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The purpose of the study is to analyse the effect of word of mouth marketing on chosen
company. Green tyre is a rapidly growing auto service company that operates in Saint-
Petersburg, Russia. The company sells tyres and automobile disks as well as offers differ-
ent repair services.

Quantitative research methodology was used in the study. Data gathered through ques-
tionnaires that were given to clients of Green tyre. Thirty- five questionnaires were given
and all of them were answered.

The results of the questionnaire revealed a high level of word of mouth influence on Green
tyre’s clients. The results of the study showed that the target audience is male between 34
to 48 years old. Over thirty - one percent of respondents rely on recommendations when
searching for an auto service. Moreover, over sixty percent of participants share their ex-
periences with friends or families. It was also found that most of the clients rely on bill-
board advertising channel. However, the biggest number of clients still does not check
reviews before choosing an auto service and prefer using different companies every time.
The most valued qualities perceived for auto service were service level and price.

The author recommends that management of Green tyre begins listening to their clients
and increase level of presence in social networks. It is recommended that Green tyre de-
velops word of mouth marketing strategy in the internet and start communicating with
customers in person to achieve competitive advantage on the market. Further research,

however, is needed to find correct target audience as well as buyer needs and wants.
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1 Introduction

This work introduces the word of mouth marketing concept, its theoretical background
as well as practical example of its influence within Green tyre.

Economic fluctuations as well as tight competition forced companies to broaden their
minds in terms of traditional marketing methods and implement new ones. Word of
mouth has always been influential and responsive method of gathering information for
people. With the technological development, increasing significance of social media,
marketers have identified new opportunities and challenges. With regards to word of
mouth, world is developing at a face pace and companies need to be involved in daily
conversations of people, check their recommendations and reviews to be able to fore-
see potential threats of word of mouth as well as its advantages.

This thesis examines the word of mouth as a marketing tool, its relevance and influ-

ence in digital era.

The basis of the report includes introduction to marketing, its main marketing channels
as well as consumers’ motivations towards expressing word of mouth. In order to get
the overall picture, technological evolution (social media importance) explained with

regards to word of mouth.

The topic was chosen due to its relevance in recent times and potential significance.
The aim of the thesis is to show the real value of word of mouth marketing with the
help of empirical research. Although, previous studies have been conducted about
word of mouth, the influence of it in relation to other marketing communication chan-

nels has not been identified before.

To identify the importance of word of mouth, a practical research was carried out.
The research was made using questionnaire that related to several topics: target audi-

ence, marketing channel, word of mouth marketing.

The results disclosed the significance of word of mouth for the specific company in
today’s technological world and underlined the opportunities and problems that chosen

company need to implement for successful marketing strategy.



2 Word-Of-Mouth marketing (theoretical approach)

2.1  Marketing identified

As Phillip Kotler states in his book, marketing is the process where company/marketer
creates value for customers, builds profitable relationships and tries to capture that
value in return (Kotler & Keller 2012: 4). High-quality service and goal- oriented behav-
ior should be the main principles when communicating with customers. Other than
that, professionally-made marketing campaign has become a key ingredient for busi-
ness success (Lahtinen & Isoviita 1994: 7; Kotler & Keller 2012: 3).

Besides this, marketing can be found everywhere. On a daily basis, people involved in
various number of actions, that are related to marketing somehow, formally or infor-
mally. Moreover, it is ingrained in everything that people usually do from the food they
eat, to the videos watch and advertisement they see (Kotler & Keller 2012: 3).

In practice, there is a logical process in marketing explained on the picture below. It
starts with the analysis of the marketplace, its opportunities, moves to target market
selection process, creation of marketing program and strategy, followed by managing
profitable relationships with the customer in the end. Companies must always be up-
to-date with marketing programs, innovations and service, paying attention to custom-
er needs, and look for new competitive advantages rather than remaining with the past
strengths (Kotler & Keller 2012: 11).

Construct an
integrated maketing
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Figure 1.Model of the marketing process (Kotler 2013:5).

Marketing is a process of decision-making and implementing those decisions in the
best way possible so that the objective of marketing (customer satisfaction and profit-
ability) will be achieved (Lahtinen & Isoviita 1994: 7).
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Figure 2.1 Simple diagrammatic representation of marketing Figure 2.3 Marketing in the modern organisation

Figure 2.Simple representation of marketing (Lancaster & Reynoldes 2004: 16-18).
Figure 3. Marketing in the modern organization (Lancaster & Reynoldes 2004: 16-18).

It is crucial to understand that at the centre of marketing concept is always the cus-
tomer who becomes the main attribute of all business operations (Lancaster & Reyn-
oldes 2004: 6).

To deliver marketing objective, company needs channels — special paths that transfer
tangible or intangible goods from production to the client. These include people, or-

ganizations and various supporting activities (Goldman 2017).

3 Marketing Channels

There are three kinds of marketing channels exist to deliver marketing campaign to the

target customer: communication channels, distribution and service channels.

Communications channels include Internet, radio, TV, magazines, mail, posters, bill-
boards, CDs, audiotapes, mail, flyers, and telephone. It is everything that includes di-
rect interaction with the target customer. Also, the way we want to express ourselves
by clothes or accessories, companies attract by their shelves in retail stores, by the
look of their websites and other sources of media. Nowadays, we see the increasing
number of companies communicating via blogs, e-mail, and social network to be closer

to the customer.



Distribution channels deliver physical products or services to the buyer. It is the inter-
mediary between customer and marketer. The aim of those channels usually includes
displaying, selling and delivery of products. Distribution channels are wholesalers, dif-
ferent agents, retailers. More specifically, it is Walmart or famous retailer Target, as

well as French Auchan or Leroy Merlin.

Finally, service channels support transactions between customers and companies. It
includes various banks, insurance companies, warehouses, logistic or transportation

companies.

There is a constant challenge in choosing the best mix of marketing channels for the
marketing offers (Kotler & Keller 2012:14).

3.1 Communication channels

Communication is the action of sending a message, thoughts or information through
some of communication channels. It is usually described as a process which includes

following factors:

Sender/

Marketing firm Receiver

\ Receiver
Receiver Receiver

Figure 4. Communication model (Lancaster & Reynoldes 2004: 380).

It is crucial to understand what types of communication exist. A long time ago there
was only one type of communication (face to face), now there are already 5 of them,

and, there will be more in the future.



Personal conversations (face to face)

Fortunately, face to face conversations remain the most popular and powerful type of
communication. By transmitting message from one person to another, people use hu-
man voice as well as other methods to convey the message : from body language to
facial expressions, emotions, tone of voice, slang words and other methods that will
deliver the message in the most efficient way.

Voice only conversations

Such voice conversations by telephone, for instance, are close to personal and remain
of the most valuable because person holds the attention of the listener and helps to
deliver the message by using different tones of voice.

Digital

Digital communication may include such tools like e-mail service and involve mainly
text communication. It maybe be one way or two-way communication. Undoubtedly it
is less powerful tool than the ones listed before, however, it allows to deliver the mes-

sage very quickly to anyone over long distance.

Multimedia digital messages

Images and audio multimedia messages can be powerful tool for communication as it
adds more attention to a person when text message is supported with images or audio
descriptions. Moreover, it allows to add more interaction in the conversation. Examples
of such messages may be any social network like Facebook, LinkedIn or apps like
WhatsApp, Viber etc.

Text messages

Text only messages are the least powerful tools of communication. The only one ad-
vantage of it could be the ease of transfer the message via digital sources in modern
world. There are many examples of using text messages. For instance, Twitter, SMS
service, emails, instant messengers, RSS feeds (Gibson 2017).

To achieve the best result in reaching the customer, companies should use several
channels with one common idea or message behind that.



In order to be closer to the customer, companies explore new media channels, imple-
ment traditional (f.e. magazines, newspapers, tv, radio, telephone, post, personal
meeting) and monitor overall customer relations. Internet and modern technology has
created an excellent platform in which companies use applications that will strengthen
their cooperation with customer ( Lahtinen & Isoviita 1994:169).

4 Word of Mouth

Communication channels are linked to the concept of word of mouth. Especially, in the

modern world, word of mouth is distributed via communication channels listed before.

It is essential to introduce the concept of word-of-mouth as a unique type of communi-

cation marketing channel that allow to benefit both consumers and companies.

As Andy Sernovitz states in his book (2009:15), word of mouth is natural conversation
between real people. Word of mouth has always been with us. Simply because people
love to talk, share their opinion and listen to others’ views. Everyone talks about prod-
ucts, services, TV shows, celebrities, restaurants, hotels, and other. All in all, they talk

about stuff they use on a daily basis.

Even from the Odyssey times and before, word of mouth has always been around.
People love to tell stories, as the human being has been a culture around spoken word
where lots of storytellers existed. They caught the attention of the crowd and hold
them amazed till the end of the story (Hughes 2005:28).

Word of mouth marketing is a special message shared with others via Internet or face-
to-face (Blakeman 2014:119).It can be done through basic conversation between peo-
ple or with the help of any communication types such as text message or voice mes-
sages. Word of mouth marketing (here and further described as WOM) is a valuable
promotion tool that should be analysed and implemented as a part of any business

strategy in the company no matter which industry it works in (Gibson 2017).

Word of mouth marketing is about influencing the conversation in a way, so that peo-

ple are talking about you, your brand or product. WOM is about joining the daily chat



of people and be involved in it, however, companies should take into consideration the
most important fact- never try to manipulate or fake or diminish fundamental honesty
of conversation (Sernovitz 2009: 2).

WOM is highly difficult to control and measure, though, it can spread immediately and
can be very influential in purchasing decisions. There are many examples of word of
mouth that can be found in daily purchases of people. Chances of buying something
due to the recommendation from friends or relatives are much higher than due to the
influence of any other promotion tool. Think about the last restaurant, the last car pur-
chase, house or flat — most of those choices are influenced by others’ opinion or feed-
back (Gibson 2017).

It is a common fact that a marketing message that comes from a family member,
friend, and colleague is way more trusted than paid advertising. Word of mouth reac-
tions, comments or feedback , no matter how there were delivered (digitally or in per-
son), can do more harm or a quick large profit ,then million dollars spent on traditional
advertising (Blakeman 2014:120).

Word of mouth marketing efficiency depends on satisfaction levels of customers. For
instance, dissatisfied customers will tell more people about their experience than those
who are highly satisfied. Although if the company solve the problem with dissatisfied
customer and that customer is delighted about the way it has been done , company
will end up with positive WOM spread that will be more valuable and effective than
ordinary positive feedback. Following this, customers who hold strong views will tell
more people about their experiences than those with milder views (Lovelock & Wirtz
2011:166).

The main purpose of word of mouth marketing is to ensure that the conversation
keeps going. However, it is important that the content should be creative and remark-
able. Correct key words should be chosen in order to simplify the search of that mes-
sage for interested target customers. There is a thin line between positive and nega-
tive message. Boring, hard-sell advertisements will rapidly change into a viral message
that called spam. Valuable, up to date message — key identification for successful WOM
campaign (Blakeman 2014:119).



Nowadays, word-of-mouth conversations also connected with terms like buzz and viral
messages. Those concepts have slight difference between each other mainly in the
way the message reaches the person.

Buzz is an offline or online conversation that spreads from customer to customer about
something of a high interest to them. Simply, it is a natural version of hype. The topic
of buzz could be any product, service, place, person, show, performance or even word
or idea. Buzz created and spread mainly among customers at street level (Lewis &
Bridger 2001:104).

Viral marketing is a concept of marketing message that spreads like a virus or infection
— with the speed of a flu disease at school or kindergarten. The message is grown by
itself across social networks, e-mail, sms or any other source. Sometimes the customer
represents retailer of a specific product or service with the help of viral messages. Main
factor in viral marketing is the involvement of the customer in marketing dialogue so
that the person contributes to own network of friends like a personal marketer (Lewis
& Bridger 2001:143).

5 Factors influencing the decision to buy

Word of mouth marketing is strongly involved in people’s decision-making process.
Marketers try to penetrate into the daily conversation of ordinary family influencing

their decision to buy.

To make a purchase, a decision should be made; this decision requires a specific wish
to buy and purchasing power. Purchasing power is a decision about which product to
buy and how much the customer want to spend. Willingness to buy depends on three

factors: psychological, social factors and marketing influence.

Psychological factors include: needs of a person, attitudes, motives and lifestyles. So-
cial factors consist of people and communities that affect our willingness to buy. Those

people could be family, communities, influencers, reference groups. Marketing influ-



ence includes all main promotion techniques to stimulate sales (Lahtinen & Isoviita
1994:63).

Social factors are the most influential in terms of word of mouth marketing, that is
why, companies try to focus on specific types of people and facilitate WOM in those

specific groups.

People want to be in contact with other people, create relationships and friendships.
They also want to be popular, educated and respected by others. Self-esteem should
include self- development, desire for education, knowledge and growth as well as
sense of doubt about appearance (Lahtinen & Isoviita 1994: 65).

Following this, people listen to other’s opinion, look for recommendation when choos-
ing a product, ask anyone that is more trustworthy than advertising. Those conversa-
tions also can be a part of socialization and integration into the community you want to

be in.

Nowadays, marketers understood the power of social needs of a human and try to use
different methods to influence the decisions of their potential customers through those

social activities.

5.1 Influencers (opinion leaders)

People love referrals. They used to trust the opinions of friends when making a pur-
chasing decision. That is why, marketers look for opinion leaders — people who can
spread the information and make it in the most valuable way trying to persuade and
influence on others’ opinions and decisions. As Philip Kotler states, there are special
people that are able to activate social influence on others due to the special skills,
knowledge, education or personal characteristics, such as leadership or oral skills. Mar-
keters try to identify those strong personalities and direct marketing efforts to them
(Kotler 2013:150).

People like to think that they are very independent and strong, while making own deci-
sions, however, such decisions are shaped with the social life the person lives. From
the morning show we see( telling how to wear, where to go, eat, and buy) till the

evening time a human may be easily affected by hundreds small but valuable influence
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attempts. Not all of them are social influence attempts, however, most of them are.
(Arnould et al. 2004:588)

Influencer(opinion leader) — person, usually third-party who significantly sets up pur-
chasing decision to buy a product or affects person’s opinion on a particular product,
service, idea or event. Although may never be accountable for it. Usually, influence —
action of creating a particular environment leading to change or affect favorable opin-
ion on specific issue (Brown & Hayes 2007:49-50).Those people usually active, open,
educated, modern, aware of all news that are on stream and interested in discussing
the products, brands, event (Lahtinen & Isoviita 1994:69).

5.2 Types of influencers

The most challenging part of word of mouth strategy is to know how and who to
reach, in other words, how to find those influencers (Chaffey et al. 2009:559).

As Malcolm Gladwell also states in his book “Tipping Point”, the focus should be made
on small actions that make great impact. His book remains a fundamental book since
its publication in 2000.

There are three types of influencers identified by Gladwell: connectors, mavens and

salesmen.

Connectors mainly talk with people. Thousands of people. They are natural networkers,
love making presentations, different introductions. Usually, those connectors know
people in various spheres of life, for example, in social, professional, economic, political
and cultural circles. Indeed, connectors are the most influential people for word of
mouth as they spread the message and link useful for marketers’ people with each
other.

Mavens are very educative, knowledgeable people. They consume and share a lot of
information. Following this, such types of people often may be astute and identify indi-
vidual patterns and trends.

Salesmen are real persuaders with strong leadership skills. They usually very charis-

matic, open people with the ability to communicate on a professional basis. However,
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rather than being aggressive, they hold the ‘soft’ position. Rather than doing some-
thing on purpose, salesmen search for tendency of others to imitate each other and try
to insensibly influence at this stage of decision-making process (Brown & Hayes
2007:38).

5.3 Why influencers are effective?

It is crucial to understand why people need influencers and what do they do. Firstly,
they optimize the message and transfer it to potential customers in the easiest and fast
way, therefore, customers benefit from it. Whereas, marketers, have more simplified
route to their target market. Secondly, influencers amplify the message in a way that it
becomes more valuable. When a message goes through the influencer, it carries more
weight and impact than before due to the fact that influencer promotes the product
with his communication skills, knowledge of pattern and tendencies of people he/she
talks to. If the influencer says so, it must be true — this is how people view it (Brown &
Hayes 2007:142).

Moreover, with the help of social media and Internet, overall, message can be spread
and reach any person easily. It is the nature of social media to spread the information
widely across the web, however, when it comes to influencers, the content carried with
authority and the impact is way too serious and intelligent (Brown & Hayes 2007:148).
Different types of individuals may act like influencers in purchase decisions. Consult-
ants, business gurus, distributors, authors, famous orators, financiers and numerous

other people could represent opinion leaders (Brown & Hayes 2007: 49-50).

For example, Jackie Huba (famous authors of books about WOM and customer loyalty)
explained that only 1% of all customers of Marriot Hotels chain are their real focus
group that contributes to the company’s performance. Those are real fans and people
who enjoy the hotel and brand and are happy and wish to spread the information to
the world. Following this, they may act like opinion leaders and influencers for the

company, as well.

5.4 Reference group

Another type of people influencing word of mouth is reference group. It is a number of
people who share common interests or goals and interact with each other according to
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these objectives. Each member of the group linked with others by specific characteris-
tics, hobbies or interests. Besides this, each member perceived by others and all are
bound together and interact over time (Foxall & Goldsmith 1994:193).

Many products bought by the group pressure as consumers try to buy something that
others have or want them to have. People tend to think what other people will think,
accept or envy. Customers may buy specific products that were discussed with refer-
ence group beforehand. That one product could be the connector of all members, its
main objective and topic. Indeed, the product should stand out and catch attention, it
should be something that is unique or something that creates buzz.

Reference group conversation mainly attaches to the brand or product. For instance,
Apple fans chat in Facebook group about the new product or service.(Foxall & Gold-
smith 1994:193 ).

A reference group can also be a single person. For example, actor, singer, sportsmen,
and idol with whom a person likes to be identified. Identification is a key indicator for
customer before deciding. Consumption styles and product choice are being imitated
according to the object of identification. Nowadays, there are many famous people
acting like a reference for potential customers. Madonna, Kim Kardashian, Rihanna and
many others advertise products, services, ideas or events (Lahtinen & Isoviita
1994:69).

5.5 Family and friends

Many purchasing decisions are made according to the opinions of a family, colleagues
or friends — people who link the human to the wider society and social life itself. They
represent the most important social group that influences on individual consumption
decisions. The attitudes or preferences and behaviour may vary due to the influence of
one family member on other. It will undoubtedly affect purchasing decision, although,
consumer needs and its satisfaction differ in family life cycle (Lahtinen & Isoviita 1994:
212).

A child’s opinion, for instance, is highly influenced by family members, as well as
friends opinions between each other. Also, spouses affect each other’s opinion
(Lahtinen & Isoviita 1994:68 ).
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Most of the word of mouth takes place within a family group or group of close friends.
For example, there is a significant number of advertisement on TV or in social network
where core element or idea- friends or family discussing some product at home, or
together. It leads to the fact that most of the consumption decisions are made in fami-
ly environment affecting the desires and wishes of other family members.

Even the most personal purchases can be affected by the buyer’s behaviour in family.
For example, a person may buy only BMW cars as all family members are fans of the
brand and everyone drives this car in the social circle of person (Foxall & Goldsmith
1994:197).

5.6 Emotional appeal

Emotions also affect human'’s purchasing decision, and marketers try to influence those

emotions with the help of different promotion tools.

There is great number of choices a person could make, however, choice criteria may
be complex. In order to make the final choice and choose between hundreds of
brands, marketer influences a customer by increasing positive emotions towards a

product or brand to achieve competitive advantage over the others.

Moreover, professionals know that buying always tied to feelings (O'Shaughnessy, J. &
O'Shaughnessy N. J., 2003: 6). Everything we buy — new dress, bar of milk or hotel —
somehow is based on emotional appeal. Nowadays, emotions replace physical attrib-

utes to influence the market.

For example, Coca-Cola Company has created an emotional universe for consumers all
over the world. From the advertisement about Christmas to cans with personal hames
on it, company steps into the personal life of every customer and affects its emotional
appeal to the brand.

When there is no emotional value in company’s strategy, there is no relationship with
the customer at all. Ideally, there will be an incidental and exceptional purchase by the
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customer, although he/she will never come back as the product does not vary from
many others by customer’s perspective (Freemantle 1998: 3-4).

6 Word of mouth marketing in a modern technology

6.1 Technological evolution

Prior to 1991, it was difficult for Internet users to find any information or other con-
nectors. However, it changed in 1991 with two main the inventions — creation of
search tools and World Wide Web code. The phenomenal growth was not predicted by
all possible measures. From the number of households and businesses connected to a
large number of websites created. Nonetheless, profits did not grow at all even though
enterprises invested millions of dollars into the new internet economy (Roberts
2008:6).

However, the situation has changed significantly, and recent technology has created a
digital age.

The enormous growth in computer innovations, information, communications has cre-
ated a major impact on the value companies started to bring to their customers. To-
day, everyone in the world can be connected to each other and find information on
any topic. Twenty or thirty years ago to receive news about important word events or
connect with relatives took days or even weeks, whereas now, there is only a few mo-

ments by Internet in mobile phone or webcam on the computer (Kotler 2013:23).

The unique characteristics of new network allow connecting any set of people or or-
ganizations in the world. Results of this cooperation are seen in strategic opportunities
and options for businesses that were previously even unthinkable (Roberts 2008:11).
Business firms and customers are now in positions of partners, their aim is to build
profitable relationships where both parties benefit cost effectively. Both can contribute
to those relationships in real time. Firms can learn on individual examples how to satis-
fy needs and wants of customers by using modern Internet technologies (Lancaster &
Reynoldes 2004:215).
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6.2 Customers’ behavior in the new environment

Changes in the technology are the most influential and fast changes in recent years.
Customers became way too educated and knowledgeable during the whole decision
making process, because the availability of information has grown significantly.

For example, mobile phones and technologies allow customers scan barcodes, get all
the information about the product, connect with reference group, and look for alterna-

tives and recommendations on the go within several minutes.

More people, particularly young audience, spend time online and less time watching TV
or radio (Barefoot & Szabo 2009:14).

Information availability closely related to Web 2.0 that has created sensational trans-
formation of how customers act today. People talk with others, create communities,
forums, events, talk online about products or services, basically, involve in far more
intense word of mouth that is used to be. Information is no longer limited to any bor-

ders, families or societies: people are not communicating with only people they know.

The interactive technology has created special “self-service” environment for the cus-
tomer where he/she chooses the websites to visit, controls the communication. As an
example, banks allow customers to have such self-services. It is easy as never to pay
bills, check balance, apply for a loan, pay for electricity or house online. Practical prob-
lems such as language or cultures still exist, but it develops every day to the extent
that has never been that effective before (Roberts 2008:23; Lovelock & Wirtz
2011:176).

6.3 Marketers’ behavior in the new environment
Marketers use the Internet for many purposes: promoting consumer awareness, pro-

vide information, facilitating customer relationships, stimulating product tests, meas-

urement and analysis of advertising campaigns.

Firms place advertisements on their websites and on many others. It allows them to

support already existing communication channels, but at a reasonable price. Despite
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this, it is crucial to understand that any element of marketing communication mix such
as Internet advertising should be a part of efficient marketing strategy that includes

various marketing channels.

Personal
selling

Exhibitions

Sponsorship

o,

Amount allocated to Direct
marketing marketing
communications

Advertising

Sales
promotion

Trade journals Public relations

Figure 12.3 Marketing communications mix

Figure 5.Marketing communication channels (Lancaster & Reynoldes 2004:275).

Indeed, marketers found that not all customers are profitable. Nowadays, companies
may track customer behavior, measure profitability of each customer and improve

overall strategies and profitability according to those statistics (Roberts 2008: 26).

6.4 New marketing opportunities

Companies should take into consideration the crucial switch in consumers’ behavior
and look for great opportunities that opened for them in a modern world of Internet.

Firstly, and one of the most important tips for companies is listen to their customers.
By listening to customers and their online buzz, companies may improve their product;

create new research& development strategies, success measures, marketing tools.

Secondly, there is a great opportunity for constant and honest feedback from custom-
er. In popular social networks like Facebook, VK or LinkedIn, there are plenty of active
consumers that are ready to provide immediate responses (Roberts 2008: 29).

Thirdly, social media allows companies find new communication strategies and chan-
nels to integrate with the customer. The more important is a fact, that customers are
no longer want to receive advertising messages or banal news, they want to be an

active part of those messages and communication channels. Such new strategies may
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be applied in, for example, Instagram, Twitter, Facebook and Pinterest (Kumar et al.
2012:8).

6.5 Social media

“Social Media is the biggest change since the industrial revolution” - Business week
said this as far back in 2005.

What is social media?
Simply, it is the electronic platform (special websites or microblogs),that is used for
sharing information, ideas, personal messages, pictures, videos and other forms of

communicating channels between people across the globe.

What is Social Media Marketing?

Social media marketing is the action of using social media platform to promote compa-
ny, products or service. This type of marketing works as a supportive tool in coopera-
tion with well-known traditional promotional strategies. It qualifies as a form of word of
mouth marketing (Barefoot& Szabo 2009:13). Social network opens new opportunities
and allows to identify customer need on a 24/7 basis (Lewis & Bridger 2001:120). Ex-
amples of modern social media include different review sites (like TripAdvisor), discus-
sion groups, ratings, blogs, YouTube, e-mail, Facebook, Instagram, price comparisons

websites and many other.

Conversation happens, whether marketers like it or not. Blogs, as an example, al-
ready achieved the number of 200 million according to Darren Barefoot. Moreover,
Facebook has more than 300 million active users. Apart from it, there are plenty of
other social networks that are popular and influential for marketers. All in all, million
dollars today are going to social media and internet. Besides this, the amount of in-
vestment will increase year by year since the innovation era has just started (Bare-
foot& Szabo 2009:14).

Customers have found a completely new way to find out about the products or services

they want to buy or use. Modern community is moving towards shorter, more efficient
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and personal communications. In digital world the old advertising model (with its 15-30
seconds TV advertisements) does not work anymore (Chaffey et al. 2009:563).

Significance of social media

With this culture of sharing ideas and content come two important characteristics that

social media has: transparency and authenticity (Barefoot& Szabo 2009:10).

Moreover, it is not an unfriendly, hostile place that it used to be before the Web 2.0, as
key word of today’s Internet is collaboration. Collaboration has created the enormous
number of valuable actions bringing other people the very best of themselves, whether
recipes or participating in raising money to help fight cancer (Barefoot& Szabo 2009:
7). Following this, technology has significantly changed the amount of opportunities
humans can implement in lives. The mechanisms through which people could influence
used to be very limited, especially on a global scale. There should be a person working
in the government or in international corporation or be widely known, respected per-
son. Nowadays, to change something even globally, everyone needs an access to a PC

or phone with wireless connection (Brown & Hayes 2007:147).

Interestingly, but today, customers, not companies control the information flow of
marketing that is connected to any of product (Smith 2011: 9).

Social media allows building new relationship with anyone (no matter where you live
and which language you speak), understand each other’s preferences, needs (Smith
2011:10).

When looking for a holiday trip, nowadays, customers just open The TripAdvisor appli-
cation, type the favourable hotel or city and find all the information about it from re-
cent visitors.

Social media has created a niche for everyone, whether it is a Chinese football team or
jump enthusiasts - all can find each other and create communities. The ease, low cost
and simplicity of setting a website or writing a blog has allowed football fans ,Apple
fans or Zumba dancers to coordinate and build own personal relationships. Just one
click on the screen, people turn strangers into friends and observers into creators
(Barefoot& Szabo 2009:3 ).
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6.6 Word of mouth in social media

6.6.1

Since the invention of Internet and popularity of social networks, word of mouth has
started moving faster than ever before. Now, a history of word of mouth marketing has
changed significantly and will be recorded forever. Internet has changed the speed of
word of mouth, it has now become fast, powerful and even dangerous (Brown & Hayes
2007:147).

For instance, nowadays, it is easy to share the photo of a new shop and send it to all
friends in Facebook, as a result, there will be a buzz going on already, as well as word
of mouth will immediately starts working.

At the same time, negative feedback about the film will immediately cause the situa-
tion of destructive word of mouth marketing (Hughes 2005: 26).

Examples of word of mouth in social media

The influence of word of mouth in internet is way too faster than anyone might think.
As an example, sister tells his brother about new café opened nearby. Then he spreads
the message further to his mother or friends. However, if sister tells the same story to
one of the Facebook groups (about good places to eat, for instance,) she will get thou-
sands of reviews and the café will be probably full soon (Barefoot& Szabo 2009: 14).

Apple IPod battery

A well-known story about WOM happened with two brothers, ordinary customers that
created a film called “Ipod’s Dirty Secret” showing their findings about an IPod battery.
It started with the fact that Ipod’s battery did not work, they called to the service and
man told them that the battery was dead. As a protest, they stencilled phrase “IPod’s
unreplaceable battery lasts only 18 months” all over Apple’s poster ads for that IPod
product. Following this, video was viewed by over 6 million people in month, reaching
15 million in total (before the invention of YouTube).Eventually, Apple improved the
battery.

This is an example of negative word of mouth that has been spread like fire over mil-
lions of people. (Roberts 2008: 31).
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Starbucks

Starbucks has the special website (idea.com) that is made for helping the company to
generate new ideas, be closer to their customers, show them their values. Over 80 000
of ideas generated from that platform and more than 50% have been implemented
somehow. Company recruits people and fans that are creative and bring valuable sug-
gestions for the company performance (Bernoff& Schadler 2010: 104).

It is a perfect example of tight cooperation in social network, word of mouth spread
that leads to benefits for all parties.

6.7 Traditional media helps WOM

However, no matter how fast the digital era grows, human being will not spend all
their time online. That is why, it is important to understand that marketers do not have
to choose between modern or traditional methods but choosing all of them in right
proportions to reach the target and provide efficient service, promote the brand, incor-

porating social message into visual message.

Traditional media helps marketers to create a foundation to familiarize customers with
the brand or product. Following this, when customers go online, they are sharing in-
formation, chat with people about already known facts that initially have been provided
by traditional marketing channels.

The successful traditional marketing campaign automatically becomes a topic for dis-
cussion and generates buzz. There are plenty examples from Old Spice to Apple. The
aim of such campaigns mainly to catch initial attention to the brand, its tagline or val-
ues in order to create word of mouth and spread the message further in social media
(Blakeman 2014:57).The importance of word of mouth is significant as every dollar
spend on advertising should create buzz (Hughes 2005: 5).
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Why word of mouth is so influential?

In the Digital and Technological Era, we are overwhelmed with enormous amount of
information. People do not want to spend time on searching and distilling the infor-
mation overload. Thus, word of mouth has become a necessary timesaver. It is much
easier to receive already sorted valuable data as a benefit for people and let profes-

sionals do their job: investigate and filter it (Silverman 2001:9-10).

Consumers can now choose between tasks that consume a lot of time and implement
time-saving technologies. Moreover, new generation is involved in multitasking. For
example, driving a car can be mixed with telephone calls, surfing the web, social net-
working, e-mail check and so on. Thus, companies must provide services that meet
new requirements people want to have, paying attention to time saving features (Ku-
mar et al. 2012: 7).

Furthermore, word of mouth is trustworthy source (Hughes 2005:25). Potential cus-
tomer is more likely to trust the opinion of third party, according to his/her already
sorted independent review, than from someone that has deliberate interest in promot-
ing something for you. This unique credibility gives word of mouth much of its influ-
ence. That is why, if you ask people why word of mouth is so powerful, they probably
tell about its natural independence and objectivity ( Silverman 2001:26).

Moreover, expectations of the customer are higher nowadays than they used to be. As
people become more educative, informed about market and its services, they develop
new needs that change too fast (Kumar et al. 2012: 7). Customers want to have a con-
trol over all aspects of life. They want to control what they consume, what they buy,
control their privacy, information around. Ideally, customers want to receive a product
that combines all those features in one package. Besides this, they want to receive it
right now on a 24/7 basis (Roberts 2008: 29). It is a time when no one believes in

manufacturers, retailers or any other providers.

Modern consumer more individualistic than old one. People do not want to buy this

milk. They want to know where it comes from. Is it organic? Is it vegan? Is it healthy?
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Hence, customers are more involved in most the actions. They check labels, prices,
look for recommendations, reviews etc. (Boyett, J. H. & Boyett, J. T., 2003:195).
Customers loose attention so fast. If there is no personal relevance, they rapidly switch
to something else.

As a result, such careful customers look for word of mouth that will bring them more
value and allow the possibility to choose the best product or service.

To sum up, Japanese distinguish between miryokuteki hinshitsu (quality that fasci-
nates) and atarimae hinshitsu (quality that is expected), new customers want miryoku-
teki hinshitsu. Today, the best source to find it — word of mouth that is much more
reliable than any source of promotion. (Boyett, J. H. & Boyett, J. T., 2003: 195).

8 Methodology

C. Kothari (2004: 2) describes research as:” Search for knowledge through objective
and systematic method of finding solution to a problem”. The process includes state-
ment of a problem, formulating the assumption, collecting facts and data, reaching a
conclusion.

The purpose of any research is to find answers through application of specific tech-
niques. The main goal of a study is to find a correct answer on a question that has not
been identified before.

Since the research viewed to be empirical, there are three types of questions that can
be formulated in the research. First type is exploratory questions that are directed to
discover phenomenon or situation. Second type is descriptive questions. The aim of
those questions is to provide a description of phenomenon or situation. Questions of-
ten start with “How?” .Third type is causal questions where the purpose is directed
towards the reason of the phenomenon or situation. Usually question starts with
“Why?” and “What?” (Mligo 2016: 42).

Descriptive method is chosen in the survey since the aim of the research is to obtain

the information about the word of mouth marketing influence.

There are two main research methods: quantitative and qualitative.
Qualitative method is focused on finding a quality of something. For example, when

human behaviour or psychological characteristics needs to be investigated, various
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associations tests are applied, as well as interviews, attitude and opinion tests (Kothari
2004:3).

Qualitative method is focused on measurement of quantities or amount. It is supposed
to provide sufficient data that can be collected by several methods: observation, per-
sonal interview, telephone interviews, mailing or questionnaires (Kothari 2004: 17).

A quantitative method is chosen for the study. It is usually conducted by question-
naires and has emphasis on verification and testing. It allows examining the market by
collecting the answers of customers, for instance. Method is the most preferable for
the thesis due to its ease and convenience for respondents. For instance, the interview
method is not appropriate for this research due to its time limits. Moreover, the pur-
pose is to get short, clear answers rather than interviewing people or look for their

behaviour.

The research purpose is to identify the marketing position of specific chosen company,
collect and analyse data and provide conclusions and marketing perspective according

to the results received by respondents of questionnaire.

A survey is directed towards the analysis of efficiency of word of mouth marketing
within chosen company and in the market, as well. Received information is based on
people’s attitudes, experiences and opinions. As a result, specific picture of consumer
behaviour can be identified as well as clear view for the chosen company to plan mar-

keting strategy.

The theoretical background creates a guide for empirical research and helps to identify
significant questions that reflect current problems or trends on the market. Deep un-
derstanding of main concerts, its relevance today as well as growing trends identified
in theoretical part with regards to word of mouth. Then, on the specific company case,
the influence of word of mouth is proven on the examples and results obtained
through answers of respondents (current clients of the company).

Survey is made according to judgement sampling as the selection is made by the re-
searcher (Kothari 2004:59).1t is created by Google Forms program which is very simple
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and free tool that allows to create own questions in any form that is needed. Data is
further analysed in Excel program. There are 13 questions, most of them with only one
choice option.

Data collection is done by leaving printed surveys in one of the auto service’s waiting
room for clients. One of the company’s workers introduces the goal of the survey and
asks for help. As a result, clients have been chosen randomly.

Research data has been analysed immediately after all questionnaires have been col-
lected. Additionally, the questionnaire has been made in Russian language; however, it
is translated to English for the thesis (see appendix). Also, there has been two weeks

for answering questions.

9 Company overview

Green tyre was founded in 2009 year. Company provides tyre repair service, different
other repairs of the car, as well as working as internet shop for tyres and automobile
disks. The Company is located in Saint-Petersburg, having more than 10 offices around
the city. Nowadays, the company works as retail and wholesale provider. Moreover,
Green tyre works with corporate clients and started the storage of tyres in recent
times.

Products include famous brands such as Michelin, Kleber, Yokohama, Hankook and

other popular tyre firms.

The consumer target group of the company-is mainly middle-class adults from 25-55

years. Those are the people with passengers’ cars as well as minibuses and trucks.

The price is set to be a little bit higher than other competitors in the market, however,
it is based by the cost of equipment they use and overall service with interior of auto
services. (equipment provided by Hoffman Company known to be a reliable mechanism
for tyre-repair) However, Green tyre is well-known for having many seasonal sales or

coupons with lower prices.



25

Other than the noted, a few months ago, company started to work as franchising. This
action will allow them to grow faster in Saint-Petersburg and other cities in the near

future.

Basically, it is a well-known company that shows their presence on the market with the
help of different communication and advertising channels. Indeed, they invest in radio
and billboard advertising so that the presence on the market has high awareness. You
can find posters on the streets in all parts of the city. Following this, there is a belief
about word of mouth influence that affects company’s image and success. Buzz is go-
ing on about the Green Tyre about its perfect service, professional equipment and fast-

service.

9.1 Purpose of the research

The main purpose of the study is to examine the effectiveness of word of mouth mar-
keting in Green Tyre. As company is well known for quickly becoming of the most spo-
ken auto services in the city, the survey goal is to examine how correct this information

is.

The goal is to find is there any buzz about the company and where does it come from.

It identifies how customers choose auto services, what are the most important features
for them, what are the main motives of customers when choosing the brand. The im-
portance of recommendations, reviews and overall buzz is asked in the survey. Moreo-
ver, research survey is questioning how target group reflects to social media, what do
they want to see there to react more rapidly. Indeed, it shows possible problems com-

pany may have in connection to its marketing strategy.

Also, analysis of marketing prospects of the social web and its importance in overall
marketing strategy of the company to reach its target audience is examined in the
study. More specifically, survey identifies what are the best marketing channels the

company uses and which work best.
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10 Findings of the research

People were provided with a printed survey with 13 questions. They were asked to
answer them in the waiting room while car was in service. It may seem that 35 re-
spondents is not enough for efficient analysis, however, the flow of customers in the
automobile industry is not that big in comparison to many others, moreover, research
was conducted offline but with real, valuable customers that can provide honest and
reliable feedback. Moreover, all 35 questionnaires were completed, so the answer rate

is hundred percent.

From the 35 completed questionnaires the majority were males and only eight percent
females. It is not the surprise as the automobile industry, and especially auto service
industry is popular mainly between males.

Following the section of age, the prevail amount of respondents were between 34-40
years old (37 percent). There were also a big percentage of people between 41-48
years old. Despite this, all age groups were implemented into the survey as may be

seen on the diagram below.

40% - 37%

30% - 28%
c 20% - 17%

Q.

§ 15% - 11%
10% - 7%
00/0 T T T T

18-25 years 26-33 years 34-40 years 41-48 years 49+ years
Age

Figure 6.Age of respondents.

Then, very important question about previous visits to Green tyre was asked. As it can
be seen on the table below, 87 percent of respondents never used company’s service

before, whereas around 12 percent used it more than one time. These results are quite
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promising, because if around 4 people already come back, most probably they are
satisfied with service and will do the same in the future, as well as attract others. Oth-
er than that, there are 1 percent of people that visit the company on a permanent ba-
Sis.
100% -
90% - 87%
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -
0% -

12%
1%

Never used 1-3times More than 3

Figure 7.How often do you use Green tyre?

Respondents used mainly tyre change service (98 percent) while visiting Green tyre.
This question may show subjective view, due to the fact that the questionnaire was
conducted only in 1 office of Green Tyre where customers mainly changed tyres. It
was impossible to measure the overall picture as different services of the company
separated by location. For instance, in contrast, if the questionnaire was given in the
storage office, the same results would have been achieved there.

m Tyre service

® Purchase of products

Figure 8.Which service do you use in Green tyre?
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The essential question was asked about the company: How did they come to Green
tyre? Research showed that the number of people coming by recommendation (wheth-
er friends, relatives or internet reviews) had reached 35 percent. What is more im-
portant is the fact that banner advertising (meaning outdoor billboards here and fur-
ther) has been affected 33 percent of clients. Internet advertising means various ads
on websites. Social media includes all websites like Facebook, LinkedIn, forums, blogs
and others. All in all, such questions may allow company to find their rationale be-
tween marketing channels and help them to find the most valuable. Sometimes it could
be very challenging to identify which marketing channel to use as nowadays, there are
plenty of options to reach a consumer.

Flyers/Posters
Direct mail
Radio
Internet
Social Media
Banners

33%

Recommendation 35%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Figure 9. How did you hear about Green tyre?

As the research is mainly conducted to know about word of mouth, it was essential to
know the reviews more precisely. The figure below shows that 73 percent of respond-
ents did not look for reviews before choosing the auto service. However, if to sum up
previous question’s results about recommendations with current results of reviews
(around 27 percent people checked reviews before coming to Green tyre), it becomes
evident how well the company distributes buzz and how many reactions people have
on what they do.
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mYes
= No

Figure 10.Do you usually search for reviews before choosing an auto service?

It was quite evident that respondents will mostly be sensitive to price and service. Fifty
seven percent of respondents tend to use Green tyre for its fast actions and polite
staff. Location is not the priority for most people, however, the company is located in a
profitable and noisy districts of the city. Quality seems to be significant for some (ap-
prox.4 percent) audience. It could be so that an automobile industry and the action of

changing tyres usually is not associated with quality, it is more likely about time.

price [N 56%
Quality . 4%

Location F 3%

0% 10% 20% 30% 40% 50% 60%

Figure 11.What is the most valuable feature for you?

To measure brand orientation and customer loyalty, there was a question given to par-
ticipants about their relation to any specific auto service. Most of the people (42 per-
cent) do not differentiate companies and rely on other value rather than brand orienta-
tion. However, 38 percent of participants said that they usually used same service from
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time to time. Difference between all choices is not that significant in comparison to
many other questions with clear replies.

45% -
40% -
35% -
30% -
25% -
20% -
15% -
10% -
5% -
0% -

Usually use the same  Use several that I I choose different
know every time

Figure 12.Do you prefer using same auto service or you choose different?

Next question was related to customer decision-making process. Respondents were
asked to identify how they search for auto service.31 percent of participants usually
ask people that they know, probably because the information will be more trustworthy
and less time is need for search. However, there were quite many people that search
the web (28 percent) and look for something nearby (27 percent). It is interesting that
the location here is almost on the same levels with other preferences whereas when
people were asked to identify their values, they put location on the lowest level. More-
over, price option that was one of the most valuable variables for participants now
reflects only for 6 percent.
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Ask people I know well — 31%

Search the web I 28%
Look for smth nearby [ 27%
Search for ratings and
recommendations A 8%

Look for cheap price - 6%

0% 5% 10% 15% 20% 25% 30% 35%

Figure 13.How do you search for auto service?

The next significant question related to word of mouth was asked: do people share
their experiences with friends, relatives or colleagues after using the auto service? The
results show that most of the clients will probably tell somebody about the experience.
It means that in most cases the conversation exists within the family about the ser-
vices and products they use on a daily basis (approx. 85 percent of participants share
their views with others).

W Yes,very often
H No,never

B Sometimes

Figure 14.Do you share your experience about an auto service with friends/relatives/colleagues?
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Then, it was essential to identify which marketing channel is the most popular in auto
service industry in Saint Petersburg. As a result, banner (billboard) advertising was the
most popular and visible for clients. Talking about Green tyre, for instance, there is a
big number of outdoor billboards around the city as well as internet advertising. There
is a slight difference in numbers between three most noticeable communication chan-
nels: Banners (approx. 29 percent), Social Media advertising ( 24 percent) and Internet
(27 percent).

35% -
30% - 27% 29%
5505 - 24%
20% -
15% -
10% - 8% 9%
5% | 3% l I
0% | L . . . .
Qg’&o &@é‘ & c‘,ﬁ\é>§ oé”ég <\°Q§c)
S @ & J\C)Q i
0)0 Q\\\Q/

Figure 15.What advertising channel do you see most often (in terms of auto services)?

Respondents (clients of Green tyre) were mostly satisfied with the service as the num-
ber of people willing to tell others about the company is a little bit higher than those
who does not want.(if we consider forty-six percent plus twelve percent of respond-
ents) . However, it is crucial to identify why people do not want to tell others about
Green tyre. More precise analysis of this topic will be made later in the report.
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| mYes
46%
m No
= Probably

Figure 16.Will you tell other people about Green tyre?

To conclude, the final question was asked about word of mouth spread about Green
tyre company. 54 percent of participants said that they heard at least one or two
times about Green tyre before and 9 percent said that they heard about the firm many
times before. It is already shows quite promising results for Green tyre as buzz level is

high according to several questions from survey.

B Yes,many times
HYes, one-two times
E No

Figure 17.Have you heard something about Green tyre from people before?
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11 Analysis of survey

The survey has started with demographic questions connected mainly to targeting. The
goal of this work was not directed to target analysis, however, for any marketing re-
port it is fundamental to get to know the audience and its preferences. By identifying
our target group, there are higher chances to attract significant customers for whom

company is going to sell products or services.

Target audience is mainly middle class men from 34-48 years who most probably have
families (as the target age group implies this). The circle starts to shrink already, how-
ever, it is crucial to identify target preferences in terms of location, customers’ needs
and values when choosing a product, brand or service. Throughout the survey, com-
pany could already find out a lot of information about the customers. For instance,
location (question 7) showed up to be the least important feature for customers,
whereas service and price are at the top. From this information company may conduct
more specific analysis on what issues exactly satisfy customers in terms of service and
what actions should made to increase quality rates (now it is only 4 percent).

According to information gathered about target group, the company may also identify

potentially successful marketing channels to encourage word of mouth.

The survey has shown that the main marketing channels are outdoor billboards), inter-
net advertising and word of mouth that became the most influential sources for Green
tyre.

According to the information obtained (questions 5, 9 and 11), marketing communica-
tions channel strategy can be created for Green tyre. Billboards reflected to be the
most seen advertising channel of Green tyre nowadays (from the 5" question). It is
influenced by several factors.

First of all, auto service industry does not use modern marketing channels yet. Moreo-
ver, the target group that was identified before influences the attractiveness of this
type of advertising. Billboards are seen everywhere while we drive and while wait for
the green light on crossroads. Indeed, Green tyre is the auto service and all customers
— drivers. That is why, it is not the surprise to have a specific marketing strategy that is

directed to visual ads on the streets while a person sits in the car.
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Secondly, it is the uniqueness of the Russian market. Overall marketing in the country
develops slower than in other countries like USA, Germany or France. Today, for in-
stance, 50 percent of all Russian companies still do not have even a website, meaning
that there is no marketing in Internet and social network at all (2GIS 2014). By looking
at competitors’ advertising model, almost same results appear (question 11). Auto ser-
vice industry prefers outdoor billboards to be the most usable channel.

Following this, companies like Green tyre tries to use traditional channels in order to
increase attractiveness and visibility of its brand. All in all, results show that billboard —
effective marketing channel for Green tyre company.

After banners (outdoor billboards), follows social media that accounts for 17 percent,
according to the results of fifth question in the survey. Despite the specific Russian
market, smart companies are involved in social network and raise visibility there. Inno-
vative ways of marketing are needed for every company nowadays to make people
interested in your product, service or brand. Especially, when the discussion is about
tight, overflowed industry like auto service. Beside this, social and internet marketing
saves more money than any other traditional promotion methods. Moreover, competi-
tive advantage could be achieved by using social media as prevail number of compa-

nies in the industry is not highly involved there, as was said before.

Social network provides the best possibilities to communicate with existing and poten-
tial customers and spread word of mouth. Moreover, social network can help Green
tyre to extend its brand power, strengthen customer relationship with permanent cli-
ents, promote new services and create interactivity through constant conversation with

people online.

Green tyre currently uses its own website and a group in VK website. Company seeks
for proper marketing strategy in social network and overall online presence. It needs to
identify specific goal, identify target audience, online platform that will be most suitable
for them as well as provide permanent, creative content and check the participation.
Having a presence and be active in social network — significant and most forgotten
step for all companies. It is essential nowadays to connect directly with the customers
though different sources.
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For instance, assistant of Green Tyre may immediately answer on various questions of

customers online as well as fully run the social networks.

Internet itself has helped many businesses, especially small, to grow faster. It is dy-
namic times for companies, and they should implement these new communication
channels into the market anyway, because the trend is going to increase year by year.

Company may also increase their loyalty in social networks. As stated in question eight,
42 percent of respondents still choose different companies from time to time. That is
why, it is significant for the company to develop long-term strategy that will retain cus-

tomers.

Social network may boost these relationships by various tools. For instance, company
already sells many coupons with discounts on corresponding websites; however,
through constant communication, presence and individualization of customers, Green
tyre may significantly increase the number of customers using only one auto service.

Indeed, such actions may lead to buy over competitors’ clients.

Word of mouth and its effect on company’s performance remain to be the most inter-
esting issue of this survey. Most of the clients share their experiences about auto ser-
vices with closest people (question 10). Additionally, most of the Green tyre clients will
tell others about their service (question 12). It means that people generate word of
mouth about industry overall and ready to do so about the company they have been

recently.

The survey has shown that word of mouth is a very effective tool for Green tyre itself

and auto service industry, specifically.

Apart from already positive results achieved by the company, it is becoming challeng-
ing to support its power in recent days due to the increased number of social networks
and high customer involvement. However, social media plays a major role in today’s
word of mouth marketing. It is crucial nowadays to check all possible sources (blogs,
forums, reference group pages, videos, websites, social websites) where reviews can

be found and respond honestly. Combination of traditional marketing channels and
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modern communication channels will increase the level of buzz, in other words, boost
the most effective communication tool (proved by the survey results) faster and effec-

tively.

Word of mouth influences consumers on all stages of purchase, thus, detailed analysis
should be made by Green tyre to identify customer journey and areas for improvement

on each stage of decision making process.

Decision-making process is important for building word of mouth strategy. Question-
naire has identified that families, colleagues or friends have significant impact on per-
son’s decisions before and after the purchase. However, there are still many issues
that needs to be analysed. What about influencers? Can Green tyre find and implement
them to generate buzz? How reference groups relate to auto service industry and per-
sonal decisions? Finally, how the emotional appeal may change customer’s buying
behaviour?

Respondents asked that they do not look for reviews while choosing the auto service
(73 percent). However, stimulating customers to write reviews will be an effective
measurement tool for company. There is a problem with reviews nowadays that Green
tyre has. By looking through group page in VK social network, there are plenty of neg-
ative reviews without any replies by the company. Indeed, negative word of mouth
used to be a way more influential than the positive one. As a result, company should
take into account customers’ opinions and respond correctly, preferably solving the
problem. If the problem solves, customer satisfaction level may increase and negative

feedback will turn into positive.

Company should concentrate their attention on positive word of mouth messages,
stimulating customers to share experience. Offering the combination of offline and
online word of mouth will increase the credibility and loyalty to the brand.
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12 Conclusion

Despite the fact that there were some limitations concerning the survey, the results
showed that word of mouth appears to be a highly influential tool in the research in-
dustry. It used to be valuable before, however, with the help of Internet, social media
specifically, word of mouth spreads faster and effectively. Today small start- ups can
boost their profits immediately, while some other old style corporations will cause fi-

nancial problems due to overlooking of new marketing channels.

People still share their experiences with other people face to face and look for recom-
mendation before making a purchase. However, consumption habits are changing, and
people find new ways of communication such as social media. To be able to stay in
business for long, companies need to follow the trends and changes in the marketing

communication channels.

Moreover, word of mouth will continue to play a major role in the lives of people and

marketers in the future.

Green tyre should take care of its current word of mouth power and pay attention to
critique that expressed by customers. This trend of sharing ideas will grow and if, for
instance, company direct their loyal permanent customer towards promotion in social
media (ask for video reviews by real customers), they will increase awareness and

strengthen their brand image.

Correct allocation of current resources and implementing them accordingly, will give
Green tyre significant competitive advantage over the other auto services in Saint-

Petersburg.
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Appendix 1. Questionnaires.

Questionnaire in English

Word of Mouth Survey

Survey is intended to identify the most effective marketing communication channel.

Green tyre- company that provides autoservice in different districs of Saint-Petersburg, as well as
working as internet-shop selling tyres and automobile disks.

1. Gender
Mark only one oval.
() Male

S

[ ) Female

2. Age
Mark only one oval.

() 1825
() 2633

\.

N

() 3440
() 4148
) 4o

3. How often do you use Green Tyre?
Mark only one oval.

g

() Never used before
v"---R
)

(") More than 3 times

1-3 times

4. Which service do you use in Green Tyre?
Mark only one oval.

() Tyre service

() Purchasing of tyres,automobile disks

() Storage of tyres

\ /

() Repair service

5. How did you hear about Green Tyre?
Mark only one oval,
) Recommendation (family, friends,colleadues)?
() Radio
() Internet
(__) Social media (forums, blogs, VK, Facebook, Instagram)
(__ Direct mail (email tex message)
() Flyers/Posters
() Banners
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6. Do you usually search/ask for reviews before choosing an autoservice?
Mark only one oval.

) Yes

) No

7. What is the most valuable feauture for you?
Mark only one oval.
() Price
() Qualiy
|, "—“) s »

pN

() Location

8. Do you pnfetuslngﬁnsamautmrvioeoryoud)ooudiﬂmmmto&ne?
Mark only one oval.

o
() Usually use the same

(") Use several that | know well

(") Ichoose different every time

9. How do you search for autoservice?
Mark only one oval.

() Ask people | know well

() Search in the internet (websites)

() Look for something nearby
{ ) Look for the cheapest price
() Search for ratings and recommendations

10. Do you share your experience about an autoservice with your
friends/relatives/colleagues?
Mark only one oval.

{__) Yes, very often
() No,never
() Sometimes

11. What advertising channel do you see most often? ( in relation to autoservices)
Mark only one oval.

<\:_\) Social Media (forums,blogs, VK, Facebook, Instagram etc.)
() Direct mail (email text messages)

() Flyer/Posters

(" ) Banners

\
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Word of Mouth Survey

12. Will you tell other people about Green Tyre?
Mark only one oval.

() Yes
O o
() Probably

13. Have you heard something about Green Tyre from people before?
Mark only one oval.

(") Yesmany times
Q Yes, one-two times

() No

Powered by
Google Forms
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Questionnaire in Russian

MapkeTUHr U3 ycT B ycTa
Onpoc HanpaeneH Ha Bbifenexre Haunbonee ahPEeKTUBHOrD MaPKETUHIOBOID KaHana.

OCHOBHBIM HaNPaBnNeHUeM AEeRTENbHOCTH kKomMnanun 3A0 «3enénan WrHa» RBNRETCA TOProans
2BTOMOGMNBHLIMM LUMHAMM M KONECHLIMKU JUCKaMK, 8 TaK XE WMHOMOHTAEXHLIC YOIy
CONYTCTBYIOWMIA CepauC.

B HacToswee BpeMA KOMNaHUA «3eNéHasn WuHa» MMeeT ChneayroLme NOAPa3aeNeHUA:

- 10 pO3HMYHBIX Mara3uHoB, 0BOPYA0BaHHLIX COBPEMEHHLIMM LUMHOMOHTIXHLIMI KOMNNEKCIMM,;
- UHTEPHET-MarasuH LWWH 1 KONECHbLIX AWCKOB C QOCTaBKON TOBapa;

- oTAen no paboTe C KOPNOPaTUBHBIMKA KNMEHTaMK;

- COBCTBEHHbIE CKNAACKKe NOMELEHHS;

- cnyx6y AocTaBku 3aka3os no CawkT-Merep6ypry.

1. Mon
Mark only one oval.

() Xeucxkuin
() Myxcxoit
2. Boapact

Mark only one oval.

() 1825
() 26-33

pe—

(O 40

() 4148
L

() a0+

S

3. Kak yacro Bbl nons3ayerech ycnyramu 3eneHoi LnHei?
Mark only one oval.

) HuKoraa He MCnonb3oBan paHblue
C ) 1-3 pasa
(") Bonbwe 3 pa3

4. Kakown cepsuc Bbi ucnonb3syere 8 3enexoin LWune?
Mark only one oval.
() WmHomoHTax
() Noxynka Konec, AMCcKoB

() XpaueHue konec
") PeMoHT
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5. Kak Bbi y3Hanu o 3enexoi Wnxe?
Mark only one oval.

() PexomeHpaumn (Apy3bs, POACTBEHHMKH, Konnery)

N—

() Panwo

Y

() Wnreprer

(") Coupanshbie cetn (BronTakTe, hopym, Gnor, Facebook, Instagram)
(") NepcoHansHan pacceinka (aNEKTPOHHAs NONTa, CMC)

(.__). ®naepsl / MocTepst

.'\v:jn bannep

6. UHTepecyeTech N Bbl OT3LIBAMM MK PEKOMEHAALUMAMMK NPH sbiGope asTocepsuca?
Mark only one oval.

Y
() Ba
() Her

7. Kakue cambie BaXHbie KpUTEpUM Ans Bac?
Mark only one oval.
-

() Kayectso

Nt

Lena

() Cepsuc

/ colEEe
() Mecrononoxerine

8. Bbl NpeAnouYMTaeTe MCNONL30BATL OAMH W TOT XKe CEPBMC MK NoNb3yeTect PasHbiMK
BpeMs OT BpemeHn?

Mark only one oval.

(") Monbayiock 0fHMM

(") Monb3yioch HECKONLKAMMA, KOTOPbIE 3Hai0

(") Beibupato pasHsie

9. KaK Bbi MjeTe aBTocepsuc?
Mark only one oval.

() Cnpawmealo 3HaKOMbIX U Apy3en
() Viwy 8 wHTepHeTe

() Buibupaio N0 MECTOMONOXEHMIO

() BuiGupato no yewe

C _4 iy pexoMeHaaLmn v penTHHIM

10. fenuTechb NK BbI BNeYaTNeHUAMH 06 aBTOCepBuce ¢ Apy3bAMK/POACTBEHHUKamMK/
Konneramm?

Mark only one oval.
(") Ba, vacto
(") Vwoma

3 Het
O
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11. Kakyto peknamy Bbi 3ameyaeTe value Bcero? (Npo aBTOCEpPBUChHI)
Mark only one oval.

() Hapaano

() BMWnrepHere

O B couuanbHbix ceTsx ( B Kontakre, Facebook, Instagram v .T. 4.
Q MepcoHanbHas paccbinka ( ANeKTPOHHaR nouTa, CMC)

() ®naepsi/ Mocteps!

() Banwep

12. PacckaxuTe nu Bbl 0 3eneHoin LLune?
Mark only one oval.

() Pa
() Her
() BoamoxHo

13. Cnblwanu ny Bbi 0 3eneHom LLinHe OT KOro-To A0 NoceweHus?
Mark only one oval.

( ) Oa,mHoro pa3
{ ) Da, oauH-aBa pasa

() Her

Powered by

B Google Forms



