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Abstract: This study determined buzz marketing and brand performance of pharmaceutical companies in
South-South, Nigeria. Data for the study was collected through questionnaire from the sixty (60)
respondents, however, fifty four (54) of the distributed copies of questionnaire were valid and used for the
analysis. The hypotheses were tested through Spearman Rank Order correlation coefficient. The findings
revealed that, there is a significant relationship between buzz marketing and brand performance. A
significant and positive relationship also exists between buzz marketing and measures of brand
performance. Based on that, the study recommends that, companies should include buzz marketing
techniques in their marketing plan so as to make improvements in their brand performance.
Keywords: Buzz Marketing, Brand Performance, Brand Awareness, Brand Preference, Brand Reputation

INTRODUCTION
Buzz Marketing is a viral marketing concept that tries to meet customers who seem to be
different, with automated data exchanges as opposed to an organized marketing platform
presented by professional advertisers. Buzz's advertising campaigns are designed to be the most
historic in history. The advertiser makes the product information available to only a few people
in the target audience, and then creates an outstanding oral campaign where consumers are
influenced by the placement of those who already know and voluntarily voice the word to their
closest friends. This is done by intentionally seeking out close conversations influencers. Rosen
(2000) explained that in buzz marketing, people don’t only receive information through mass
media, but they interact and exchange information. An individual feels more addressed if
recommendations are made from his network instead of getting it from a mass media. Cherkoff
(2005) gave a nod on this when he asserted that individuals today prefer interacting with the
source of the brand and having an experience with the brands instead of only reading about it.
More so, people are now known to be in the habit of sharing their experiences (Balter2004).

Being Africa’s largest consumer market, Nigeria is seen as the next frontier for pharma after
South Africa (Tania, et al 2017). In the midst of the economic downturn that has cast a different
light on the prospects of the pharmaceutical industry, Nigeria still offers an attractive opportunity
for firms that have realistic expectations together with the ability to tailor creative strategies in
the local context that suits patient’s journeys.
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However, the economic setbacks and the sensitive nature of consumers have made some firms in
the industry wonder if robust growth is still attainable. This comes as a result of the low
patronage experienced by some firms in the industry. In 2019, Ogundipe and Obinna’s report in
the Vanguard Newspaper indicates that most pharmaceutical companies are not successful today
because of customer’s preference on foreign-made drugs over locally made ones. In the report,
Pharmatex Company explained how the low performance by brands in the pharmaceutical
industry in Nigeria is described as a big threat to the survival of the industry.
According to Yasin and Ozen (2016), despite the increasing level of health-related information
available on the internet, it still appears that many health care consumers need assistance in
understanding product information as consumers are seen to be confused and sometimes afraid
when presented with drugs that are unpopular and yet to be experienced. Delorme (2017)
claimed that though TV, radio, newspaper, product leaflets, and in store adverts help consumers
in gaining product information, it has limited impact on pharmaceutical brand choices and level
of exposure. That notwithstanding, studies (Nigam, 2012; Mehran et al 2013; Lawrence, 2014;
Olanye & Onobrakpeya, 2017) have shown how buzz marketing strategy is improving brand
performance if properly applied. This however, has not ruled out the evidence of poorly
performed pharmaceutical companies despite having some of these firms engaging the strategy.
This could be a failure that is hinged on treading on the wrong part in creating and disseminating
buzz campaigns into online networks. The prevalent low performance may also not be
unconnected with firm’s inability to inculcate buzz marketing strategy in their marketing plan.
These assumptions are based on the conviction that buzz marketing help firms stand out even in
fierce competition as it is effective in creating awareness, building interest and triggering the
adoption of products as pointed out by Granata & Scoozzeze (2017). Buzz marketing help
customers get information about a brand even from his family and close associates. This builds
trust and subsequently adoption of products. Based on the foregoing, the study sought to find out
the association between buzz marketing techniques and brand performance of pharmaceutical
companies in South-South, Nigeria.
LITERATURE REVIEW
Theoretical Foundation
This study is based on The Uses and Gratifications Theory (U&G Theory)
This theory was developed by Elihu Katz and Jay Blumler in 1974. It focuses on interactive
communication as emphasis is laid on the sender and the message. This theory is used to
understand different media ranging from newspaper to internet, and motivations for using a
media. It focuses on individual’s use and choice of media (Blumler & Katz, 1974), it sees
individuals as purposive and active, and that they select media basis of their needs. It seeks to
know the reason behind people’s attention to media contents and what they derive from it. The
theory shows that motivations influence individual behavioral intention through attitude (Miller
& Berry, 1998), and consumer needs and motivations induces message virility (Jensen, 2011).
When individuals are faced with different media choices, they tend to choose the ones that
gratify their needs the best, especially for core needs like getting information, entertainment, and
social interactions. Today, the significance of uses and gratifications theory is made bare by the
appearance of computer-mediated communication.
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When there is a good match between media and content to motivation, consumer needs and
interest can be met better since the traits of individuals have an influence on their habits of media
use as well as attitudes and expectations about the benefits presented by the media. Blumler and
Katz, 1974 emphasized that this is a determinant of media choice and consumption. The
understanding of the motivations that drives consumer behaviors will help marketers seek
effective messages that can please targeted or desired motivations and thereby influence
forwarding behaviors that will birth positive brand performance on the long run, given that the
content of the viral marketing campaigns may likely encourage transmission and consumers may
vary in their motivations to pass on buzz marketing campaigns.
Conceptual Review
Concept of Buzz Marketing
Buzz Marketing is a promotional tool aimed at increasing verbal communication through
technology, in personal conversations or in large collaborations on social media. According to
WOMMA (2005) buzz marketing is defined as “Using high entertainment or news to get people
to talk about your product”. Compared to traditional advertising, buzz marketing has emerged as
a more efficient and less expensive tool in this connection period (Ahuja et al., 2007). Conducted
orally (WOM), buzz marketing involves a process in which actions and attitudes are influenced
by others. By using technology in a creative manner, people are drawn into talking, sharing, and
spreading messages about brands to the extent of making such messages to be viewed as
fascinating, entertaining, and even newsworthy. This tool makes the communication appear
dramatically different from the norm and as it turns out to be an amusing experience to share.
With this, creating interesting, enjoyable, intelligent and catchy messages that will make WOM
spread quickly so as to create a buzz becomes vital. According to Mohr (2007), smart marketing
and digital tools are required if messages must go viral. While buzz marketing can primarily be
used for any brand, having something exciting to start with will help greatly. In a case where a
brand is truly innovative, visible, original, well connected to target audience, there will
automatically be a need to talk about it.
Buzz marketing can also be defined as “a technique formerly known as street marketing which
aims at promoting products in a bid to initiate a word of mouth while focusing on a large
population” (Chebli & Gharbi, 2013). Buzz marketing is seen to be a good alternative to war
trust in a world where a growing number of consumers are beginning to belittle the regular
advertisements. According Belyh (2015), buzz marketing recently appeared on the internet and
has gotten an exponential spread. It is hinged on verbal exchange making a buzz around a
product or a happening (Bhasin, 2020), and permits fast diffusion and mass information that will
in this way be transferred by consumers. It can also be viewed as a point of basic
communication, that helps in drawing or inducing the attention of the target audience and
completely including potential consumers and turning them into actors of the brand themselves.
Arminen (2010) argued that Buzz marketing has not gotten a clear definition like word-of-mouth
marketing. He however explained that it is “infectious chatter; genuine, street-level excitement
about a hot new person, place or thing”. Fundamentally, buzz marketing involves uncommon
methods of marketing that ushers in good results with little input. Most importantly, it demands
that a marketer employs more creativity, energy, and time as against the use of money. This calls
for the need to study and know the behavior of customers, in order to design successful
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campaigns, effectively reach the target audience, and satisfy the needs of customers (O’Leary &
Sheehan, 2008). For buzz marketers, it is evident that following the core competencies of the
organization so as to deliver clear messages to customers is vital. They strive for good results
and business associations instead of the big sales immediately expected by traditional marketers.
They believe that each new association may eventually lead to several sales. The unique aspect
of buzz marketing is that, instead of forcing messages and products to the audience, they are
provided with knowledge, guide, and ideas. This makes the customers desire the campaigns.
Sometimes buzz marketing does not even look like marketing to customers since they experience
no irritation by it.
According to Thomas (2004), buzz marketing can be defined as “the amplification of initial
marketing efforts by third parties through their passive or active influence”. The third
parties are not just consumers but also media outlets among others. Kraus et al., (2010) made
clarifications on the opportunities media offer for buzz marketers by revealing that “buzz is not
only initiated by media campaigns; media coverage itself is a part of buzz. In the ideal case, a
cleverly designed buzz marketing action is covered by the media and further distributed at no
costs for the marketer”. Buzz marketing makes conversations unique and different from
everyday conversation by commercializing WOM communications.
Buzz marketing can also be viewed as a conscious marketing activity geared towards reaching
consumers directly, apparently unintentional manner, and bringing positive relationship with the
offering. It is considered in the text of the article as “a skilled and well-thought-out interpersonal
relationship” (Rosen, 2008). When that relationship is artfully used, it serves as a powerful tool
for communication between the organization and its audience, regardless of its integrity and its
power or its current status. The basis of buzz marketing is to disseminate information based on
your contacts and thus be known as reliable, accurate and validated as products recommended by
family and friends are trustworthy and may be tested. When a trustworthy person that is well
known sends a message, there is every tendency for such messages to be more effective
compared to other types of advertising.
Concept of Brand Performance
Going by studies that have been carried out in the field of marketing, it is seen that “performance
is often used as a dependent variable in most marketing literature” (Tran Quan Ha Minh, 2006).
The brand performance can be seen as a factor that is in line with the evaluation of the success of
a brand, this can assist brands achieve their goals in the market place. The performance of a
brand points out how successful a brand is in the marketplace and seeks to evaluate the strategic
successes of a brand (Kapferer, 1997). It was stressed that brand performance describes how well
the product or service meets customers’ more functional needs. In other words, the performance
of a brand is seen in terms of meeting the primary or basic need of the customers. In reality,
brands may be on top notch in terms of functionality in the marketplace, and still be lagging
behind when returns are expected. These returns can be in the form of customer satisfaction,
brand preference, sales volume, return on investment (ROI), profitability etc. Some researchers
(Baldauf et al., 2003) looked at the performance of brand in two parts. They are; the brand
market performance and brand profitability performance. The brand profitability performance is
an exposition of the financial share of a brand in relation with the retailing profits. This is
evaluated using the profit and the margin of profit. On the other hand, brand market performance
considers the market demands and assesses areas such as sale levels and market share.
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The concept “brand” is often seen to have a distinct identification. On one part it is seen as a
name, a trademark, a symbol, a logo, or an identity, and at the other part, brand includes both
tangible and intangible attributes of an organization (Prasad & Dev, 2000). According to Franzen
and Bouwman (2001), “via branding, a product’s functional and sentimental values are
effectively encoded in customers’ perceptions”. While some brands meet or exceed their
functional expectations, for one reason or the other, negative sentiments might becloud the
customers’ sense of judgment regarding the functional capabilities of a brand.
According to Chaudhuri, and Moris (2001), brand performance is the result of desirability and
profitability in a brand. For a brand to be termed successful, customers need to long for or desire
to possess a brand in a manner that enables the brand to generate revenue in excess of its
expenses. Brand performance shows the strength of a brand in the market and is also defined as
the relative measurement of the success of a brand in the marketplace (O’Cass & Weerawardena,
2010). It is mirrored in its attainment of a firm’s strategy and goals. This can be done through its
market share, sales growth or profitability. With this a brand is termed weak when it doesn’t
achieve its set objective and strong when objectives are met. It is known that no two firms can
have the same brand goals and objectives in a particular period of time, and objectives of a firm
can also change from time to time. It can be brand awareness at one point, and top of mind or
brand loyalty at another time. For example, ‘Brand A’ might be gaining awareness while ‘Brand
B’ will be recording massive number of loyal customers. The details here doesn’t make ‘Brand
A’ a failure if the objective is to gain awareness at that period of time.
Luu (2017) revealed that “Brand performance is reﬂected in its attainment of organizational
strategy and goals as it can be measured through its sales growth, proﬁtability, and market
share”. This shows that brand performance involves how a brand succeeds in the marketplace
financially and non-financially. On their part, Styles and Ambler (1997) looked at the
performance of a brand as comprising functional, psychological and economic benefits for
customers. They stressed that economic metrics alone shows inadequacy for the construct “brand
performance”. In other words, brand performance shows how a brand financially and nonfinancially succeeds in the marketplace. Overwhelmed with myriads of choices, customers tend
to fall back on brands that give them extra satisfaction.
Adding to the measures of brand performance established by academics, commercial research
organizations have also come up with brand performance models on the basis of financial
performance measures like return on investment and revenue employed by Forbes (Badenhausen,
2017). When comparing brands with competitors, some researchers emphasized on the efficacy
of consumer-based measures because of its accuracy in getting consumers opinions about when
compared against financial data of that brand. An example of this can be seen when Johansson et
al (2012) exposed how consumer-based brand equity outperform financially-based brand
performance measures in determining the performance of GBs in the financial crisis of 2008.
According to Rust et al (2004), as far as marketing productivity is concerned, financial metrics
have proven to be inadequate. This birthed and increased the use of non-financial metrics. It was
further seen that academic studies (e.g. De Chernatony et al 2004, Dawes 2009; Çifci, et al
2016; Dawes 2009) and commercial research organizations (e.g. EquiTrend, Brand Asset
Valuator, the Global Brand Simplicity Index and the Future Brand,) advocate consumer-based
brand performance measures. This study focused on brand awareness, brand preference, and
brand reputation as the measures of brand performance.
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Brand Awareness
Hussein (2012) opined that “brand awareness is the probability that consumers recognize the
existence and availability of a company’s product or services”. It goes beyond information on the
existence of products, and extends to its availability as well. Going further, Haughey (2020)
defined brand awareness as “the level of familiarity a target audience has with a company’s
brand, the knowledge they have of their business, products and values. It is expressed as a force
that drives the entire narrative of a brand which entails a company’s logo, slogan, color,
messaging, voice etc.
Brand awareness is seen to have a super definition that embraces brand acquaintance and recall
of information and ideas about a brand. Simply put, the brand awareness involves a brand taking
a useful place in the minds of the consumers when compared among competitors’ brands. It can
be referred to “a marketing term that describes the degree of consumer recognition of a product
by its name” (Kopp, 2020). The creation of brand awareness helps in the promotion of new
products and also in the revival of older ones, since it has the power of holding consumers to
acknowledge a brand in the midst of other brands (Horsfall & Ubaka, 2018). The extent of a
brand’s awareness may well be included as the quality that differentiates a product from that of
competitors. Brand awareness also refers to the capacity of consumers to recognize or remember
a brand. It can also be defined as “the probability that, consumers are familiar about the
availability and accessibility of a company’s product and service” (Malik, et al., 2013). It
determines purchase decision because customers make purchase decision on the bases of the
brands in there evoke as well as consideration set. According to Lee, et al (2008), “brand
awareness is seen as a prerequisite of peoples’ buying decisions”. It is known that what an
individual is aware of is what he thinks of. A company’s successful brand awareness indicates a
good reputation and acceptability of the brand in the marketplace (Gustafson & Chabot (2007).
While purchasing a product, brand awareness plays an important role since it has control on
perceived risk evaluation of consumers as well as the extent of assurance about the purchase
decision. While making a purchase decision, there must be a consideration of a brand, without a
consideration, there won’t be anything to choose (Baker W, J, & Nedungadi, 1996).

Brand Preference
According to Jin and Weber (2013), brand preference as “the extent to which the customer favors
the designed service provided by his or her present company, in comparison to the designated
service provided by other companies in his or her consideration set”. In highly competitive
businesses, brand preference is seem to be indispensable. For a business to stand out its brands
must be preferred among others else customers might not repeat a purchase. The indispensable
nature of brand preference has made practitioners and researchers to have a spotlight on the
concept. Brands are distinguishing features of products, and they are important to individuals
buying the product. A product’s functional value might satisfy the customers but if the brand is
not their favorite, they may not consider buying the product again (Steenkamp, et al., 2003).
According to Kalyanasundaram and Sangeetha (2019), Brand preference “means the brand is
accepted and preferred over other in the same product category”. This begins with a customer
agreeing to try out a product, and afterwards experiences satisfaction after a trial purchase, since
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a product can actually be accepted at the beginning, and not preferred in the long run when
expectations are not met. For this, marketers develop strategies to raise the likelihood that a
brand will be activated from the memories of consumers and be added to the consumer’s
consideration set also, since he is likely to have a competitive edge in a market when a number
of customers have develop preference for its brand.
“Brand preference is a measure of brand loyalty in which a consumer will choose a particular
brand in the presence of competing brands, but will accept substitutes if that brand is not
available (Amadi & Ezekiel, 2013). This is a selective demand for a company’s brand instead of
those of competitors. It is the degree to which consumers prefer one brand over another,
and the percentage of people who profess a certain brand is their choice. It “represents
which brands are preferred under the assumption of equality of price and availability” (Hellier, et
al 2003).
Brand Reputation
Zeithaml (1988) described the reputation of a brand’s name as an extrinsic cue that is a feature
related to the product. This however does not include the physical composition of the product.
Brand reputation changes always, and it is majorly produced by the ﬂow of information from one
customer to another. With this flow, Companies and brands having good reputations will likely
attract more customers , but a positive reputation can be lost and replaced by a negative one if it
fails to accomplish its marketing signals repeatedly (Herbig & Milewicz 1994).
Academics and practitioners believes in the increasingly importance of brand reputation. A
positive reputation must be developed if brands must be successful (Herbig & Milewicz, 1995).
Brand names can be seen as storehouses for firm's reputation since a good performance on one
product can often be transferred to another product through the brand name (Moorthy, 1985).
Reputation has become a very popular concept in the business world. This involves whether to
believe a company’s claims about its brands. According to Herbig (1997), Reputation is “the
estimation of the consistency over time of an attribute of an entity”. A reputable brand is a strong
asset to a company; it brings a high degree of loyalty and assurance of stable future sales. It is
also a source of demand and lasting attractiveness since the image of superiority and added value
is a justification of a premium price. Aperia, (2004) noted that “for brands with high reputation,
the ultimate goal must be to strengthen their image, or more specifically, to examine which key
traits the loyal consumers attribute to the brand, and unhealthy brands with low reputation need
to focus on fixing image problems”. From the company’s perspective, brand reputation remains a
long central construct in marketing, it measures the attachment a customer has for a brand. It
shows the likelihood of a customer switching to another brand, especially when there are
changes in the features and price of a product. (Aaker, 1991).
Buzz Marketing and Brand Performance
Several studies (Greg, 2004; Ahuja, Michels, Walker, and Weissbuch, 2007; Baker 2011; Luo
and Zhang, 2013; Belyn, 2015 ;) have exposed the association that exists between buzz
marketing and brand performance. Buzz marketing has been identified to help in generating large
number of contacts even at the initial stage of implementation. This easy flow is possible because
contacts are quickly given by actor-buzz individuals who decide to disseminate messages to
recipients with same interest. In a study carried out in Tunisia by Chebli L., and Gharbi A.
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(2013) on, “the impact of the effectiveness of a buzz marketing campaign on the image,
awareness and purchasing decision: the moderating role of involvement”, it was found that there
is a positive association between buzz marketing and brand performance. The authors exposed
the effectiveness of buzz marketing and added that, “because of its efficiency, buzz marketing
offers direct stimuli, sensory renewal, a direct response to a need and the production of
meaning, leading to a positive interaction between the consumer and the brand”; a positive
association between buzz marketing and brand image was identified. One of their bearings was
gotten from an argument made by Carl (2006) who holds that the target individual make choices
on the brands and messages they want to disseminate themselves. They are said to also make use
of means that help in spreading messages. In other words, individuals can seek to accept or reject
a message. This will be decisive for the future of the brand (Creamer, 2007). For this,
organizations are required to come up with good buzz if the image of the brand must be
promoted. They also brought the positive association buzz marketing has with brand awareness
to the fore. Going further they disclosed that one of the best strategies that can be used to
approach customers directly, engage them, and establish an association with them is buzz
marketing strategy. Buzz they say, is targeted at getting customers surprised, arousing their
curiosity, and getting them talk about the brand beyond their action. According to Rosen (2000),
this directly generates traffic around a brand. Based on the literature, the study proposed that;
Ho1:

There is no significant association between buzz marketing and brand awareness.

Ho2:

There is no significant association between buzz marketing and brand preference.

Ho3:

There is no significant association between buzz marketing and brand reputation.

METHODOLOGY
This study adopted correlational research design. The population of the study comprised all
pharmaceutical companies, specifically the four (4) quoted pharmaceutical companies in the
South-South region of Nigeria quoted in the Nigerian Stock Exchange report in 2019. They are
Glaxosmithkline Plc with staff strength of 125, Fidson Plc with staff strength of 418, NigeriaGerman Chemicals Plc with staff strength of 166, and Ekocorp Plc with staff strength of 74.
Focus was placed on the companies listed in Nigeria Stock Exchange (NSE) because being listed
comes with a higher public profile as well as visibility that are triggered by the media, investors,
and increased coverage from researchers. The study used the purposive sampling technique to
select fifteen (15) elements from marketing, sales and customer service departments of each
firm. These were seen as the elements in a better position to provide the necessary research
information for the study. From computations, the number gotten was sixty (60). This served as
the sample units (the respondents) that participated in the study. However, from the sixty (60)
questionnaires distributed, fifty four (54) representing 90% were returned, valid and used for the
analysis, while six (6) representing 10% were not returned. A validity test that showed the level
of capability of a scale to determine the proposed idea, and the degree to which a measurement
corresponds to the construct that it was supposed to measure was carried out and the
methodology and findings of this study were justified through a reliability test. The reliability
analysis in Table 2.2 below shows that the variables have a Cronbach alpha value of ≥ 0.7 which
is accepted as a reliable measure (Nunnaly, 1978). Therefore, it would be acceptable for a
research tool to measure research variables. With this, it was agreed that the instrument for the
research measured appropriately the variables of the study.
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Table 1: Result of Reliability Analysis
Variable
Buzz Marketing

Cronbach’s Alpha
0.857

Brand Awareness

0.910
Brand Preference
0.828
Brand Reputation
0.877
Source: SPSS 21.0 Output (based on 2020 field survey data)
HYPOTHESES TESTING AND RESULT
The data collected for the study were analyzed and the hypotheses were tested using Spearman
Rank Order correlation coefficient with the use of the Statistical Package for Social Science
(SPSS Version 22.0) was employed to test the hypotheses of the study.
Decision Rule
If the Significant/Probability Value (PV)<0.05 (Level of Significance) = Reject the null and
Conclude Significant Association. If the Significance Probability value (PV)>0.05(Level of
Significance) = Accept the null and Conclude Insignificant association:
Table 2: Association between Buzz Marketing and Brand Awareness
H01: There is no significant association between buzz marketing and brand awareness
Correlations
Buzz Marketing
Correlation Coefficient 1.000
Sig. (2-tailed)
.
N
54
Brand
Correlation Coefficient . 818**
Awareness Sig. (2-tailed)
.000
N
54
Source: SPSS V. 22.0 printout (based on field 2020).
Spearman's Buzz
rho
Marketing

Brand Awareness
. 818**
.000
54
1.000
.
54

Table 2 shows that Spearman’s correlation coefficient (r) = .818**, this value is high, revealing
that there is a strong association between buzz marketing and brand awareness. The positive sign
of the correlation coefficient shows a positive association exists between both variables. That
means an increase in Buzz Marketing by the pharmaceutical companies is accompanied with an
increase in Brand Awareness. Probability/significant value (PV) is 0.000 < 0.05 level of
significance, consequently, the researcher rejects the null hypothesis and concludes that there is a
significant association between Buzz Marketing and Brand Awareness.
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Table 3: Association between Buzz Marketing and Brand Preference
H02: There is no significant association between buzz marketing and brand preference.
Correlations
Buzz Marketing
Spear Buzz
Correlation Coefficient 1.000
man's Marketing
Sig. (2-tailed)
.
rho
N
54
Brand
Correlation Coefficient . 722**
Preference
Sig. (2-tailed)
.000
N
54
**. Correlation is significant at the 0.01 level (2-tailed).
Source: SPSS V. 22.0 printout (based on field 2020).

Brand Preference
. 722**
.000
54
1.000
.
54

Table 3 shows that Spearman’s correlation coefficient (r) = .722**, this value is high, revealing
that there is a strong association between Buzz Marketing and Brand Preference. The positive
sign of the correlation coefficient shows a positive association exists between both variables.
That means an increase in Buzz Marketing by the pharmaceutical companies is accompanied
with an increase in Brand Preference. Probability/significant value (PV) is 0.000 < 0.05 level of
significance, consequently, the researcher rejects the null hypothesis.
Table 4: Association between Buzz Marketing and Brand Reputation
Correlations

Spearman's Buzz
rho
Marketing

Correlation Coefficient

Buzz Marketing

Brand Reputation

1.000

. 719**

Sig. (2-tailed)
.
.000
N
54
54
**
Brand
Correlation Coefficient . 719
1.000
Reputation
Sig. (2-tailed)
.000
.
N
54
54
**. Correlation is significant at the 0.01 level (2-tailed).
Source: SPSS V. 22.0 printout (based on field 2020).
Table 4 shows that Spearman’s correlation coefficient (r) = .719**, this value is high, revealing
that there is a strong association between buzz marketing and brand reputation. The positive sign
of the correlation coefficient shows a positive association exists between both variables. That
means an increase in Buzz Marketing by the pharmaceutical companies is accompanied with an
increase in Brand Reputation. Probability/significant value (PV) is 0.000 < 0.05 level of
significance, consequently, the researcher rejects the null hypothesis and concludes that there is a
there is a significant association between buzz marketing and brand reputation.
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Discussion of Findings
This study found that, there is a positive and significant association between buzz marketing and
brand performance. This finding is corroborated in Chebli and Gharbi’s (2013) work on “the
impact of the effectiveness of a buzz marketing campaign on the image, awareness and
purchasing decision: the moderating role of involvement”. The authors exposed the effectiveness
of buzz marketing and added that “because of its efficiency, buzz marketing offers direct
stimuli, sensory renewal, a direct response to a need and the production of meaning,
leading to a positive interaction between the consumer and the brand’. One of their bearing was
gotten from an argument made by Walter (2006) who holds that the target individual make
choices on the brands and messages they want to disseminate themselves. They are said to also
make use of means that help in spreading messages. On his part, Bhasin (2020) also agreed that
apart from positives that come from the low cost associated with buzz marketing; it also helps in
creating awareness since it is one of the best ways to reach customers. When information about a
brand spreads quickly, many customers get exposed to the brand and the result is a rise in the
sale of the brand. This makes feedback to be gotten quickly and improvements made where
required so as to create the next generation of that brand.
Conclusion and Recommendations
The study concludes that, there is a significant relationship between buzz marketing and brand
performance. A significant and positive relationship also exists between buzz marketing and
measures of brand performance. Based on that, the study recommends that, companies should
include buzz marketing techniques in their marketing plan so as to make improvements in their
brand performance.
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