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Abstract: 
Nowadays, some people are not only using social media as social tools to build their network. Along with the spread of the need and the technology some people using social media as tools to build an issue and also to be one of marketing tools. Buzz marketing is born as a result of a recent phenomenon in social media and marketing. This issue lead the researcher to scientifically proven the power of the buzz and buzzer itself on the Facebook. For answering this aim, the researcher designing experimental research using Facebook Fans Page for business. This research is using Insight Facebook application, Critical Discourse Analysis and Observation as analytical tools.  As the result of this research there is prove that a message or issue using buzz is more attractive. Message with buzz will spread wider than message without buzz. 
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I.
Introduction

Social media is the newest phenomenon that combines communication issue with growth of technology. Blogs, Facebook, Twitter, Linkend and all the kinds of social media grow rapidly from socialization tools to become marketing bullet, media for sharing information and forming public opinion, and the media of expression, media to build a personal network of friends and also a wide network indefinitely for other purposes.
Social network became a hectic crowd of network on virtual world, every social media channel have their own characteristic to attract people. You related to many person even you does not know these person before and vice versa. The need of the crowd also increased in line with the development of social media and the use of social media itself. People are not only looking for the friends, their looking for a relation that will give them profitable relationships. The profit will not be limited only in marketing profit but also about future profit to the users of social media.

These people who engaged to the social media start their social media life with searching their friends, and build the community based on that and then going to the next level of social media life which is build their image and sell it to the their social media communities. With these image they try to keep the crowd around them and adding the crowd more and more to support their social media life and environment active and lively.

I.1.
The background of the problem’s 

In marketing issue, between blogs, Facebook, Twitter and the countless other social media platforms, people have to know exactly how to catch and keep the attention of their audience. Building a loyal social media audience takes both time and a specific marketing strategy focused on the unique needs of social media users. Social networks are millions of personal networks. Understanding and documenting who is in these sub-networks is the next step in refining these communities as marketing platforms.

An Exact Target survey found that 63%of Facebook users connect with old friends, 59% use it to maintain personal contacts and 37% use it to stay on top of their social lives. Twitter, with 29 million active users each month, is about instant news and quick reactions to news or pop culture developments. LinkedIn focuses on professional connections. Quantcast says the network has “affluent, ambitions and influential professionals” which is borne out by the fact that 38% earn $100K or more, 75% hold college or graduate degrees and 71% are older than 35 (Flamberg, 2010).

In a row with the growth of social media, online communities are also increasingly becoming an accepted part of the lives of internet users. These communities are present to fulfil the desires to interact with and help others. These communities can take many forms, from websites that provide facilities to discuss particular subjects or interests to groups of people communicating using instant messaging tools (Bishop, 2003a; Bishop, 2007). 

In any media, there will always be some persons who will be Identifying as major influencers or in some media called “buzzer”. The influencer or buzzer is the person who has a large impact to their community, in the real world this kind of person called opinion leader. Likely in the real world, in the virtual world there is some person who has power to influence the movement of the crowd. These people become the opinion leader on their online community.

Identifying these influencers or buzzers is easy, those buzzers is always come with a powerful characteristics and famous as an individuals who have the respect and authority among peers and the propensity to make recommendations and frequently interact with their own networks. These people will keep users or followers or their friends to interested in anything’s about themselves.

In merriam-webster.com online dictionary define buzzer as the one that buzzes; specifically: an electric signalling device that makes a buzzing sound. In some countries in Asia, Twitter buzzers take an important role especially on the social, humanity and political issues. We can see the example on the countries such as Indonesia and Japan when they face the natural disaster. The information spread quickly by these buzzer using twitter, and facebook, and on a second all whole world wake up and know there is Tsunami hit Japan at that time. It is not just stop at the level of warning bell (as the definition of buzzer itself) they also organized the collection of humanitarian aid through social media channels.

At this point, while the buzzer have captured their attention, we as producer or people with some specific interest can go ahead and drive the buzzer to maximize their social platforms for your business. These buzzers will help you promote consistently your issues or products. The Followers or friends will take their posts, comments, and statements as an individual suggestion than advertising or hidden agenda. The delusional intimacy between the buzzers and the fans will make this opinion injection process much easier and smoother than the traditional ways of propaganda.

On the other hand, the way the buzzer or the influencers influence the society itself it’s not scientifically proven. How far they can drive the mass opinion? In which kind of issue they can drive mass opinion? Which characters of buzzer that suitable with certain issue? Is it the same or different for each issue? Is it really powerful? Is there any other influence from outside the buzzer and followers itself that also influence the spread of the issues?

All those question is still become big question that really interesting to explore more and more.

II.
Literature Review

This paper relates to the existing literature on buzz marketing, communication theories, new advertising and word of mouth. Another related stream of literature is about new media, online communities, critical discourse analysis, and experimental research.

II.1.
Word of mouth and Buzz Marketing
Word of mouth recommendations is believed have tremendous influence on the sales of new products. In a study of 7,000 consumers in seven European countries, 60 percent said they were influenced to buy a new brand by family and friends (Kotler; 2000 as cited in Mayzlin; 2002). Some survey proof that consumers routinely cite word of mouth recommendations as an important influence on product choice. While others research find that is difficult to quantify its impact precisely since the information is exchanged in private conversations (Mayzlin; 2002). 

Bone’s define word of mouth is an exchange of comments, thoughts, and ideas among two or more individuals in which none of the individuals represent a marketing source (Bone; 1992 as cited in Carl; 2006). In other hand, Stern distinguished word of mouth from advertising in that word of mouth is face-to-face, interactive, ephemeral, spontaneous, and does not include such features as clever turns of phrases or jingles (Stern ;1994 as cited in Carl; 2006). 

Marketing pieces, like even a good pair of shoes, can get tired looking and worn out. If you have been using the same message for an extended period of time, create something new (Kasewurm; 2007). Triggered by the very rapid development technology, word of mouth then result in to a new phenomenon in the marketing; buzz marketing. Buzz marketing is the practice of gathering volunteers either formally by actively recruiting individuals who naturally set cultural trends, or informally by drawing “connectors”: people who have lots of contacts in different circles, who can talk up their experiences with folks they meet in their daily lives (Mohr; 2007).
II.2.
Buzz Marketing and Social Media

The nature and scope of the Internet, as well as other messaging devices, has inspired marketers to deliberately attempt to stimulate or simulate the word of mouth process by designing marketing campaigns with characteristics that attract audiences and encourage individuals to pass along a message. Also known as buzz marketing and viral marketing, these tactics create the potential for exponential growth in the message's exposure and influence (Wilson, 2000 as cited in Mohr; 2007). 

Social media in various kind of their format will build some online communities by itself as their way to communicate each other. Twitter come up with their followers and trends of topics, Facebook come up with its wall, note, page, status and a large of range friends, and also another social media channel.  

There is a stage when word of mouth marketing is based on social network. At this level Wu, T. and X. Yang (2010) conclude that the influence mode is no longer linear and with single direction (i.e. form opinion leaders to customers), but networked, with multidirectional. Furthermore, they said that word of mouth marketing in Internet environment has much in common with that in traditional context, though it has its own characteristics. They study proof that some nodes such as opinion leaders, hubs, and hobbyists are outstanding in the communication network. 

II.3.
Buzzer in Buzz Marketing
On online communities especially in new media, encouraging participation is one of the greatest challenges. Even if the social media channel offers the fancy tools for chat or have great features for fulfilling users need, but if the community members are not participating or interacting each other the community will not flourish. The ecological cognition framework proposes that in order for actors to carry out a participatory action, such as posting a message, there needs to be a desire to do so, the desire needs to be consistent with the actor’s goals, plans, values, beliefs and interests and they need to have abilities and tools to do so (Bishop, 2007). It is mean that all the community members should be involved to the issues that developed in the community.

When one community is built by the members of the group, the “buzzer” will be born. The buzzer itself we can define as the person who brings a big influence on their communities. It can be an artist, a politician, a public figure, a writer, or an only ordinary person who has a certain unique characteristic which can make these people be accepted by whole members of the community. The existence of such communities is often brought about by people who share similar goals, beliefs or values, with such commonality forming the basis of an agreement to form and sustain a virtual existence (Figallo, 1998; Bishop, 2007). 

Wu, T. and X. Yang (2010) indicate the buzzer as a node in the social network. It can be a person, an organization or a country. For marketers, one of the important issues is to find the nodes with powerful influence to makes their marketing campaigns. Weimann (1991 as cited in Wu, T. and X. Yang; 2010) summarized that influence of a node is the combination of three social factors: (1) the personality which represents a certain value (who one is); (2) ability and knowledge (what one knows); (3) social status (who one knows)

III.
Methodology

III.1
Designing the Research

This research use experimental designs, the experiment which on researcher point of view is probably the strongest design with respect to internal validity. For determine whether some program or treatment causes some outcome or outcomes to occur, and then researcher is being accused to having strong internal validity.

III.2
Assumptions

Based on literature review and background of research, this experiment will be designed to prove some assumptions, as listed bellows:

1. Messages that are sent without buzz statement will have narrow range of spread. 

2. Messages that are sent with buzz statement will spread wider than messages without buzz statement. 

3. The characteristic of the buzzer will influence the spread of the messages itself.

4. The characteristic of the buzz message will influence the spread of the messages itself.

III.3.
Initial research Question

How can the social media “buzzer” influence the disseminating issue on the community?

III.4.
Objectives

The aims of the research are:

1. To prove those assumptions that listed before in sub chapter III.2  

2. To assess whether a “buzzer” really have an influence to their communities, followers, or friends.
3.  To recognize which kinds of “buzzer” characteristic that will be make a big influence to the communities?
4. To see in what extend some of message or status that will buzz the communities’ awareness?

III.5.
Experiment Design

III.5.1
Stimulus
As a stimulus the researcher will be act as a buzzer and designing a “message” to be spread on her community. This message is designed in the supervision of a gate keeper to keep the message balanced, not subjective and occupy the marketing message criteria. The message spontaneously launch to the community to get direct respond.

III.5.2
Messages
First message is formal message about promoting some products on online shop with the description about the products and the price.  This message was delivered in formal way and without purposing or targeting some group. 
Second message is the same message as the first one (promoting about online shop and the product also the price) but delivered in informal way and involving some groups. 

Third messages are the buzz messages; these messages are depend on the buzzer itself. Most of the messages are informal, using personal approach, and more aimed to promoting the online shop link than give information about the products. 
III.5.2
Procedure

Much contemporary social research is devoted to examining whether a program, treatment, or manipulation causes some outcome or result. On this research, the researcher using some scenarios that plays by the "buzzer" to bring up an issue to their communities. 

The buzz is starts when a person delivers the message to the community with their personal message and then wait for the respond. The participant who is responding to the “messages” with their comments is observed and become the centre of the research. The buzzer will be keep interact with these participant with replying their comments in order to maintaining the interaction. After apply the entire scenario, all the interaction will be observed and record as a data for the analysis. 
Finally, to make the analysis stronger and capture whole the background of the phenomena’s itself each respondent who take a part will have a post experiment interview. The participants will be asked for their perceptions of this experiment and the purpose of the study. All the data will be analyze by using critical discourse analysis. 

III.5.4
Analysis Tools
This research will use two research tools, first is Insight Facebook Application. This application is free application from Facebook for tracking your page in term user activities and users interactions. 

The second tool is critical discourse analysis (CDA) as a tool for analyse the content of the interaction on this experiment. Critical discourse analysis is a type of discourse analytical research that primarily studies the way social power abuse, dominance, and inequality are enacted, reproduced, and resisted by text and talk in the social and political context (Djik; 2008).

The reason for using critical discourse analysis is based on the main tenets from CDA itself as Fairclough and Wodak (1997: 271-80 as cited in Djik; 2008) summarize:
1. CDA addresses social problems

2. Power relations are discursive

3. Discourse constitutes society and culture

4. Discourse does ideological work

5. Discourse is historical

6. The link between text and society is mediated

7. Discourse analysis is interpretative and explanatory

8. Discourse is a form of social action.

III.6
Research Time Table


The table below presents a short overview of the different elements of the research as well as its intended deadlines. 

	Date/Week
	Part of Research

	4th week of April 2011
	Definite Research Proposal

	1st week of May  2011
	Designing Experimental Research

	2nd  week of May  2011
	Experiment

	3rd week of May  2011-4th week of May 2011
	Finalize Analysis, Formulate Conclusion & Discussion

	1th week of June  2011
	Write the report

	2nd week of June 2011
	Presentation of Research


IV.
Result
VI.1
Data Summary
VI.1.1
Scenario I Message without Buzz

A message deliver without buzz for four days and the result is only one person “like” the page, two person become “fans” of the page, and only one person is pushing the button “like” in share page link. This condition still happen until the last day of scenario one (I).
VI.1.2
Scenario II Message with Buzz

A message deliver with buzz, and the result is there is 39 new member of “fans", there is 42 users who are push the button “like”, and there is 102 active users who are actively involving their self in this page.  
In stage of interaction, there are 17 post feedbacks which are indicating that is a high level of interaction in every post. 

VI.2
Findings

VI.2.1
Picture 1. Facebook Page Overview using Insight Facebook Application
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This picture illustrates the page overview before and after buzz. As we can see on the picture after buzzing, the traffic on the page is increasing rapidly. This finding is prove that the first and second assumption of this research; (1) messages that are sent without buzz statement will have narrow range of spread, (2) message that are sent with buzz statement will spread wider than messages without buzz statement; are positively proved.

Most of the traffic is repeatedly in terms of interaction, which is mean that the person who see this page is comeback again because they have the conversations that bind them or attract them to come back to visit that page again and again. This fact is contributed to prove the third and fourth assumption is correct in this research. 

VI.2.2
Picture 2. Post Views and Post Feedback Overview using Insight Facebook Application
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Second finding is with buzz statements the page is get more attention from the audience. As we can see on the table above, since the buzz delivered by the buzzer audience is not only see the page but also gives a comment about the post on the page. Furthermore, the graph tells us that some of people go to the page even though they do not subscribe as fans and post a comment.
VI.2.3
Picture 3. Daily Active Users Breakdown Overview using Insight Facebook Application
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These finding is prove that the third and fourth assumption of this research; (3) the characteristics of the buzzer will influence the spread of the messages itself, (4) the characteristics of the buzz messages will influence the spread of the messages itself; are positively proved. More over form these findings we can recognize that the characteristics of the message which has a big influence on the spread of the message in the communities is has special format. More personal the message is the more attractive the messages. 
People in social media, especially on the Facebook are tending to be involved on the issue. So when the buzzer shares their personal view about some product or issue rather than formal info the interest rates from the friends will also rise. In other way, the audience or in this case the “friends” will be more interest to the issues or the products if the buzzers promote the products using their own personal experience.

VI.2.4
Picture 4. Demographics Overview using Insight Facebook Application
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Insight Facebook application also gives a broad view about the characteristics the user or the audience from this research. As describe on the table above, form all the audience that becomes fans of the page is slightly balance between female and male; 55% for female and 43 % for male. The range of the ages itself is between 18-24 years old, male or female is below 18% and between 25-34 years old is around 38% for female and 29% for male. 
This table also sate that most of the users or the fans of the page is locate in Netherlands and only 11 fans is locate in Indonesia. All the users or fans are using English language as the Facebook Language. At the end all these last findings on this research are proves that demographics characteristics the user or the fans is not influence the spread of the messages.
V.
Conclusion

Buzzer phenomenon is not a new term; it is only the old method of communication. This buzzer-ing process is same as delivering messages that have long existed in our society but now morphed by collaborating with social media. On the community, buzz messages that are sent without buzz statement will have narrow range of spread and vice versa.  The characteristic of the buzzer will influence the spread of the messages itself and the characteristic of the buzz message will influence the spread of the messages itself. More personal the characteristic of the buzz statement more interest to the audience. Better known the buzzer on the community, more power full the buzz itself.
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