
CAPITALBV

The Internet as a Feedback Loop

Company Customer
Marketing, PR

Multipliers:
digg.com

Large blogs

Let’s look at three examples:
• Kryptonite (blow-up)
• Microsoft (good job)
• P&G (TBD)

Blogs, Communities...
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Example 1: Kryptonite Disaster

Source: BusinessWeek
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Kryptonite Learnings

• Why this is different from traditional product recall PR failures:

• News from any source (a single user on bikersforum.net) may 
be picked up and validated by the blogosphere, then reach a 
mass audience

• News can reach mass audiences within days without the 
(initial) participation of mass media

• Kryptonite lost millions due to not engaging with their 
customers in a serious and timely manner
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Example II: MSN Spaces

• Microsoft launches it’s blogging platform MSN Spaces 

• A day after launch, an article ridiculing the MSN censorship algorithm is 
posted on a popular blog

• Within one hour, five blogs link to it, including the site of San Jose 
Mercury news columnist Dan Gillmor

• Within a day, Microsoft “Geek Blogger” Robert Scoble (“Scobleizer”, 
has since left MSFT) responds: “MSN Spaces isn’t the Blogging service 
for me” and takes constructive criticism to the MSN spaces team 

• 4,000 blogs linking to Robert Scoble’s blog see his running commentary 
on the issue

• The censorship algorithm is eventually fixed due to the bloggers input
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MSN Learnings

• Microsoft had a credible channel to the blogosphere 
with blogger Rober Scoble

• Scoble reacted within hours and acknowledged 
Microsoft’s problems

• Microsoft kept the blogosphere engaged by using 
their feedback to improve the product and updating 
them on progress
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Example III: Crest Whitestrips

Source: BusinessWeek

• P&G needs to market to the young demographic that is 
increasingly hard to reach via classical advertising channels

• Experiment: Leverage a student social networking site for a 
marketing campaign

• Facebook.com is the largest student community in the US

• Students use Facebook to exchange contact information, 
dicsuss common interests, post pictures etc

• Facebook is free for students to use and financed by 
advertising

• Students create a profile so Facebook knows their gender, 
age, location allowing advertising to be highly targeted 
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Smile State Group 
on Facebook

• Movie Sneak Previews

• On Campus Concerts

• Competitions
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P&G Learnings/Question

• Mass market consumer brand addressing 
customers in a newly targeted fashion

• How well will students accept advertising 
amidst their socializing environment?
P. S. : Keep in mind that P&G has one of the largest marketing budgets 
in the world, so this stuff must be in the “experiments” line
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There’s Plenty of Room for More Ideas...

• Fotolog.net is one of the web’s 
largest photo communities 
(5 million members!)

• In Fotolog groups, members 
share pictures of their favorite 
topics

• The Converse group features 
more then 50,000 photos of 
members’ Converse shoes

Converse has not done any 
marketing (to date) to develop 

this group



Thank you!

christian@bvcapital.com
http://blogging.vc

http://www.bvcapital.com
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