s Web-
based publishingplatform of sodal media has become a dominantforcein
shaing culture and ideas

Socid mediadegribesthe paticipaive, “denocratized” nature of the
Internet where informationflows not justfrom sites to use's but from usersto
sites and to otherusers Socid media hascircumvented traditiond meda,
changel sodal dynamics and pop culture and hijacked companies’ abilitiesto
manageher reputations

But only a handful of uses — citizen marketers — use social mediato
exert significant culturalinfluence Who are thes people? They are often
youngand compute savvy andthey usesodal mediato demondrate their alle-
gianceto abrand,idea or produd. Theyarenot confined by traditional report
ing methals and thuscan collabordively spread information. And they arenot
laborersthey’re hobbyists

Citizen marketershawe credibiity and influencebeausepeople respondo
their authenticity. Theyarecrudal to successful Web sites or grassrats cam
pagnsbeaus theylead othasto adion, and the transpaent nature of their
collaboraton enhances whatcompanies crawe: loyadlty.

The denocraized contentcitizen marketers creae formsa demand-driven
cultureandbusinessmodelsthatrely on whatcusbome's adualy want. This
reduces businessrisk and givescustorrers a stke in the outcome

INTHIS SUMMARY, YOU WILL LEARN:

* Whatsodal mediaisandhow it acceleratesthe spreal of idess.
* Thefour types of citizenmariketers andwhatthey hawe in common.
* Who 1 Percentrs are andwhy they are important to marketing.

* How two of the most populr Web siteshave democratizedthetools of
self-expresson.

* Thethree C’s of working with citizen marketers
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THE COMPLETE SUMMARY: CITIZEN MARKETERS

by Ben McConnell and Jackie Huba

SocialMedials Born

In November 2004, a California man by the nameof
GeageMadersuploadel afile to his personalVeb site
thatwould charge his life andtheworldview of manypec
ple albout the comnvergenceof techndogy, markeing and
popculture. The file was “Tiny Machine,” a60-seondank
maton Magershad spentfive monhscreatirg tha fea
tured asits staranacrobatt iPod, the porteble musicplay-
er from Apple Conputer.Within amonth, “Tiny Machine”
had beenviewedonline morethan 500000times.

“Tiny Machine”arrivedat a pointwhenmillions of
peoge in cubicles schoolsand coffee shopsaroundthe
world werewriting essaystaking photos,creatingani

mations shootng videcs andcovering newsasamateurs.

They wereusng anemergng Web-ba®d publishing
platform called social media— defined asthe sumtotal
of peoplewho createcortent onling aswell asthe peo-
ple who interactwith it or one anothe —thatenabled
peoge to talk, discuss,shareand find newcommunites
of like-mindedpeope. As socialmedia spread andsub
vertedtradional media,it posedfundanentalnewchat
lengesfor companesandbrards accustomedo closely
stage-managingheir reputations.

Maders storyillustratesa fundametal chaaderistic
aboutsocial meda: It exponatially multipliesthe
power of one.A lone persontoday hasa significantly
bette chanceof influenéng other people than before
thearrival of socialmedia. m

Filter s, Fanatics Fadlitators
and Fir ecrackers

Fiona Apple remrdeda collection of new songsin
2003 ard called it Extraordinary Machine Shewasnot
happy with the album andwanedto re-reord the songs
with anew producer. Sony didn’t wantto pay for re-
recording an abum it hadalreadypaid onceto recordand
didn’t like. Discussbnswentbad and forth, but broke
down. Then Freefiona.compoppel up. The Web site was
the work of a 21-year-old mudcian and musicteacher
from Missauri, Dave Muscab. He assemblel 10 asss-
tarts from an existing fan forum, and within afew

months they’d convinced 36,00 peopleto sign a pdition
and orgarized a demonstraion outsde Sony’soffices in
NewYork City. The plan worked: Fredionacom caught
theatention of Rolling Stoneand TheNewYork Times
Not long after, Sany agreedto pay to re-record the album.
In Jaruary 2006, Extraordinary Machinewas certified
gold, mearing it had soldat least 500,000copes.

Citizenmarketers createwhatcould be consdered mar-
keting and advertising cortenton behalfof people, brards
produds or orgarizatiors. Amongthe world of citizen
marketers, Muscdo is a Fanatic.His work falls comfort-
aldy into the middle of thefour F's: Filters, Faratics
Faclitators ard Firecraclers.

Filters

The Filters are human wire savices. They collecttra
ditionalmedia stories bloggersrantsand raves pod
casts or fan creationsabouta spedfic companyor brand
and then packagethis information into a daly or near-
daily stream of links, story summaiesand observabns.
Most Filters maintain a stealy objectivity like tradition
al news wire savices, but some crossover into analyss.

Fanatics

The Fanaicsare true bdieversand evangdists. Their
roles may indudefiltering work, but theylove to ana
lyzethedaiy or weekly progressof a brand,product
organizaton or personand desaibe courses of acion.
Foodis a popula subject for Fandics but enertanment

(continuedon page3)
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Summary: CITIZEN MARKETERS

Filters, Fanatics, Facilitators and Firecrackers
(continued from page 2)

is probablymorepopular. It’s not uncdommonfor
Fanaticsto assumen activistrole, asMuscdo did on
behalf of FionaApple.

Facilitators

Fecilitators arecomrmunity creaors. Ther primary citi-
zen markeer tool is aWeb-basedoulletin boardor commu
nity software. Sanecommuniiesare defactosupport
groups wherecustamersactascdl center technicians.
Same Fadli tata's creae commnunities simply for fansto
conred with other fans.Sone communitiesdo both. Most
Fadlitators are independenbf the companyor product,but
afew havesaught the company’shlessng or approwal.

Firecrackas

Firecrakerstypically attractcongderabe attention
becau® they hawe createda song,animaion, video or
novelty thatgenerates: lot of interest but tendsto die
out quickly asthe creatorsggo on with ther otherwork.
But the Firecrackes illustratethree prindples of ama
teur content in the socialmeda universe: (1) memes—
anideaor custom(suchasa catth-phraseijnteradive
online quiz, or fashion trend)tha penetrdesa culture
viaword of mouthor imitation— canlive indefinitely
ontheWeb; (2) social media networks acceleratethe
sprea of memesand(3) peoplelove to mimic what
enterténs them.

Firecradkersalsoill ustratetwo fundamentd principles
aboutsocid media,especilly within amdeur cultures:
Socid mediasimplifiesword of mouthand fadlitates
collaboraion.

What TheyHave in Common

Whethera Filter, Fanatic,Fecilitator or Firecrader,
thework of citizen markeersis typically definedby
three commonalities:personakxpresion, amataur sta
tusandfreely given content.

A distinct advantgecitizenmarketea's hold over many
traditionalmediais dynamc authority — the authority
fueled by continuousproductize acivity. With citizen-
creaed content peoplearethe mesagebecausether
role aspublishersor broadcasrshoists them abovethe
boundaiestha one-waymeda communicaors have
erecedaroundthemselves.m

The 1 Percenters

As apatch, it's pretty simple: a diamond shapesurround
edby ablueborder,with “1%” enbroideredin themiddle.
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It'swom over the heat by membae's of motorcyde clubs
tha cekelrate thar outlaw status from mangreammotar-
cycle saciety. They call themsdvesthe“1 Pecentrs” The
1 Percentersisanap analogy to desaibe citizen mar-
keters. They too are outlaws of culture.

Howthe 1% Rule Works

Regarchinto the work of citizenmaiketershas produced
the“1% Rule.” Accordingto therule, alout 1 perlcent of the
total number of vistorsto a denocratzedforumwill creae
cortert for it or cortribute cortentto it. Furthemore, it has
beenfoundthatabait 10 percenbf thetotal numberof vis-
itorswill interactwith the contibuted conent

For content creation in the age of sodal media and
amateur culture, the 1% Rule may subvert the 80/20
rule, a guiding rule of thumbfor millionsof managers
aroundthe world. The 80/20 rule posits tha 20 percent
of sonething is typically responsble for 80 percentof
theresults. This meanstha building a solid core of
early-adoping volunteers or contributorsis critical to
creating a suaesdul community-driven Web site, to
laundiing a new produd or to designing a grassroots
campaign. The 1 Pecenters help lead others to acion.

Who the 1 Pacenters Are

Although people who contribute to Wikipeda and
othersitesrelying on amaeur conentare not consid
ered citizen marketers (they're more apt to becaled 1
Perentrs),they share mary comnmondities. Bosbn
Globereporte David Mehegan found the contributors
are generdly in ther 20sand compute savvy “They
are highly educated, intellecudly curious,sociabg,
intereged in many thingsandin findingnewinteress,”
according to Mehegan. More are men than women.

Not al of the content creaorswill havesizeableaudk
ences, influence or alot of naurd talent but many of
themwill work hard at deweloping all three.

This raises two questions: (1) Since the 1 Percenters
are voluntarily produdng work on behaf of acomner-
cia operdion, and tha work incresses the valueof the
opaation, shouldtheyreceive fair compensation like
labores?(2) Who ownsthis collabordive content—
the 1 Pacentrs the hostorganization or both of thent?

For the compensaion quesion, oneanswe is that
they're not laborers. They'rehobbysts. The 1 Pacenters
contribute because it’s fun. And to answe the seond ques-
tion, no one would own the content outright — bath partes
woud — therefore, it is freefor othersto create content on
top of it, or below it. m

For information on whether the 1% Rule applies to your Web site,
go to: http://my.summary.com
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The Democratization
of Everything

As theforcesof democratzation gain strength,they
continuallycompelconpaniesto becomemoretrans
parent,somdimesagansttheir will. Threeseparatesto-
rieson July 23,2004, illustratethis concept.

1. Not long into the 2004basbdl season,parts of
Chicago’shistoricWrigley Field beganto crumble.The
Cubsmack repars to the storied stadium without telling
arnyone As concretecrumbled, word spread quickly and
loudly amongWeb sites,blogsandcompeing media
Waiting weeks to acknowkdgewhat was being sad
online andoff-line, the Cubssimply fueled the ques-
tionsandspeculation. Their hegtancy to adknowledge
the obviouswasa classiccaseof poorinformaion con-
trol and,by extension,imagecontrol.

2. Controlissuesstartleda small but influential soft
warecormpary whosemissionis to democratizepersamal
expressionandthe spreadof information. Six Apart had
beenin bushes nealy threeyears by the summerof
2004. Oneof its productswas Moveale Type, software
that allows people to createblogsandthencommunicate
easiy. In July 2004,Six Apart upse hundred, if not
thousands,of those suppoters by announcinga dramatic
chargein its pricing andlicensng policy.

Obviously, Six Apartis in chaige of its pricing model,
but supportes complainedhatthe voice they'd normally
hadin the companys decisioamakingprocesshadbeen
ignored.Many cusbmersarewilling to voluntee their
time andattenion, buttheywill fight for their statusand
power.

3. Thebipartisan federalcommisson investigating the
9/11 attadks on the United Statesreleasedits final
report, faulting U.S. intelligenceagencies for their sys
temsof secreg/. The commissionsad excessivesecrey
led to “compartrrentalizaion” of records,makingit vir-
tually impossibleto connectthe dotsof a deadly plot.

The Chicago Cubsdiscoveredthatword of mouthis
beingacceleated by Web-basednedia. Six Apart learnad
thatbeing open with customerss a virtue for growth,
but, if takenaway, therepercus®ns canbe panful and
time-consuning.And the 9/11 Commisson saidthelives
of citizers are literally dependet upona democracythat
remans trueto transparency.

Web1.0VerausWeb2.0

If “Web 1.0” wasprimarily one-way communicdion
betweenWeb-site ownerandvisitor, then Web 2.0 is
multiple-way communicatbn amongWeb-ste owner
andvisitor, and visitorswith othervisitors. All of this

4 Soundview Executive Book Summaries®

leadsto atangible, citizen-maketer byproductof Web
2.0imaginations: mashups.

“Maship” is aWebbuzzword to desaibe a hybrid
combination of two or more data saurces that, when
combined, creak a new produc or improve an existing
one.Two of the most prevalert typesare datamastups
andentertainmert masups

Data mashups are typicdly creaed by softwaredevel-
opess who often combine the mapping technologiesof
Yahoo, Google or MSN (all of which have operedtheir
mapping systenms to programmers) with their own data
or daatha’s freely available. Entertainmentmagiups
oftencomefrom free yet capable programsthat allow
everydaypeople to play and“remx” videosor songs
with othervideosand songs

Theriseof citizenmarketersis being fueled by two
distincttechnological realities speedy broadbandcon
nections and affordable digital tools. The pricesfor soft-
ware, audio equipment and digital or video caneras
havedroppel dramatically, enabing millions of people
to bemme more proficientonline-content creators pub-
lishes and broadcasters =

Everyonelsa Publisher;
Everyonels a Broadcager

As Gutenbeag'’s printing pressrevolutionized the
world of the 15th century and theredter, sotoo did
radio and television dramaically alter thelandscapeof
20th-century culture Today, social media are forcing
traditional media to recongder ther dominant, one-way
publishing and broadcaging modds as they struggle to
bridgethe ggp betwveen control and participation.

Blogs

In the begnning, blogswereonlinejournak —the
equivalentof a diary entry. Millions of blogshavesince
been creaed, and they're on the radars of big conpa
nies if notdrawnup in the playbooks;senior executives
from General Motors,Hewlett-Padkard and
Amazon.com blog regubrly and engagein discussions
with everyday people

Jug asGutenbeg’s printing pressdid 600yearsago,
blogsare democaatizing the control of information and
knowledge by diffusing it to a wider swath of people.
Today, knowledgeis bang replicated at ratesbeyondthe
soopeand capability of print. If every bloggeris a pub-
lishe, then every blogis aso a platform —a stagein
themidde of thevirtud piazza. The chdlengenowis to
g€ people to pay attention.

(continuedon pageb)




Summary: CITIZEN MARKETERS

Everyonelsa Publisher;

Everyonelsa Broadcader
(continuedfrom page4)

Podcasts

Podcating makespossibé wha has eludedradiolis-
tenerssincethe dawn of broad@ding: It's an easyway
to subscribeto a showandthenpause rewind or fast-
forward without relying on casette tapes.The FCCis
excludel from reguhtingits content— with a computer
andiTunes,anyonecan be a broalcasta andreachtens
of thousaandsof listenerswithoutthe FCC’s permission.

Nichemarketsarebeing servel in ways meantto
appealto busybusinesspeopl&ho travelwith iPods,
theicon of podasting.Video podads arecousinsto
audiopodcats. Oneof the mod well-known amateur
video podcats is RocketBoom, a daly three-minute
takeon Internetnewsandculture. Producel by a staff
of four, the showhad300,000subscibersafter its first
two years That'smoreviewersthan almostany single
local newscastin America.

RSS

RSSis short for Really Simple Syndication, but the
emergng userfriendly termis feed Blogs,podcasts,dis-

Sx LesonsFrom the YouTube Story

1. YouTube was designed and built with commu-
nity as its founding principle. Features like visitor-
created tags, voting and comments are the social
media tools that democratize involvement.

2. YouTube made sharing content easy. This
gave it credibility with early users and signaled it
wasn’t trying to control the experience or merely
drive users back to its Web site.

3. YouTube was loaded with statistics. That
serves two roles: It is evidence for professional and
amateur analysts to discuss popularity, and it’s a
feedback tool for video creators on their creative or
marketing abilities.

4. YouTube encouraged its users to personalize
their public profile pages. Like MySpace users,
YouTubers can decorate their profiles.

5. YouTube’s user interface was restrained and
simple. That design consideration created a univer-
sally pleasing aesthetic for professionals and ama-
teurs, young and old.

6. YouTube’s search functionality, although not its
strongest point, consistently bested Google Video’s
functionality. YouTube lets visitors sort their research
returns by title, date added, view count and rating.
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cussbn forums, even parts of entire Web sites, like
Amazon.com, are subseibable with RSS.For the credors
of amaeur content, feedsdenpcratize theworlds of pub-
lishing and broadcasting in at lead four distinct ways:

1. Feadsdo not consimeenergy.

2. Feasarefree.

3. Fealsare amostinstantaneous.

4. Fedl subscibers are atangible asd.

MySpaceand YouTube

My Space and YouTubecommandmostof the attention
about sodal media, sogal networksandwhy online com-
munitiesform. The two Web sites hawe denocrdized the
tods of self-expresson. For teenagers, MySpaeis thenev
mall. In July 2006, oneresearch firm sad MySpace had
reaclkeda new plateau: It was themostvisited U.S.Web
site and accounted for 4.5 percent of all U.S. Internet visits.
Google caught My Specefever and signeda deal in the
summer of 2006 to pay MySpace $900million to put
Google's search and advertising sevices onthesite.

WhenYouTube came out of nowhere in Novembe 2005,
launched by two twentysomething entepreneurs above a
pizzaparor in San Mateo, Calif., it became the predomi-
nart online video-sharing site in aboutsix months.
YouTube refleds the leading edgeof social neworks. =

Hobbiesand Altr uism

Thestory of Surgebeganin 1997,when Coca-Coh
laundhedthe beveagewith arazle-dazzle SuperBowl
commerdal. It caughtthe attention of Eric Karkovack,
who wasthen 19 years old. Two years later, Suige lost
its marketing fizz.

By February 2002, mostbottlers had stopped produc
ing it. With the hdp of anothe fellow Suige enthusast
—Avery Lund— Karkovack launched SaveéSurge.og
on Februay 1, 2002.The site features a discussion
forum, recipes lists of whereto find Surgeandform let
tersto send to Coke on behdf of the cause

If you think Karkovad andhis carbonaed bandof
sodaadivists don't fit manstream expectatons of how
people spendtheir free time you're right. Somepeople
might cal them lundic fringe.The grasgootsnatre of
Karkovad’s work may not equd a maketing campagn
in 920,000conveniencestores, but tha’s not the pur-
poseof citizenmarketers Their focusis oftenan
attenpt to transend brand awarenessinto acion by cre-
ating amaeur networks of affi liation. m

For information about what happened to SaveSurge.org,
go to: http://my.summary.com
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The Powa of One

CaseyNeistat purchaseda first-generaion iPodin early
2002. After 18 morths of daily useandafter the warranty
expired, therechageabk lithium-ion batery wouldnt
charge anymore. Apple could fix theiPod, but it would
cost $255 plus a mail-in fee,almog equal to the costof a
newmachne

Neistat’solder brather,Van, also alongime Apple fan,
“thought this wasreally un-Apple.” Sotheycreatel a
stertil thatreal, “iPod’s Unrephaeabk Battery Only
Lads 18 Months” Theyspraypantedthe stencil over
dozers of iPod pogersin NewYork City asVanfilmed
Casy doing it. They posed thevideo — called“iPod’s
Dirty Secr¢’ — to their Web site and notified 30 friends,
who sert it to thar friends.Within six weeks thevideo
hadbeendowrloadedover a milliontimes.

ThenApple caled. Apple hada new batery-replacement
progam For out-of-warrantyiPods,it would replacethe
batery for a$99 fee.(Apple later reduce it to $59.) The
gueilla work of the Neistat brotherspaved theway for
future custoner protess by enploying easy-to-use multi-
mediatools and the inherentword of mouth of socialmedia.

Spreadng Memes

Why do thingsspread?Oneexplandion is the meme,
anideaor customthat penetrate a culture via word of
mout or imitation. Whatmakes the work of citizen
markeersimportantis thatbroadbandand sodal media
tools expeditethe spreadof memes

Orerea®nwhy citizen-creatd memesspreadis thatthey
oftenfollow thefour stagesof successul memerepicaion:

1. Asdmilation. Themene is noticed, unde'stoodand
accepted by someonewho bemmesthe hod of the
mene.

2. Retention. It's embeddedn the memory.

3. Expression.Theideacantake someform, sud as
languagetext, picturesor even in unconsaus
behaior, suchasthe way someonewalks.

4. Tranamission. The hostpassesthe memeonto one
or morepeople.

With thefoundatonsof amemein place whatarethe
mechants of its spreadamong sodal medie?

* Bloggers spreadh storythathasa suprising developmen
* Thestay is fill edwith numerousandconcree details.
» The story docunentsa tangibleform of injustice

» The story reaclesa plateauof recogntion amonga
numbe of well-knownblogs

*» The story reactesa worldwide plateau.
Whenanyonecanbe a conentcredor, publisher,
6
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Finkelstein Versus Comcag

In the summer of 2006, Brian Finkelstein’s
Comcast Internet connection kept dying. A techni-
cian arrived to replace the broadband modem. When
the technician dialed the company’s support line to
activate the replacement modem, he was put on hold
for 90 minutes. While the technician was on hold, he
fell asleep on Finkelstein’s couch. Finkelstein filmed
the technician, posted it to YouTube and mentioned
it on his blog. A month later, the video had been
viewed 750,000 times.

The day after Finkelstein posted his video, a
regional vice president at Comcast called. He was
going to come by with a team of technicians to fix
the problem himself. But it was too late. Google had
captured the story, the outrage and the reaction, and
cataloged it indefinitely.

broadaser or citizen marketer, there’'s boundto be
more stuff to know, morestuf to entertain us.In the
biggerpicture, how do we separde the interesting stuff
from the merely imitative? It is up to the community to
determine wha's interesting. m

How to Democratize Your Business

Jale Nickel and Jacob DeHat have createda model of
demacratizedparticipation thathaspropéled their T-shirt
manufacturing businessto becane a $20million compary
in five yeas. Cudomer-<citizenscreatethe T-shirt desgns
thendisciss the desgnsandvotefor their favoriteson the
compary’s Web site, Threadesscom. T-shirts that make
thecut are thenmarufactueda few weeks later. The com-
munity doesthis on aWeb site thatis part voting booth,
coffeetouse,artgdlery and dorm.

Applied to otherindudries andtheir business models,
the Threalless model of a cdlaborative citizerry could
makeit possible for a compary to createa more reliade
forecasing systemfor chaosy cugomers It coud hdp
idertify alenon befae it becanesanexpensve lenon.
The key isto build acommunitywith a stake in outcomes

Regonding to Citizen Marketers

What inspires citizen marketers to create conenton
behdf of companies, brands produds or pele?
Inspiration, like lightning, is hardto predict. Creaing a
sufficientbrew of persona relevence thatinspresciti-
zen markders or 1 Percentersisthejob of leaderswho
haveanintimate knowledge aboutther cusomers’
motivations desires and habits. With citizen markeers
and 1 Perenters crashing the gaes to create conent

(continued on page7)
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How to Democratize Your Business
(continued from page 6)

aboutcompanies prands produds or people with or
without official approval this leaves companiesvith a
variety of optionsto respndto citizenmarketing attempts:

1. Say nathing privately or puldicly to the people involved.

2. Make behind-the-scenesverturesbut say nothing
publicly.

3. Provideterserecogniion.

4. Encourageeompanyemployeesto partidpate.

5. Threatenor take legalacton.

6. Build programsor communities speificdly for them.

7. Incorporde their ideasor work theminto your pro-
duction system.

Iltems6 and7 prompta quesion: What if acompany
discoversit hascitizen markegersor wantsto build a
communityof them?How to begin?BesdesThrealless,
severdcompaniedawe beenleadingtheway on
democraizing engagyement.The programgypically fall
into the“3 C's” of working with citizen marketers:con
tess, co-cration andconmurnities.

Contests

The moresuccessfutontestghatgenere citizen-
creaed mediainvolve brandsor produds with well-
known historiesard acive fan communites. Here are
severdexamplesof company-gonsore contests
designal to turn everydaypeopleinto citizen marketers.

1. ConverseGallery. The athldic shoenaker invited
its customergo submt 24-secondilms inspired by the
decades-old ChuckTaylor brand. Almostthreemonths
later, film makershadsubmtted 1,800short films from
15 counties. Within a month of the gdlery’s launch,
traffic to the Corverse Web site surgel 66 perent. Shoe
sales on the ConverseWeb site doubkd, andoverall
companysalesincreased 2 percent in the quarte com
paredto the previousquarer.

2. Ban This! While talking with a groupof teensone
day in 2005, the makersof Bandeodorat learnal that
their marketing wasn'tvery interesting.A “Ban
contestinvited Web site visitorsto seled a photographer
uploadtheir own, andfill in the blank. Threemonthslater,
it had 4,000 submissons.Whenthe“ads” of the nine
samifinalistswere featuredon the Ban\Web site, traffic
shot up 150 percen. After athreeyea decline salesof
Banrosel3.6 percent.

3. Spread Firefox. The Mozilla Foundaion launcheda
campaign in Decembef005to promot the Firefox
browse’s lateg version. It encouragefanswith webcams
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to record a brief tegimonid for the browseror to crede a
more e alorate 30-se®nd ad for the browse. Mozilla
receved 600 wehcamtedimonids from 41 diff erent coun-
tries, ard for the ad contest it recaved 280 submis®ns.
Downloads of the Web browser wentfrom 100 million in
October 2005 to 200 million by July 2006.

Co-Credion

When a company co-creates it involves custonersin
a patneship to produ® a produd or sevice. Herearea
few examples of compankiesthathawe co-created prod
uds with citizen marketers.

1.“HipsDon't Lie.” In 2006,Epic Records asked
YouTubefansto subnit music videos of themselvedlip-
syndng to Sh&ira’s song“Hips Don't Lie!” After
culling submissibns,the record company creaeda
mashup video tha zoomed to the No. 1 spotonYahoo
Music. “HipsDon'tLie” evenualy becamethe most
played pop songin American radio history.

2. “Awesome!” When The Beadie Boys waniedto
commemnmorat their Octobe 2004 sold-outconcertat
MadisonSquae Garden, the band gawe 50 fansvideo
camerasand instucted them to shootwhatever they
wanted, as long as they did it with passin. It took edi
torsafull yearto combthrough100hoursof material,
and theresulting fil m debuted at the 2006 Sundance
Film Fegival to modly postive reviews.

3. The VespaWay. Piaggio Groupis the ltalian man
ufacturer of Vespascooters. Fromits research, it knew
that65 percent of progedive motor smoter buyersvisit
theVegpa USA Web site. But they alsofoundthat56
percentof their prospets visited other sites to seewhat
people weresaying aboutthe sawotes. Piaggio asked
two of its custorrer evangdi sts to blog abouttheir expe
riences asVespaowne's. Piaggio sees the Vespavay
blog asan extension of traditiond saooter clubs.

Community

Conmpanies tha create thar own communtiesare
democratizing their call centers. If a companyis lucky,
the community will hack it enthusastically and build it
into a very vertical Wikipedia of knowledge.If thathap
pens then the compay hascreded two real tangble
assds: an expandedknowledgebase and an identifiable
databas of citizen-owners

Socbplogids say there are three core componentso
undestandingthe dynanics of community:

1. Cons@ousness of kind
2. Shaedrituds and traditions
3. A seng of mord regponsbility to the communtty.

(continued on page8)
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How to Democratize Your Business
(continued from page 7)

Here’s how othe companieshavedemocrdizedthar
communitieswhatspurredthe devdopmentandthe
earlyreaults they've beenable to achiee.

1. DiscoveryEducation. Hundreds of thousadsof
U.S.teaches candownloaddigital video clips directly
from companieslike DiscoveryEduationin minutesand
dreg theminto PowerPoinfiles. The Discovery Educator
Network (DEN) united educatorsvho bdieve in digital
media asateacting tool. A yearafter the DEN launched,
product usage increasedl14 perent. Renewds jumped
from 82 percen to 99 percent.

2. QuickBooks Community. With the helpof acon
tracor, Scott K. Wilderlaunche QuickBooks
Community in 2005as alow-profile projed. It wasa
forum for the 3.4 million usersof QuickBooks— from
the novice to the expertaccounant—to shareand
exchang ideas, ask quesitonsandprovide peersupport.
After ayear, the QuickBooksconmunity had 70,000reg
istered use's and was hosting 100,000visitorsper month.

3. Channd 9. In 2004, Microsoft laundhedChannel9
atchanné.msdn.comAccessincludeshundredsof
video interviewsthat the Channé 9 team membershave
conductedvith Microsoftdevelopes, produd¢ manages
andexeativesaboutthe company and its products.
Channd 9 attractsa lot of spectators By July 2006, it
washoging 4.5 million visitors permont.

WhatThreadlesegablishedfrom its first dayasa
companyand what Microsoft, Intuit and Discovery are
working toward,is establshingcommunity asa core
compeercy.

Snakeson a Plane

Samel L. Jackson, areliably bankabk ador, agreedo
starin amowvie cdled Snake®n a Plane Filming for the
August 18, 2006, releasewrappedn the summerof
2005. But by the end of theyear buzz aboutSnaks ona
Planestated to spread.Movie fansbecamecitizen
marketes.

Whatset Snakeon a Planeapartfrom othe films
wasthe ealy feedbackfrom sdf-selected, highly inter-
estal film fans.Fanswereexpecting violenae, graphic
snalebitesandplenty of profanity from Jakson One
problem wastha thefilm hadalreadyfinished prindpal
photograhy. Soin early 2006,the filmmakers reshot
pats of the mavie to incorporde thefans’ idess.

In acolumnfor Esquire magaine, the pop-cuture and
music writer Chudk Klostermansad collaboratingwith
fans makesSnake®n a Plane “the Wikipediaversionof
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amovie!’ He also argued that
artistic decisions by consensus
don't work ary better thangiv- If you liked Citizen
ing onepeison conplete auono- ~ Marketers, you'll also
my. Sowhy doit? To reduce L
risk. As John Heffernan, the - din i
film’'s sareenwriter, put it, The Heath brothers pro-
“You'd beafool not to give the vide a practical guide to
audence what they want”

effective communication
and explain how great
Shakeson a Plane earned $33
million after four weeks, howew

sclfioviw RECOMMENDED
" READING List

ideas tend to stick around.
2. Wikinomics by Don
o Tapscott and Anthony D.
er, it's rumoredto havecost$30
million to produce. If anyonein
Hollywood wasexpeding all the
word of mouth to be a magic

Williams. The authors
address how the Internet’s
social network offers new,
decentralized ways to pro-
duce content, goods, ser-

vices and profit in the
emerging world of mas-
sive peer collaboration.

3. Small Is the New Big by
Seth Godin. Godin has
compiled entries from his
blog, discussing current
marketing and the source
of new ideas.

bulletfor marketing and set
recads for its operning weekend,
expedations were sd too high.

The willi ngness of everyday
peaple to get involved and partic-
ipate will not redace traditional
marketing, nor will it solveall
existing marketing problems. It is a supplenent. It may
spell the diff ererce between profit and loss,recognition
and obscuity. m
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The Future of Marketing

Soce media makesit possble for onepersonto
laund a domino effect of word of mout thatquickly
sds off trigges of intereg or alarm. The mostsuccess
ful work in this newworld of media comes from a place
of pasion andauthenticity, not caculated decepton or
stealth marketing.

Those who think and plan in terms of campaignsare
often unconernedwith wha maters mosttowardtrue,
unaulteraed growth: loyalty. The citizenmarketersare
demondrating ther loydty by dewting their time and
reourcestowardtheir hobbywork.

Thehobbyst work of citizen maketersis basedon
keeping it real. They demongrate a consgousor uncorn
sdoushbdiefin sodal atruism, driven by a belief sys
temthatsays the more a citizen marketer contibutesto
the greater good,the morevaluable ther cortribution
becomes

Paticipation is the future of marketing. Votesequaé
demand, and citizens determine the future Their gover
nance isreal, notjusthype Thdr involvement is their
loydty. Like a meme with all the built-in instructions, it
turnsout tha loydty is contagious. m




