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"Indicate your overall level of trust in the following forms of advertising.”

Recommendations from consumers
Brand Wab sites

Email | signed upfor

Consumar opinions postad onling
Newspapar

Magazing

v

Radio

rand sponsorships
Searchengine ads

Ads bafore movies

Product placameants

online bannar ads [ 7 Trust"somewhat” [l Trust "completely”
Tet ads on mobile phonaes -
0% 20% 0% 60% 80% 100%

Base: 470 responses recruited from PlanetFeedback.com members.,
Source: Forrester Research, Inc, and Intelliseck.

<38 1> Why is CGM Important??

Aes] Foldzp? A 30z vlar Y
Q.

%A 28] vHGeorge Silverman)2]

' 2m)2 A4 1| t] o] (CGM, consumer-generated media)= Intelliseek (20061 =
Nielsen BuzzMetrics= H4 )2 Pete Blackshaw”} 200230 %8 4713k 74
qoz aujAge] B, el ARYE, AN, 20E 5o &A 4
73t o7, 48 5 FAACR elrle A2e vl Adelr)

2 http:/Awwwv.ni el senbuzzmetri cs.com/cgm.asp
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7143 stAbEe] 2l Word of Mouth
Marketing Association(www.womma.org) 2]
gl AA 71d H=oolHE
(BzzAgent)2] CEO dlo]H EFE(Dave
Balter)7} W7 2ol Holg Auna,

% Silverman, George, The Secrets of Word-of-Mouth Marketing. 2001, AMACOM:
New York
4 http://www.womma.org/content/bzzagent_changethis.pdf
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