
© 2006 Nielsen BuzzMetrics, a subsidiary of the Nielsen Company

Wine Industry Technology 
Symposium

Max Kalehoff – VP
max.kalehoff@buzzmetrics.com

Rise of Consumer-Generated Media (CGM)



© 2006 Nielsen BuzzMetrics, a subsidiary of the Nielsen Company 2

Brand Association Map: “Beer”
Actual words used in 
conversation about “Beer”; 
discussion dominated by 
brands, types and methods 
of manufacturing.

Imagine your brand, 
products, competitors, 
segments, issues, 
etc…examined by BAM.

“Talk” most central 
keyword, implying 
beer as social 
pass time.

Cigarettes, Pizza and Wings 
highly associated with beer.

Vodka, Bourbon, Rum, 
Whiskey and 
Champagne most 
frequently associated 
alternatives – not Wine.
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Brand Association Map: “Wine”
Majority of discussion 
related to food and 
cooking.

Grapes and tasting 
are the most central 
keywords.

Spirits equally associated 
with Wine as actual grape 
varietals.

Cabernet is wine 
variety most closely 
associated.

Social events and 
places highly associated 
with wine.
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CGM: What is it?
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New Formats and Forms

A diverse and fast-growing body of online content that is 
expanding into multi-media formats

Early Stage Internet Recent Internet (Rich Media)

Usenet 
Newsgroups

Internet
Discussion

Forums

Consumer 
Blogs

Moblogs

Video Blogs
(VLOGS)

Micro-community
sites 

Audio 
Blogs

Ratings & 
Review Sites

Feedback 
Portals

Groups

Media 
Blogs

Marketer 
Blogs

Social Media/CGM2 Wave

The Engagement / Co-Creation Wave
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Everyone is Creating Content These Days 

13%

33%
27%

18%

30%

58%

27%

Rev/commented on brand/company blog
Provided email feedback to company/brand
part in online product rating
part. In online community/message board/forum
Reviewed online comments/ratings while researching products
Forwarded something found on internet
None of the Above

73% Online Consumers 
Are Content Creators!
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Why People Do It…

Wine PlaylistWine NetworkWine MediaWine ToolsPlacement & 
Reviews

“Apparently all it took 
was a glass of Château 
Malescot St-Exupéry (a 
Bordeaux Third Growth 

estate), a nibble of 
camembert cheese, and 
a group hug to prevent a 

recent robbery in a 
private home.”

Advertising
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Why It Matters! 



© 2006 Nielsen BuzzMetrics, a subsidiary of the Nielsen Company 9

Reason #1: CGM Is Linked To Trust
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Reason #2: We Know CGM Links to Behavior

Virtually every research company finds that consumers trust CGM and 
word of mouth far more than any other information source…

67%Word of Mouth
53%Advertising

47%Editorial

1977

76%A friend recommended it
22%Newspaper/Magazine recommended it

15%Advertisement

8%The websiteWhich factors make you most 
comfortable purchasing a 
product?
WPP

Best source for advice on  a 
new product:
Yankelovich

67%Another consumer 
35%Info services (e.g. Consumer Reports)

26%Newspaper/Magazine

21%Television

Among best sources for new 
ideas about products:
GFK/NOP

92%Word of Mouth
50%Advertising

40%Editorial

2005
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Reason #3:  CGM Audits & Explains Brands 

What triggers conversation?  What can you control?

High Marketer/Brand Control Low Marketer/Brand Control 

Low 
Consumer 
Acceptance

High 
Consumer 
Acceptance

Stealth Marketing

Complaint/Feedback 
Info-mediaries Ratings/Reviews

Boards, Forums

Email - Spam

Print Ads

TV Advertising

Customer Service Contact-Us

RSS

Email – Opt-In

On-Demand Video

Brand Communities

Paid Search

Co-Creation: Limited

Co-Creation: Extreme

Product Quality

Consumer Blogs
Brand Blogs

Brand Websites

Shilling Splog

Human Touch

Organic Search

Ads Before Movies

Direct Mail

Tel Solicitation

Brand Search
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Media that Keeps on Giving…or  Punishing

Ad StimulusDissatisfactionSatisfaction

Branded “Event” Corporate content, 
18%

Media content, 12%

Expert content, 22%

Consumer 
generated content, 

26%

Other (affiliate, etc.), 
22%

Jupiter Research 
26% of top search results for 
world’s twenty largest brands is 
consumer-generated.
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What if half the store shelf
said, “Don’t Touch This?”
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Can CGM Be Measured? 
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How do consumers feel about my brand…right now?

How many are talking (volume), and who’s being impacted 
(reach)?

What issues are being discussed? What trends are coming?

Who’s talking and where, and are they influential?  Does 
there influence spill over to offline influencers.  

Can I influence, control, or manage word of mouth? 

Did my marketing engage, resonate or “echo” with 
consumers?

Questions CGM Can Answer
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“Wine” Buzz: What’s Going On?
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CGM Ramifications
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Broader Applications & Action

Consumer Insights

Search Engine Optimization

New product launch tracking

Media Negotiation (including spokespersons) 

Message Optimization

Influencer Management

Website, Blog, CRM Optimization

Organizational Change / Motivating Management
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Listening-Centered Marketing

Consumer Generated Media:  The fastest growing media is that 
which consumers create, shape, and share themselves. 

Holistic 360 Listening:  Brands must be attentive to what the 
consumer is saying from all expression venues

Continuous Conversations vs. “Time Stamps”:  Conversations are 
fluid, and provide deeper context and meaning than “time-stamps”

Beyond Loyalty:  In this new age of word-of-mouth and CGM, 
customer loyalty is simply not enough. Advocacy is everything. 

Call-Center as Profit Center:  Powerful new ‘listening posts’ are 
emerging in companies. 
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The End
max.kalehoff@buzzmetrics.com

www.attentionmax.com


