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P&G’s Tremor – Reinventing Marketing
by Word of Mouth

STRUCTURED ASSIGNMENT (SA)

SA has a set of logically sequenced questions based on a specific case study. These
questions are meant to enhance the logical and analytical skills of the students. Students
are advised to attempt a SA only after they have acquired a reasonable conceptual
understanding as indicated below.

Structure of the Structured Assignment

Section Title of the Section Number of
Questions

I The 'Buzz' About Buzz Marketing 3

II Growth of P&G: Tremor's Battle for Sales 4

III A Brilliant Move or Marketing Gone Amok? 4

PREREQUISITE CONCEPTUAL UNDERSTANDING

(a) Conventional Modes of Advertising

(b) Word-of-mouth Marketing

(c) Understanding the pros and cons of word-of-mouth marketing – “What’s the
Buzz About Buzz Marketing?”, http://knowledge.wharton.upenn.edu/
article.cfm?articleid=1105&CFID=4964639&CFTOKEN=98360650, January
12th 2005.

Ref. No.: MM0064-2

This structured assignment was written by Sai Prasanna Ragu under the direction of Rajendar Singh Rathore, IBSCDC. It was prepared to
accompany the case ‘P&G’s Tremor – Reinventing Marketing by Word of Mouth’.

© 2009, IBSCDC.
No part of this publication may be copied, stored, transmitted, reproduced or distributed in any form or medium whatsoever without the
permission of the copyright owner.



In
s
p
e
c
ti

o
n
 C

o
p
y

2

P&G’s Tremor – Reinventing Marketing by Word of Mouth

Ref. No.: MM0064-2

For Use by the Student

Name of the Student :

Enrolment Number :

Programme :

Course :

Name of the Instructor :

To be Submitted on :

Signature of the Student :

Date :

For Use by the Instructor

Grade Awarded / Marks Awarded :

Remarks :

Signature :

Date :

INSTRUCTIONS TO THE STUDENTS

This assignment should accompany the case on P&G’s Tremor – Reinventing Marketing by
Word of Mouth developed by IBSCDC.

• The learning from this SA can be enriching if it is attempted after having a prerequisite
understanding of concepts outlined in the previous page

• Start working on this assignment after carefully going through the case and grasping the
significant aspects of the case, including the ‘central dilemma’

• Refer to the case as often as needed, when you are working on this assignment. This is an
“open book” assignment

• Write your answers in as much detail as possible. Do not write cryptic or too brief answers
in telegraphic language

• Attempt to answer all questions in all sections

• For a few questions, there may neither be ‘one’ answer nor a ‘correct’ answer. Therefore,
give your analysis and logic wherever required. Develop your answers in an integrated
manner drawing from your complete understanding of the case

• Use extra sheets, if necessary

• The time limit for completing the assignment and the weightages assigned to each section
in this SA for the purpose of grading will be announced by the instructor.
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The ‘Buzz’About Buzz Marketing

1. ‘Today’s marketing is at crossroads as traditional advertising techniques are losing
their ability to reach the target audience.’Discuss the possible reasons for the decline
in conventional media like advertising on television and mass media and the
emergence of marketing tactics like word-of-mouth.
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2. “People think it’s cool. There’s something almost empowering about the idea of
being able to ‘buzz’ your way into the products people buy.”a Discuss the role of
word-of-mouth marketing in marketing to the ‘no-logo generation’.

a “What’s the Buzz About Buzz Marketing?”, http://knowledge.wharton.upenn.edu/article.cfm?articleid=1105&CFID=1082876&CFTOKEN=89035358, January 12th 2005
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3. “Word of mouth is not a static science; it’s a dynamic science.”b Discuss the various
advantages and disadvantages of word-of-mouth marketing. How do a company
measure the effectiveness of a ‘word-of-mouth’ programme?

b Farah Samar, “Making Waves”, http://magnostic.wordpress.com/best-of-cmo/making-waves/, July 2005
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Growth of P&G: Tremor’s Battle for Sales

4. “Over the years, P&G had consistently remained on the cutting edge of marketing,
always finding new, exciting and ever changing ways of reaching the consumers.”c

Discuss the growth of P&G in the FMCG industry and also as a frontrunner of
marketing.

c Khatri Shruti and Mukerjee Kaushik, “P&G’s Buzz Marketing”, IBS (Pune), page 2
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5. Discuss the business model and strategic focus of Tremor for the creation of
predictable word-of-mouth advocacy. How did the research on development of trends
help the company in designing Tremor?
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6. “Teens are one of the most disempowered groups out there. They are filled with
great ideas, but they don’t think anyone listens to them.”d (page 5, para 1 of the case
study). How did Tremor capitalise on the teens to win consumer patronage and
increase its sales prospects?

d Wells Melanie, “Kid Nabbing”, http://www.forbes.com/free_forbes/2004/0202/084.html, February 2nd 2004
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7. Word-of-mouth advocacy is considered the gold standard in marketing. How did
P&G and other external clients benefited from Tremor?
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A Brilliant Move or Marketing Gone Amok?

8. Word-of-mouth is a marketing tool and not a complete marketing effort. David Godes,
a business professor at Harvard, said, “If it gets too pervasive, there could be a
consumer backlash. It needs to stay on the periphery.”e (page 2, para 1 of the case
study). In the light of this statement, discuss the various drawbacks of Tremor and
how would it address the inconsistencies and cynicisms?

e “Kid Nabbing”, op.cit.
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9. “It’s deceptive because people think they’re talking to a regular person when they’re
really talking to a shill. That’s the whole point, that shills have to disclose that they’re
shills.” In the light of this statement, discuss the ethical and moral issues involved in
‘word-of-mouth’ marketing.
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10. “Word-of-mouth marketing is just another way that marketers commercialize our
daily lives. It’s about exploiting intimate relationships and social discourse for profit.
It makes people treat their friends and relatives as assets or objects of manipulation.”
Do you agree? Justify your answer.
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11. George Silverman, author of The Secrets of Word-of-Mouth Marketing, cautions,
“It’s like playing with fire: It can be a positive force when harnessed for the good,
but fires are very destructive when they are out of control. If word-of-mouth goes
against you, you’re sunk.”f (page 7, para 7 of the case study). In the light of this
statement, do you think P&G’s Tremor will prove to be a brilliant move or marketing
gone amok? What steps should the company take to prevent any backlash? Discuss.

f “Kid Nabbing”, op.cit.


