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The new 800 lb gorilla
White Paper

Consumer Generated Media (CGM): the new 800 lb gorilla

In different ways, both Fulton and Cobain captured the essence of the

CGM torrent better than any media theorist.

Traditional media still plays a role in brand building, setting a foundation,

making announcements and reinforcing key brand messages.  But if you are

relying only on advertising, direct mail and your corporate Web site, you aren’t

taking advantage of one of the most potent marketing opportunities available:

consumer generated media.

Ours is an era of a new and fast-growing form of media created by consumers:

blogs, forums, discussion boards, peer-to-peer networks and opinion sites.  These

new media outlets are preloaded with features that give them prominence in

search engine results, making them easy to find, recall and pass along. 

Today, influencers are everywhere and can make personal recommendations 

or criticisms to friends and colleagues with a click.  With 85% of consumers 

in the U.S. and Europe saying they believe word-of-mouth recommendations 

to be more trustworthy than corporate generated content,1 this passed along

advice is very powerful.  

1 “Brand Management: Tried and Trusted Branding,” Brand Strategy, September 14, 2006, Page 36



7 5 % o f  I n t e r n e t

u s e r s  a c c e s s  w i t h

f i l e  s h a r i n g ,  o n l i n e

m e d i a  a n d  I M ,  

n o t  t h e  b r o w s e r

( A d W e e k )  

9 4 % o f  a d u l t

A m e r i c a n  I n t e r n e t

u s e r s  u s e  s e a r c h

e n g i n e s  t o  f i n d

i n f o r m a t i o n ;  

8 8 % t o  f i n d  W e b

s i t e s ,  9 5 % t o

r e s e a r c h  p u r c h a s e s

( P e w  F o u n d a t i o n )

8 7 %

o f  t h e  y o u t h  

m a r k e t  u s e  t h e

I n t e r n e t ,  

4 4 % a r e  o n l i n e

e v e r y  d a y ,  

6 5 % u s e  

i n s t a n t  

m e s s a g i n g  

( B u s i n e s s W e e k )

M o s t  

1 8 t o  3 4

y e a r  o l d s  

m u l t i t a s k :

b r o w s i n g ,

c o m p a r i n g ,  

s h a r i n g  

( P e w  F o u n d a t i o n )

M a r s c h a l l i n + S a c h s



Consumer Generated Media – 3

A recent study2 showed that, for some of the BusinessWeek 100 Most Valuable

Brands, up to 70% of the results on popular search engines lead to pages that

are owned by nontraditional (and noncompany) sources.  So it’s possible that

consumers could make a decision on whether or not to buy a brand without

ever seeing company generated messages.

Why is CGM important?

CGM is the outpouring of personal preferences, opinions, endorsements 

and criticism on millions of blogs, social networks, game environments,

communities, personal publishing sites, diaries, homemade media products 

and pass along units.  CGM is:

• considered highly credible by consumers 

• everywhere — it can be accessed by a Web browser, e-mail inbox, newsreader, 

desktop applications, cell phone screens, games consoles

• fresh, dynamic and compelling

• self-generating with inbuilt viral/word-of-mouth hooks

• preferred by search engines 

and

. . . probably being used by your competitors

2 The study was conducted in October 2005 by EnterpriseMediaPartners.net 
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Key online brand touchpoints

CGM is tailormade to be indexed by search engines, making it easy to find and

pass along.  Your search engine results have become your shelf space and media

space.  Bottom line: they affect your sales and, ultimately, have a large role in

defining and building your brand.

Beyond search, it is important that your company and products be positioned

in an environment conducive to their lifestyle profiles and messages.  This new

editorial environment serves as a highly influential endorsement platform

precisely because it is consumer-generated, with its own venues, experts,

protocols and practices. 

In this era of consumer choice, it is becoming essential to:

• maximize search engine visibility

• subtly align your brand with topical discussion and events

• create content and context 

• attract a self-selecting target audience

Is your brand optimized for CMG?

• Is your brand a player in the new consumer dynamics driven by social networks, 

RSS feeds, blogs, gaming, cell phone video, instant messaging…

• Every brand has different needs and resources.  Given your available resources, 

have you taken full advantage of the online communications possibilities 

for your brand?
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• Are your awareness programs positioning your brand for consumer 

word-of-mouth success?

• Are you building lifestyle brands with online media that are integral 

to the information and entertainment preferences of today’s consumers?

• Do you know what consumers are talking about online, what their needs are,

what they feel is important, what they are hearing and from whom?  Does  your

brand strategy take into consideration the CGM conversation? 

• Are your search engine efforts working for brand awareness, reputation

management, and customer acquisition and retention?

Lack of presence in CGM is a profound brand statement

A brand that is absent from or poorly perceived in the new channels 

— where customers socialize, get information and look for entertainment — 

is making a profound statement. 

Will a potential customer know about your product or become interested 

in it if they don’t hear it enthusiastically discussed by others in their interest

groups?  How will a customer buy the product if they can’t find it?  Will your

brand seem relevant to today’s customers, media, potential employees and

partners if it doesn’t have a powerful presence in this new media universe? 

To find out how “fit” your brand is for CGM and word-of-mouth, take the quick

test at our Web site: www.marsachs.com/cgm
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How Marschallin+Sachs can help

Online and traditional marketing media are converging.  Marschallin+Sachs

has partnered with an experienced Web enterprise media consulting firm 

to help you navigate this exciting but uncertain terrain.  We’ll work with 

you to devise:

• A brand strategy for the CGM arena, one that brings people to you. 

In a world of consumer choice, customer-pull beats sales-push.

• A brand experience that delivers on customer expectations, one they'll 

want to join (not just "buy") and tell their friends and colleagues about. 

• An affinity marketing program that situates related products and services 

alongside your brand.

• Branded technology that delivers on your brand proposition and recognizes

your audiences' content and communications preferences. 

Marschallin+Sachs helps brands capitalize on opportunities presented by

rapidly growing, constantly morphing consumer generate media.
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• benchmarking the penetration of your brand presence
by consumer generated media

• advising on corporate and brand initiatives to ensure you’re heard 
in the CGM world and the right messages are delivered

• selecting online applications and pass along content units that are right 
for your brand values

• creating and optimizing content and community properties 
that give your brand visibility

• establishing brand pathways from contact and relationship 
through sale and care

• monitoring your brand inclusion in CGM channels and venues

Marschallin+Sachs is a full-service brand communications agency.  

Our services include: full corporate branding programs from 

research through implementation, traditional marketing materials, 

and electronic communications from Web sites to online advertising 

and pass along campaigns.


