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Abstract

As it has become more and more dificult to create customer attention, the focus of today's marketers
nas shifted to atternative marketing techniques. Guerrila marketing, face-to-face, stealth markiting, viral or
buzz marketing are some of thé unconventional approacnes that have the biggest pctentia[ o
through the advertising dlutter. Especially buzz marketing is evolving fast, as new communication tech
nologies provide new exciting possbilitiés for peer-to-peer commuriication and influence.

The authors develop the idea of buzz-marketing by studying the buzz phenomenon on Audis ‘The Art
of the Heist” and the "Mary Woodbridge™ campaign from thé Mammuz Sports Croup AG. The analyzed
campaigns are In the nexz step contrested to exigting theory ebout marketing communications.

The key element of the campaigns was the viral concept, which has not very much in common with the
wraditiorial mar<eting tools. It was used to attract and involve a large numbér of people in & very short
period of time. To eep the awareness for the campaign on & nidh level over & long period, tradtiona
marketing communications tools and concepts have been used. In"our opinion, traditional marketing has
a support function for buzz marketing cempaigns.
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5.1 CONCLUDING REMARKS




