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Abstract 
 
A massive amount of online buzz data become available recently to firms 
interested in Word-of-Mouth (WOM), due to the use of web text mining 
techniques like Natural Language Processing (NLP). Now many firms are 
paying more attention to monitoring online buzz activities. We investigate 
the roles of online buzz activities in influencing the speed and scope of 
new product diffusion. We apply a diffusion model (Model A) to monthly 
sales and online buzz data collected from major online communication 
sites in five different countries. We also investigate the interactive 
dynamics of online buzz activities within and across countries and the 
effect of sales on online buzz activities using a log linear model (Model B). 
We discuss some important findings with managerial implications on the 
roles of online buzz activities in shaping the diffusion process of new 
mobile phones, what encourages online buzz activities, and how they are 
affected by each other within a country and across countries. 
 
 

Date:  October 28, 2011 (Friday) 

 

Time:  11:30-13:00 

 

Venue: JG07 

 

 

ALL ARE WELCOME! 

Faculty of Business Administration 
 

SEMINAR SERIES No. 05/1112 

Marketing 
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marketing problems for markets with high uncertainty such as hi-tech industries, M-commerce, 

and entertainment industries.  
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Editorial Reviewer Board and JGAMS (Journal of Global Marketing Science) Editorial 

Reviewer Board. 

 

 


