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Consumer Gener#edMedia: Evolving Marketing
Opportunityfor Consumer Engagenent

Irene J. Dickey, University of Dayton
Willi am F. Lewis, University of Dayton

This paper examines consumer-generated media (CGM),
(also called user-generated Web sites or social media) and the
evolving and broad consumer behaviors associated with it. CGM
Web sites have evolved rapidly during the last few years, but so
have consumer behaviors and subsequently marketing tactics and
future potential opportunities. Marketers should be aware of the
characteristics of this type of website and understand how they are
being used by consumers and other practitioners. CGM sites are
primarily used by consumers to connect with others for many
reasons. This connectivity, also called engagement, appearsto be
an opportunity for marketers to connect with consumersin a ways
that are more relevant and targeted. The paper concludes with
insights and recommendations for utilization of CGM by
practitioners.

Introduction

This researd paper explores some of the ways consumers
(teenagers as well as parets) are using Consumer Generaed
media (CGM). Also explored aresome of the ways that marketers
can adapt their marketing communications to take advantage of
the evolution d CGM sites, and integrate them into their
marketing pograms ~ This paper details the history and
evolutionary development of CGM sites and the behaviors of
consumers with regards to CGM.

Recently, considerable researhh has been devoted to
investigating e-commercemarketing programs such as e-ailing, e-
mail campaigns, blogs, orline advertising, and even mobile
commerce (Luk, et a. 2009 It is clear that researd has
improved ou uncerstanding & how these new and emerging
techndogies, as wdl as their related marketing tadics, are
influencing customer behavior (West 2005, Palser 2005, and
Watson et al., 2003. On the flip side, marketing is being
influenced by consumers and their behavior on CGM sites.
Severd studies have shown that online tadics may be effedive in
influencing customers in pasitive ways (Bierma 2002. Intemet
marketing is a subset of e-commerce that focuses on the
application d the Intemet to the marketing comporent in an
organizaion. It is well-known that the Intemet has many unique
properties to assist organizaions in performing marketing
functions more effedively and efficiently (Hofacker 2001,Biemrma
2002, Newsweek 2006. Many firms have redized that it is an
effedive method d differentiating good and services (Trudell
and Kolkin 1999, and a powerful todl to buld relationships with
current and pdential customers (Kalakota and Robinson 2000.
Other researders have found that the Intemet can be used for
positioning the organizaion itself in the e-ewvironment (Cho,
YongSauk and JaeChase 2002, tapping into goba markets
more easily (Donada 2002, and can fundamentally dter the way
many companies do bwsiness (Krishnamurthy 2003. One
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significant change is the ability to transform how companies
communicae and establish reationships with their customers
(Steme 1996. It is well known that the Intemet continues to
provide an increasingly effedive and lucrative resource for not
only sdling podwts and communicding with customers,
(Bradlow and Schmittlein 2000,Hemple 2003, bu aso to gather
useful information from customers, and provide after sales suppat
or other customer retention efforts (Bakos 1997, Hoffman and
Novak 1996. Bladkshaw (2005 reports that CGM, like other
forms of online communication, leaves a digital trail that is highly
measurable. As such, the Intemet is a rich source of managerial
information that assistsin market researd and dedsion making
(Vikas, Manz and Glick 1998,and Haubl and Trifts 2000Q. The
value of an orline presence goes beyond these more obvious
benefits. On CGM, and most other Web sites, visitor and
customer information can be harvested via metrics, providing
insights into customer behavior, demand, customer perceptions,
languege, and so on (Burton and Walther 2001, and Maxwell
2001). Such rich information alows for individudized and
customized marketing strategies, as well as the ability to target
diffused and scaterad customer groups (Dreighton 199§. For
example, Kalyanam and Mclintyre (2002 identified ways in which
e-marketing might change longacceted marketing pradices.
This researd spedficdly addresss the growing attention o
consumers and marketers to CGM sites.  (Siegel 2009 It is
important here to cleaty define CGM. The neel to better
understand CGM is uncerscored by Watson®s (Watson et al. 2002
contention that people use the Intemet today to do more than just
buy products. Increasingy, people are using the Intemet, as well
as CGM to he a part of spedal interest communities, to network
with friends, to stay informed on \arous topics, to perform
personal sewvices (e.g., banking, trading stocks), to interad¢ with
various organizaions and to entertain themselves. (Horrigan
2002 Conseguently, in this paper we explore CGM sites and their
use by consumers and their applicaion in marketing programs.
Spedficdly, this paper will define CGM, identify current and
ememing forms of CGM, reved the value and uility of CGM to
consumers and marketers, consider related marketing appli caions,
andfinaly addressglobal efforts andimplicaionsin CGM. These
findings and olservations shoud be of interest to bah marketing
praditioners and acalemics.

CGM Overview

Smith (2006 suggeststhat the Intemet is still evolving, with
the latest “killer application” (kill er ap) being social engagement.
Social engagement is a key charaderistic of CGM. Perhaps the
simplest way to describe CGM s to provide well -know examples.
Facdook, MySpace YouTube, Craigslist Angie's List, and
PhotoBucket are among the most used by consumers today.



Examples of CGM include blog entries, consumer e-mail
feedback, message board posts forum comments, personal Web
sites, and personal e-mail. Other examples include wikis, raves,
profiles, networks, and mailing lists (Hart and Bladkshaw 20086.
CGM is imprecisely defined and refers to “...just about any
website powered by the user on a constant and mandatory basis’
(Levy and Stone 2009.

However, CGM spaces are far different from a traditional
website. The structural and interadive feaures of weblogs would
sean to foster ongdng dscussons between their authors and
readers, making them more dialogic in nature than traditional Web
sites, and therebre provide greaer relationship-building pdential
(Seltzerand Mitrook 2007.

CGM is aso referred to as Web 2.0in the popuar media.
Unlike paid media, CGM is creded and diven by consumers, and
is advancing as a major consumer resource as well as an adivity
for socializing and conreding with athers in order to obtain
desired information. The central idea is “harnesshg colledive
intelligence’ (Surowiecki 2005, as cited in Levy and Stone 2006.
A good eaty example of a CGM site is Craigslist, an orine
community buletin board where millions of consumer go to
peruse “classified-ad” listings to find jobs, apartments, concert
tickets, buyand sell goods and services, and more. It operdeslike
afleamarket. In dang so, they conred with millions of people
who povide postings in a sdf-service, community-moderaed
marketspace Managed by a smdl staff of 19, Craigslist is the
seventh largest website in the world (Levy and Stone 2006.
Table 1 describes the most common forms or types of CGM.

Tablel. Most Common Formsor Typesof CGM

Form or Type Description

Blogs Website whereentries arewritten in
chrondogicd orderand dsplayed in
reverse chranaolagical order.

Message Boards/ Web appli cation for hdding dscussons,

Forums and posting wser-generaed content.

ReviewRating Sites ~ Website where product/company reviews

are posted by experienced consumers.

Dired Company Media vehicle all owing consumersto

Feedback provide direct feedback to companies.
Third Party Website wheresmell er yet adive groups
Web sites of consumers generae comments such as
Complaints.com and My2cents.com.
Moblogs Mohil e-enabled blogs that let users post

photos from anywhere.

Vlogs/Video blogs A blog that contains video.

Podcast A digital mediafile, or aseries of such
files, that is distributed over the Intemet
using syndication feeds for playbadk on
portable media devices.
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CGM and Consumer Behavior

To consider the scope of consumer usage of CGM, let us
consider some of the most well -known sites. MySpacecom is
visited by 65million people, as well as a growing list of marketers
wishing to conned with them (Levy and Stone 200§. Facdiook
has over 50 million members; and, eat day, 35,000 vdeos are
added to YouTube, with around 30,000 igitors viewing millions
of videos daily (Levy and Stone 2009. Flickr is another popuar
CGM site, with 2.5 million members who have a passon for
sharing phdos. Flickr was recently purchased by Yahoo. CGM
site Goode Video lets users load videos; and even sell them.

It is well known that eledronic communicaion is one of the
most ubiquitous developments that has evolved on the Intemet.
The urge to communicate is a dominant human charaderistic now
made simpler with email, instant messaging, buletin boards and
other CGMs, aswell as and aher Intemet services. These arefast,
geographicdly unbouned, cheg, and reliable. Consumers and
various organizaions are using them at increasing rates (Siegel
2004). Information access gaming and entertainment, and
purchasing are among the most common reasons consumers go
online. CGM can dffer many of these experiences.

Hart and Bladshaw (2006 have identified key factors that
determine whether consumers will adopt CGM. These factors
include consumers® ability to learn about other consumers®
product or service experiences, the availability of CGM sites of
interest, the ease of finding appropriate CGM sites, and the odds
that consumers will adually posttheir own product experiences on
CGM sites.  One benefit of GCM is that it satisfies some
consumers® need for a sense of community (Dickey 2006. CGM
can often provide a platform for such a need. The key to building
a succesful CGM is to crede a sense of belongngress or
community among members (Old 200). The concept of
community includes a CGM dte's ability to nurture desired
relationships among patticipants. Hart and Bladshaw (2006, and
Clark (200]) explain that, a the core of CGM sites are virtua
communities, whereg as in physicd communities, members come
to know and trust eah oher. Smith (200§ suggests that
»---community and engagement might be acomplished if a site
adualy fadlitates shared moments of self-expression.” Rand
(2006 reports that GDM sites grow because they provide
information consumers might nat otherwise find on their own.
The sites are organized like a“ superstore” with aisles that you just
walk upand down, looking for products, information, and people.

In al of this communication and engagement, the consumer
behavior that might be of most interest to marketers is that
consumers communicae frequently abou products and hrands;
and that information is of mgjor importanceto many marketers. In
fact user recmmendations and krand affili ations that aregaing on
inside the CGM sites are of the utmost interest to marketers as
they seek out methods to harvest and exploit this information
(Klassen 2007. Klassn (2007 reports that marketers are
drealy starting to reamgnize the frequency with which people
report their affinities for brands on CGM sites such as social nets,
blogs and personal web pages—and they uncerstand that
consumer reviews and trusted recommendations are increaingly
important marketing factors. Indeed, CGM site Facéook les
developed applications devoted to displaying consumers® favorite
brands, purchases and tastes.

So CGM communities provide value akin to the value of
word-of-mouth; but where that word can span the globe and is
limited oy by the size of the orline network (Hart and



Bladshaw 2006. Lenhart (2007) reports that one of the most
influential consumer segments propelling the CGM movement is
teenagers. MySpacegrew to 50 million members in a littl e over
two yeass. Sites like MySpace Faceébook and PhotoBucket have
between 50 percent and 90 mrceit more visitors aged 12to 24
than the Web as awhole (Morrissey 2006.

On CGM, content credion is a common behavior and this
behavior by teenagers continues to grow, with 6446 of online
teenagers ages 12to 17 engaging in at least one type of content
credion. (Duyn 200§ Girls continue to daminate most elements
of content credion with approximately 3% of al teen grls
bloggng, compared with 20% of online boys, and 54% of wired
girls post phaos online compared with 406 of online boys. Boys
dominate the posting o video content online, however, and are
neaty twiceas likely as online girls (19% vs. 10%) to have posted
avideo orline.

Content credion is more than just abou sharing credive
output, it is also abou patticipating in conversations based onthat
content. Almost half (47%) of online teens have posted phdosin
places where others can see them, and 8% of those teens who
post phaos say that people comment on the images at least "some
of thetime" (Morrissey 2006.

In resporse to this increaed usage by teens, is increased
usage by parents. 87 percent of parents of teenagers are online.
This number is at least 17 percent more than average adults. The
most common kehaviors for parents of teens is to ched up onand
regulate their teens media use, including the Intemet, as well as
television, and video games (Maagill 2008.

CGM sites areincreasingy being wsed in the workplace and
with goodcause. Indeal, Starcom MediaVest Group launched a
network of their for their employees cdled SMG Conreded,
where more than a third of the company's workers (2,060 have
creded their own pages wherethey can post profiles that outline
their jobs, list the brands they admire and describe their values by
chocsing from words such as "credivity" and "humor." The
objedive of providing such a spacewas to gve employees a way
to conred over the Intemet, and around the globe. SMG
Conreded was creded, in part, becaise these employees were
alrealy engaged in the same type of adivity on their own. More
and more intemal networks are being creded na only to conned
employees, bu to mine for in-house expertise, discover new
recuits, and share information within their own walls
(BusinessWeek 2007. Organizaions nat only hope to leverage
their employees skills and contads, bu they also hope that all that
collaboration will cut out time that's now spent maili ng dauments
and e-mailling comments. The idea is that, in these spaces,
employees can archive researd decuments, share cdendars, chat,
and Hog; all the whil e saving time and money.

BusinessWeek (2007 reports that it is nat just teens and
Generaion Y that is using CGM, but that more 30-plus employees
are signing up with Facdook to trade dally updates with
colleggues and friends. At Emst & Youngaone, 11,000workers
now have Facéook acmurts, many of whom are over 30.
LinkedIn, a professbna networking CGM site is bulding lists of
contads from amongthe 13 milli on professonals.

Thereis littl e acalemic researt reveding the state of CGM
site usage globally, yet news of its emerging popuarity and some
of the threas that come with this growth continue to be reported in
the media. The use of bloggng continuesto expand dobally, with
video-sharing spreading worldwide. These CGM sites areused by
consumers globally to expressideas and exchange information and
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area popuar and accessble medium that can acommodate many
different types of people, opinions, and adivities. A site similarto
YouTube is Pars-based Daly Motion which courts
approximately 9,000 rew videos, and ower 16 million page views
daily. Althoughthis site cane online before YouTube, YouTube
adiieved 9.1% readh there compared with 10.36 for Daily
Motion (Cadin 200§. The Daily Motion site is now available in
six languages and ahers similar sites have emerged, such as
Gemany's MyVideo and Israd's Metacafe CGM in Japan
appeass to mostly mean text-based media. Recently, Japanese
consumers have begun sing YouTube to udoad their favorite
materia. However, instead of creding hane or self-produced
videos to share with the world (as was the YouTube creators’
origind goa), the vast mgority of material uploaded orto
YouTube in Japan is comprised of pre-existing television clips.
Globally, there are bath similaities and dfferences among
cultures in their adoption and wse of CGM. Over the past decale
the use of CGM on the Intemet has substantially increased,
resulting in the fact that American consumers have become more
sophisticated and spedfic in their use. On the other hand, CGM is
a relatively new phenomenon in Europe and Asia.  While the
number of users is less many o the users in Europe focus on
politics, or challenging traditionad media (Johrson 2004.
Examples include the EU Refersamdum Blog, and Biased BBC,
which focuses on pditicd skepticism and media inacarades,
respedively. Much of the information about CGM in Europe and
Asia focuses on pditicd though, and challenges to traditional
culture. Cleaty, there is significant oppatunity to conduct
additiona researd in the areaof global CGM usage.

Conclusions and Recommendations

In oder to use CGM as an effedive marketing todl,
marketers will need to analyzethe value of this media by weighing
the benefits versus the costs It is clearthat that their popuarity
for spreading information is growing rapidly; yet therearerisks at
hand. Marketers might successully influence the consumer
content and pastings and also gain better uncerstanding o
consumers® attitudes toward their products, services, brands; and
even the competition. On the down side, CGM tadics might be
time-consuming, requiring regular management, as well as have
the paentia for candid, sometimes negative remarks abou an
organization a produwct. It is this ladk of control that may be the
biggest fear of marketers considering wsing CGM. While it is
clearthat CGM can be used to send and recéve information, there
is little substantiated researdy providing evidence as to their
effedive use. In the absence of valid studies, marketers must rely
on cases and examples from induwstry to gauge their patentia
success  Although it would appear that the more a marketer
enables person-to-person communicdion, the more oppatunities
therearefor individuals to influence eat ather, but the nature of
that influence might be questionable. As the business models for
popuar CGM sites morph into advertising bisiness models, their
media kits provide a substantial amourt of information and
metrics enabling marketers to make more informed dedsions.
Indeed, these media kits include information available for
traditional media and span \isitor profiles, frequency of visits,
click-through rates and more. Such transparency before making
dedsions to participate in or advertise on such sites as YouTube,
FaceBook and more, and the ability to monitor what is happening
in red time, offers the advantages that come with the Intemet.
Future researd needs to consider these and aher strategic and



tadicd varables so that marketers may develop a stonger
understanding d CGM and their paential role in marketing
programs

Although dobal anaysis is somewhat beyond the scope of
this researd, it was briefly addressed in considergion d the
current usage of CGM in some intemational markets and in terms
of future and related researd.

It is predicted that CGM will cortinue to catch on with
consumers, marketers, and with organizations, in generd. Use of
CGM by legitimate companies and goups will likely amplify the
perceved validity of CGM as a viable communicaion medium.
Advances in techndogy and wer-friendly software will also
undouliedly lea to an increase in the number of CGM sites and
posts As competition onthe Web increases and consumer usage
expands, it will bemme increasingly important for marketers to
consider the use of CGM as a viable marketing medium.

CGM usage is growing and might provide value to bah
consumers and to marketers, and therefore, marketing praditioners
must continue to scan the environment for new devel opments that
may impad the credion and we of marketing pograms that
include CGM. Again, CGM dlows for customer information that
can be harvested via metrics, providing insights into customer
behavior, demand, customer perceptions, language, and more. It
has been long knavn that such rich information allows for
individualized and customized marketing strategies, as well asthe
ability to target the right customer groups with relevant messages
that resonate. Marketing tadics in product development, pricing,
and dstribution can also consider the information oltained from
CGM. (Dreighton 1996. Therefre, it is becoming increasingly
important that acalemicians and praditi oners consider identifying,
monitoring, measuring and interpreting the consumer-generaed
sites that arerelevant to their industry. This might be a challenge
due to the rise of CGM sites and the metrics asociated with al of
them. Certainly, popudarty (unique visitors) and any gowth
indicaors are metrics that shoud be considered valuable.
Qualitative measures such as “what are consumers saying about
my brand, or my competitors® brands’ can be easily obtained
through \arious programsat alow cost, or nocostat all.

Future researt passhiliti es are broad in scope. It would be
highly relevant and substantial to identify key metrics that would
be most useful to praditioners for dedsion making. Other
researt shoud focus on the evolution o CGM and spedfic sites
and their value to practitioners and consumers. The author"s have
also identified a neal to differentiate such value as it applies to
generd CGM sites as compared to niche or spedalized sites.
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