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Emanuel Rosen : The Anatomy of Buzz: How to Create Word of Mouth Marketing before purchasing it in order
to gage whether or not it would be worth my time, and al praised The Anatomy of Buzz: How to Create Word of
Mouth Marketing:

0 of 0 people found the following review helpful. Great book for a business ownerBy charles romanoAfter reading this
book | sat at my desk and came to realize the benefits of marketing and how people learn about productsin this day
and age. When | used to hear the word Idgquo;marketingrdquo; | automatically assumed that it entailed making funny
commercialsto put on during a hit TV show or making Internet advertisements on social media sites such as twitter
and Facebook. However, Emanuel Rosen and The Anatomy of Buzz: How to Create Word of Mouth Marketing


http://f3db.com/pub/links.php?id=B000RH0E8E

changed the way | thought about marketing and how it actually works in the real world. Throughout the novel, Rosen
argues that in this fast paced business world ldquo;Buzzrdguo; is the quickest way for a new product or service to gain
popularity. Buzz is defined as Idquo;all the word of mouth about a brand. Itrsquo;s the aggregate of al person-to-
person person-to-person communication about a particular product, service, or company at any point in timerdgquo;
(Rosen 186).Think about how fast information can exchange in this generation. If | buy a product that | enjoy, | have
the ability to spread my enjoyment and knowledge across the country, or even the world with the click of a button.
Information regarding products can be distributed in minutes or even seconds. Rosen begins by discussing his own
personal experience when Buzz was helpful to him and his company. He was in charge of marketing and advertising a
product called Isquo;Endnote.rsquo; The company has not done any marketing for the product yet their first order was
from across the country in New Jersey. It turns out that a person who attended their information session was so excited
about the product that they discussed the product on an Internet forum for academics. This was hisfirst experience
with Buzz.Rosen wrote this book to educate business owners about the trials and tribulations of marketing. He wanted
to show the world about an inexpensive form of marketing that businesses have no control over. Everyone has
participated in Buzz weather they know it or not. Every time you have a conversation with someone where you say
something along the lines of ldquo;Where did you get that?rdquo; or Idquo;ls that good?rdgquo; you create a Buzz
about a certain product or service. Buzz can be created in many ways, big or small. One person can create a Buzz by
telling their friends or coworkers how good their new car is. A large Buzz can be created when trusted celebrities like
Oprah, for example, give abook a good review. This creates avery large Buzz to avery large population. A show like
Top Gear, which is dedicated to driving cars, can create a Buzz about a new car that can either make the vehicle an
immediate sensation or an immediate flop. Two types of Buzz that Rosen mentions are positive and negative. Buzz can
make or break a productrsquo;s success according to Rosen. Buzz can be negative just as much as it can be positive.
The novel details a study that various companies completed in which they surveyed customers about how many people
they told about their experience. For companies like General Motors, people who were very happy with their product
told on average 8 people. If the people were dissatisfied, they told about 16 people. Thisis double the amount and
could be very detrimental to a product no matter how big or expensive of a marketing campaign the company can put
together. Montrese Etienne, the PR representative for Hotmail, states, and Idguo;Money can help, but word of mouth
rooted in agreat user experience wins!rdquo; which demonstrates that money cannot buy user experience (Rosen 416).
Thisis example shows how companies like Hotmail got on the grid and became very successful. Apparently in the
early 1990rsquo;s a person would have separate work, school, and personal emails that made things very complicated
when trying to interact with others. Hotmail decided that at the bottom of itsinitial usersit would have an offer for a
free email address. The email would be able to be used for anything and was compatible with every computer and
other email. There were no ads or commercials, just a small sentence that said ldquo;sign up for afree Hotmail
email.rdquo; Eventually everyone wanted one and in 18 months Hotmail had over 12 million users. The Hotmail
founders noticed that users would spring up sparingly in atown or location and eventually they began to spread
throughout that town or city until they acquired alarge group in that area.Now everything that has been illustrated
above can only work under the condition that the product creates quality buzz. If a company does not produce a
quality product or overstatesits function it will receive a negative Buzz. A negative Buzz is almost impossible to come
back from and that is why Rosen believesin understating the quality and letting the word of mouth show the success
and quality of acertain product. In my opinion, a negative Buzz is a death sentence for any product or service.l think
that all the arguments that Rosen has made are very true and he has supported them with sufficient evidence from
academics throughout the entire country. He argued that Buzz is an effective way to market a product or service. Itis
based on his personal experience with Endnote. The product went from Californiato New Jersey in afew days merely
because of Buzz. He even made me start to think about my fatherrsquo;s businessin logistics. He has no marketing
and advertising campaign to bring him in new work. | realized that my father has a quality service and that through
word of mouth heis able to get new customers just as Rosen discussed in his novel.Rosen also did research to discover
answers to questions that no one had previously known. It has been thought that a good product experience will
provoke you to tell 2-3 people while with a negative experience, 4-5 people. He did surveys along with many of his
colleagues to find out that thisis not true. The product varies differently based on factors like price, necessity, and how
often isit purchased.The author definitely conveyed his objectives very well and exceeded them in my perspective. He
began with an original goal, which was to explain Buzz and then he slowly broadened it into away that made more
sense and gave example by example of how each process happened. He never left out adetail and always fully
explained himself with simple examples and vivid details. He seemed to dumb the content of the work down to the
perfect extent that any business owner could get the jest of what message he was trying to convey. For example, right
from the start he talks about the positive and negative effects of Buzz and how Endnote grew because of positive
effects. He gave a personal example where his mother in law from Isragl called to tell him about bad Tylenol capsules
that were getting people sick. Thiswas a great explanation of negative Buzz. Most importantly he showed that what
one person says to another about a product is always more influential than any commercial or poster. | realized how
many timesinmy life | have called afamily or friend before buying something because they had valuable information



on the topic.My ending conclusion on this book isthat it was great. | never once haveto tell myself to pick it up and
read. He kept the reader engaged throughout with great examples that would hold interest because they were about
products we use everyday. It was very persuasive in the way that it made me realize that companies should put less
into marketing campaigns and more into RD to make a better higher quality product. | would recommend this book to
any business owner or business student. | honestly believe that this book should be a part of the marketing curriculum
at some point. | told my father to read the book as it addresses people like him. It addresses the business owner or
marketer of a company. It definably reached them and gave them many ways for heir business to be successful. | was
very happy | chose this book and grateful for this assignment at the end of the day. | feel that after reading this book |
now have the opportunity to become even more successful of a businessperson.0 of 0 people found the following
review helpful. Worth reading, after allBy Jayme KopkeWritten years before the appearance of Google, Facebook and
the likes, this book has the merit of stressing the importance of mastering and approaching in a systematic way
something that in the old times of unidirectional marketing tended to be seen as a side effect. Although it doesn't
present any conceptual breakthrough, the case studiesit displays show the importance of a methodical, disciplined
effort to create and, as best as you can, control those underground streams of opinion that in the end will determine the
fate of any of your marketing efforts.Now that we are hyconnected through all kinds of devices and buzz can travel so
much faster, transposing to this new context the systematic face-to-face approach the book defends has become all the
more more hecessary.1 of 1 people found the following review helpful. Listening to buzzBy Ilya GrigorikHave a great
product (there is no substitute), identify the information hubs, seed far and wide, try to start little fires everywhere, and
never give up - that's Emanuel Rosen's advice for creating buzz. The book is alight introduction to thistopic, and
deserves a spot on your reading list if you want to learn about the subject. However, it does feel outdated and you have
to take thisinto account when you read it - Y ouTube, FaceBook, etc. have changed the rules of the game significantly.
For amore recent, and dare | say, more useful read, be sure to check out Buzzmarketing by Mark Hughes.

A groundbreaking guide to creating the word-of-mouth magic that cuts through the skepticism and information
overload of today's consumers, and drives sales-and profits-to new heights. What turns a"sleeper” into a box-office
bonanza or catapults a just-released book to the top of bestseller lists? How do people decide which car to buy, which
fashions fit the image they seek, and even which movie to see? Despite the daily assault of advertising and other
traditional marketing strategies, statistics show that consumers are overwhelmingly persuaded by word of mouth-the
recommendations of friends and the "buzz" that develops in the marketplace. As Newsweek recently proclaimed,
"Buzz greases the great conveyor belt of culture and commerce, moving everything from movies to fashions of the
body and mind faster and faster."In The Anatomy of Buzz, former marketing VP Emanuel Rosen pinpoints the
products and services that benefit the most from buzz-a universe that embraces everything from high-tech equipment
to books, various consumer and entertainment products to legal and other support services-and offers specific
strategies for creating and sustaining effective word-of-mouth campaigns. Drawing from interviews with more than
150 executives, marketing leaders, and researchers who have successfully built buzz for major brands, Rosen describes
theins and outs of attracting the attention of influential first users and "big-mouth” movers and shakers. He also
discusses proven techniques for stimulating customer-to-customer selling-including how companies can spread the
word to new territories by taking advantage of customer hubs and networks on the Internet and el sewhere.Recent
surveys show that 58 percent of young people rely to some extent on others when selecting a car, 53 percent of
moviegoers follow the recommendations of friends, and 65 percent of the people who bought a Palm organizer were
inspired by the enthusiasm of others. With The Anatomy of Buzz, business |eaders have what they need to start the
buzz and reignite excitement about a product or service stalled in a holding pattern, or launch a new product into the
stratosphere.From the Hardcover edition.

.com The Palm Pilot. The novel Cold Mountain. The iMac. Hotmail. FedEx. The Blair Witch Project and There's
Something About Mary. According to former marketing exec Emanuel Rosen, they all became successful not through
traditional advertising or marketing routes, but through "buzz," that semitangible process through which information
and commentary jump from one brain or mouth to another. Rosen also ascribes buzz to creating customer loyalty,
which he says s built through the advice of friends, colleagues, or such trusted "mega-hubs’ of information as Oprah
Winfrey and Rosie O'Donnell. Rosen has spent the past few years studying the routes, nodes, and clusters through
which buzz passes and grows, and the result is this well-researched book. While it doesn't throw much new light on the
mechanics of buzz, it is at least instructive and entertaining, offering minisagas of the successful buzz behind such
marketing triumphs as the dELia's catalog for teenage girls, PowerBars, and the BMW Z3 roadster. Buzz seekers, be
warned, however: with the exception of a short chapter at the end of the book called "Buzz Workshop," you won't find
much of a blueprint for starting the gears of buzz for your product or service. What you do get isatrove of rea-life
stories that, if they don't inspire and guide you toward taking your first buzz-creating baby steps, probably mean you're
the type of person who should stick with conventional advertising and PR. --Timothy MurphyFrom Publishers
WeeklyOften generated within the hive of the Internet, "buzz" has become essential to a product's success in today's



fast-paced business environment. As Rosen (aformer marketing executive for Niles Software) explains, in pre-Internet
days anew product would appear in stores; consumers would buy it or not; and the company would then take however
long it wished to evaluate the launch. Today, however, consumersimmediately voice their viewsAon message boards,
review sites, company sites, complaint sites, viae-mail or on their own Web siteAand so have a strong and immediate
influence on whether alaunch succeeds. Covering the same territory as Seth Godin in Unleashing the |deavirus (E-
Publishing, Aug. 7), Rosen draws on his own experience with Niles Software's EndNoteAa computer program that
converts bibliographic annotations from one form to anotherAto offer an overview of the mechanics of buzz. Topics
range from how to seed the market at the grassroots to how to tantalize with scarcity and mystery, to how to accelerate
natural contagion. The concluding "buzz workshop," complete with checklists and sidebars, is the most helpful, but
marketers and inventors looking for concrete ideas may be disappointed by its brevity. Agent, Daniel Greenberg.
(Oct.) Copyright 2000 Reed Business Information, Inc.From BooklistBuzz is what leads to long lines at amovie
theater, what makes it impossible to get areservation for that new restaurant, and what can send afirst-time author to
the top of the best-seller lists. Buzz isalot like humor. It is easy to give examples of how it works; but just like
dissecting ajoke, it becomes an academic exercise, and investigating the anatomy of buzz is no guarantee that
successful buzz can be cloned. Examples are myriad, but adefinition is elusive. Rosen calls it the "aggregate of all
person-to-person communication about a particular product, service, or company at any point in time." Rosen was a
marketing vice-president at a software company that developed a product called EndNote, which could display
references and citations in any bibliographic style. He observed buzz firsthand as EndNote's popul arity spread through
the academic and writing communities. While Rosen does discuss networks, nodes, and the diffusion of information,
he also offers afascinating look at our popular and consumer cultures. David RouseCopyright copy; American Library
Association. All rights reserved



