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Abstract: The World Wide Web has changed the way 

individuals purchase and consider their purchases. This, of surely, 
drives marketers to become more aggressive and imaginative in 
their messaging, especially when it comes to aspects of how they 
intend they utilize trends to offer efficient resource in selecting the 
general theme and concept for the communication that is going to 
be carried out. This article is going to look at how trends in society 
can be leveraged to create an effective communication strategy for 
a brand. The study has been carried out by collecting information 
on five popular issues in Indonesia, using Google Trends to acquire 
data, followed by evaluating and normalizing all the information 
received. A viral issue on social media appears rapidly, but it also 
evaporates rapidly from user interactions. It takes around three 
weeks to reach the apex of a topic. This provides an opportunity 
for marketers to capitalize on the optimal week to meet 
communication goals, as the issue will begin to fall after the 
specified period and will never rebound to its maximum. Despite a 
short lifespan, a marketing project must be straightforward for 
the audience that is being reached to comprehend as well as offer 
its own distinctness to pique its clients' interest. Because no subject 
becomes popular for a full calendar year, this spurs creativity, 
resulting in the creation of a fresh and topical marketing content 
on every quarter to remain in the minds of customers. 
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1. Introduction 
Establishing an electronic word of mouth (e-WOM) inside an 

online community is an essential social commerce method that 
carries weight for companies [1]. Numerous earlier study 
projects have shown that electronic word-of-mouth, also known 
as e-WOM, has a substantial importance as a source of 
information for customers who are active in online shopping 
[2]. According to Cheung and Thadani [3] a substantial 
majority of users, namely 91%, have indicated that they prefer 
to check online reviews, blog entries, and other forms of user-
generated content before making purchases of new products or 
services. This preference was revealed by the users in response 
to a question on how they decide what to buy. In addition, the 
research discovered that 46% of users admitted that the forms 
of content do have an influence upon the way in which they 
make decisions. Despite this, a recent study concluded that the 
procedures used for evaluating or appraising anything lacked 
total reliability and openness. Therefore, the effectiveness of 
their performance is subject to a substantial amount of doubt 
[4]. 

 
The development of the Internet has changed and simplified 

several kinds of interpersonal communication, making them 
much more accessible. One significant benefit is the increased 
simplicity with which individuals can share their opinions and 
experiences with one another. WOM has been given a fresh and 
innovative perspective because of recent technological 
developments. According to Hennig-Thurau et al. [5] the term 
e-WOM refers to the spread of positive or negative words about 
a service or business by persons who are either future, current, 
or previous customers of that service or business. 

Marketers can also make use of e-WOM. In most cases, the 
spread of information regarding the Internet is made easier by 
marketers making use of websites that were built by businesses. 
On the other hand, online communities provide users with the 
ability to produce their own media content, which may take the 
form of images, videos, or textual content and may then be 
distributed to other users. There are several distinct categories 
of e-WOM platforms, some of which include discussion 
forums, shopping portals, consumer feedback websites, and 
social networking websites [6]. Blog entries and consumer 
feedback web pages are also included in this category. 

Users can more easily create content and communicate with 
one another through the usage of social networking sites [7], 
which are an essential part of new media. Social networking 
sites are comprised of a technological software framework with 
its roots in Web 2.0. Because social media platforms offer users 
access to a wealth of information, they play an essential part in 
the decision-making process behind customers' day-to-day 
purchases [8]. In its position as an expanding information 
channel and communication system, social media is currently 
exerting a revolutionary influence on the way businesses 
interact with the potential customers they seek to attract. The 
current circumstance places a considerable burden on the 
enterprises that serve the industrial sector.  

Customers can receive and share content related to a variety 
of firms, goods, or brand names using online social networking 
networks. Because it enables the collection and analysis of 
WOM content found online, this accessibility has the potential 
to have a substantial influence on the purchasing decisions of 
end users [9]. 

The development of the internet had a significant impact on 
the shopping habits of consumers and the decision-making 
processes they use. This phenomenon unquestionably 
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encourages marketers to adopt a strategy that is even more 
assertive and imaginative when developing their various modes 
of communication [10]. In addition to this, it highlights how 
important it is to effectively monitor trends as a useful source 
of information that can be used to decide the conception and 
topic components of the outreach programs that are going to be 
carried out in the future. 

This paper will examine the utilization of societal trend 
changes as a valuable input in formulating a brand's marketing 
plan.  The study was conducted by watching information on 5 
popular subjects in Indonesia, gathering data through Google 
Trends, and afterwards processing and standardizing the 
acquired data. 

2. Literature Review 
Electronic word-of-mouth (also known as e-WOM) has 

evolved as a powerful and significant determinant within the 
realm of the travel and tourist industry [11]. This phenomenon 
can be attributed to the rapid development of modern 
technology. E-WOM has an important role in strengthening 
relationships with consumer purchasing decisions [12].  In the 
hospitality industry, infomediaries, which are individuals or 
organizations that assist the transfer of information through e-
WOM, have gained substantial importance, particularly during 
the advance purchase period [13]. A previous study indicated 
that most participants, totaling 73%, prefer to read internet 
comments from other people regarding hotels rather than 
relying just on the hotel's self-description [14]. One study found 
that a sizeable portion of prospective hotel customers, which the 
researchers estimated to number in the dozens of millions, look 
at internet reviews [15]. 

When it comes to making decisions about their purchases, 
most internet users, particularly 78%, are influenced by online 
reviews, according to the body of research that already exists. 
Internet feedback from customers has consequently evolved as 
a substantial resource of information for those who are 
traveling, and they hold an important place in the domains of 
social research and the acquisition of services related to 
transportation [16]. During the same period, tourism has been 
undergoing a steady growth over the course of the preceding 
decades, establishing itself as one of the most significant and 
quickly developing economic fields around the world. It is 
anticipated that by the year 2030, there would be a 57% surge 
in arrivals from other countries, which will equal to more than 
1.8 billion individuals [17], as stated by the United Nations 
World Tourism Organization (UNWTO). Because of this, 
tourism is considered as an ever evolving and tremendously 
competitive worldwide business that encompasses various 
industries all over the world. 

The trust factor is very important in the relationship between 
consumers and companies [18]. The development of a 
trustworthy relationship between customers and the businesses 
that supply their goods or services has the potential to alleviate 
customers' worries about the dangers and uncertainties of 
making a purchase [19]. The evaluation of the trustworthiness 
of information sources has been used extensively in academic 
studies on consumer behavior, with a particular emphasis on 

evaluating the influence of WOM communication in 
comparison to offline word-of-mouth communication. 
Moreover, social ties comprise the period spent together, the 
depth of feelings, and the degree to which consumers have 
equal confidence in one another [20]. When coupled with 
powerful social interactions, the dissemination of knowledge 
has an opportunity to possess higher effect, reliability, and 
trustworthiness [21]. According to this argument, it is 
extremely important to understand the impact that WOM both 
offline and online can have. When it comes to the dissemination 
of information amongst clients, there are two main 
classifications that may be made. 

An empirical concept known as "the intention of customers 
to buy" depicts the propensity of consumers to engage in a 
specific shopping activity since it indicates the customers' 
"intention" to make a purchase. This inclination is impacted by 
both the external circumstances and how feasible it is 
considered to get a particular product or service. One possible 
deciding element is the consumer's intent to make a purchase 
soon. According to the findings of earlier studies [22], the 
process by which customers make their purchasing decisions 
contains this factor as a substantial component.  

Numerous research has investigated the usefulness of online 
social media platforms in terms of WOM communication and 
the significance of information diffusion. These studies have 
been carried out in a variety of contexts. In addition to this, it 
can be accessed by a wide variety of users of the internet, which 
makes it much easier to disseminate content across a variety of 
digital platforms. There have been several studies conducted on 
how e-WOM positively influences consumer purchasing 
decisions [23]. Accordingly, the link between the effects of 
social media as well as WOM in connection to the transmission 
of knowledge can influence customers' propensity to buy 
reconditioned products. This is because social media and WOM 
are both forms of word-of-mouth communication. 

3. Results and Discussion 
The data utilized in this study was sourced from Google 

Trend during a period of 36 consecutive weeks. The analysis 
focused on five viral subjects, namely referred to as the "BTS 
Meal," "Dalgona Coffee," "Es Kepal Milo," "Latto-latto," and 
"Citayam Fashion Week." Data normalization is performed to 
simplify analysis as the data is sourced from several years or 
months. 

The data were subjected to normalization procedures based 
on their respective start times, followed by sampling over a 
period of 36 weeks. The duration in weeks is determined by the 
endpoint of a viral topic in the Google search engine. In 
contrast, employing comparisons after the process of data 
normalization facilitates the author's ability to conduct weekly 
analyses pertaining to these five subjects. 

The data is further segmented into intervals of four weeks or 
approximately one month. The purpose of this analysis is to 
observe and analyze the patterns and fluctuations in trends over 
a span of one month. The analysis procedure additionally 
utilizes the monthly average value and the changes that 
transpire between months as points of reference. 
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According to the findings shown in Table 1, this research 
identifies six distinct stages. These stages are as follows: the 
first stage is referred to as the Introduction stage, the second 
stage is known as the Hyper Growth stage, the third stage is 
labeled as the Peak stage, the fourth stage is referred to as the 
Slowing Down stage, the fifth stage is known as the Bottom 
Line stage, and the sixth and final stage is referred to as the End 
of the Cycle stage. The categorization of each step is 
determined by the index that is subjected to analysis. The initial 
phase, known as the Introduction stage, commences during the 
first week and is characterized by a rating of 4.2. During this 
stage, preliminary discussions pertaining to the topic are in their 
nascent phase. However, it is crucial to note that this stage plays 
a significant role in the ongoing progression of the issue 
throughout the subsequent weeks. Following a good 
introduction of the topic in the initial week, a notable increase 
in the index to 16.8 (indicating hyper growth) was observed in 
the second week. Subsequently, the index reached its highest 
point in the third week, registering at 52.8 (indicating a peak). 
This statement elucidates the rapid pace at which discussions 
on a certain issue unfold in the realm of digital media, 
necessitating the necessity for expeditiousness to effectively 
seize this chance. 

 
Table 1 

Data trends observed (Google Trend) 

 
 
Upon examining the monthly data, it was observed that the 

highest point was identified in the second month. In the initial 
month, the index recorded a value of 30.4, which then rose to 
33.95 in the next month. This finding indicates that during the 
second month, the subjects under observation achieved a state 
of conversational stability among digital users. This specific 
crossroads provides an advantageous opportunity for marketers 
to make the most of the time that is currently at their disposal. 
From the very first month all the way through the third month, 
the topic stays at a significant level of representation in terms 
of the voices that are being heard. The data that was gathered 
from the index reveals the following values for the first three 
months: 30.4, 33.95, and 19.25, respectively. The data was 
filtered to levels 10 and above. During the period beginning in 

the fourth month and ending in the ninth month, every index 
had values that were less than 10. 

 
Table 2 

Data Analysis & Normalized 

 
 
According to the findings of the analysis of the data, the 

bottom-line cycle began at week 10 and continued until week 
22. There was a considerable drop in quantity. This suggests 
that individuals are becoming less interested in digital media 
and conducting fewer queries related to it. 

 

 
Fig. 1.  Trend chart accumulated 

 
As can be shown in Figure 1, the index volume that was 

achieved to be the highest was found to be in the first through 
the twelfth weeks. During the sixth week, there was a drop, but 
during the seventh week, the themes that were researched had a 
bounce to the index in the 40s. On the other hand, it was unable 
to achieve the summit like it did in the third week. When we 
look at the changes that took place over the course of each 
month, we see that there was a rise of up to 11.68% from the 
first month to the second month. However, after that, there was 
a progressive decrease over the course of the subsequent 
months. The fourth month saw the greatest percentage drop, 
which was 68.83%. This underlines that the first three months 
are the maximum time span for marketers to be relevant in 
carrying out activation, and that after that point, the golden 
moment will have passed. Figure 1 provides a clearer image of 
this phenomenon. 

 
Fig. 2.  Trend chart 

In Figure 2, the author tries to analyze the index changes that 
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occurred from the first week to the 36th week. It was found that 
the topics "Latto-latto" and "Es Kepal Milo" had a longer viral 
duration than the other three topics. This indicates that these 
two topics have great appeal to the Indonesian people. 

Latto-latto is a type of stress relief game that is popular 
among children and adults. The uniqueness of the game and the 
sounds it produces are the main attraction. On the other hand, 
Es Kepal Milo is a product innovation that occurred on an 
MSME scale, going viral through the concept of user generated 
content (UCG). 

Both topics gained widespread attention thanks to the 
powerful and long-lasting UCG concept. This demonstrates that 
the participation of digital users is the single most crucial step 
to take to ensure that improvements in communication can 
support large expansion. 

 

 
Fig. 3.  Monthly average movement chart 

 
In Figure 3, the author tries to examine the changes in the 

monthly index by utilizing trend lines as a tool to visualize the 
movements that take place. Along the same lines as the trend 
line that was formed in Figure 3, it resembles the weekly 
movements that were illustrated in Figure 1. 

 

 
Fig. 4.  Monthly trend movement 

 
During the process of analyzing the oscillations that were 

detected in both the ascending and descending trends, a 
fascinating discovery was made. Figure 4 shows that there was 
an observed increase of 11.68% during the second month of 
observation. On the other hand, a steady declining trend was 
seen beginning in the second month and continuing until the 
ninth month. The fourth month showed the most significant 
drop, specifically one that amounted to 68.83% less than the 
previous month. It was discovered that the rate of decline had a 
lowering tendency over the time spanning from the fifth month 

to the ninth month, which ultimately resulted in a recovery in 
the decline curve. This revelation was made after it was 
revealed that. Inferences can be drawn from this indicating, 
beginning with the fifth month, there has been a gradual decline 
in interest in topics that are connected. There was a considerable 
reduction in the percentage during the fifth month, with it going 
from 68.83% during the fourth month to 39.17% during the fifth 
month. This suggests that the rate of decline in attitudes on 
topics pertaining to the sphere of digital media in Indonesia has 
slowed down. The shape of the trend line has some similarities 
to an inverted parabola, as can be seen in the graph. 

In addition, the author did a comparison analysis between the 
monthly changes and the weekly trends, which can be seen in 
Figure 5. According to the findings of the current research, there 
is an important turning point that takes place roughly between 
weeks 18 and 20, during which time the observed trend 
continues to be substantial over the course of a total of 36 
weeks. 

This observation lends credence to the notion that digital 
users have reached a point of equilibrium in terms of the replies 
they provide to content that is going viral. It has been seen that 
the topic is either reaching a state of higher stability or requires 
the addition of supplemental news or related things to maintain 
or increase the viral nature or index value of the content. Both 
outcomes are possible. 

 
Fig. 5.  Trend indicator and Trend analysis 

 
The relationship between the fall in the weekly trend index 

and the change in the percentage decline in the trend that 
happens monthly at a specific time is shown to be inversely 
proportional. This discovery holds significant importance as it 
has the potential to advance research on the influence of 
possibilities that marketers may leverage in employing viral 
subjects as a highly effective "organic" marketing technique. 

4. Conclusion 
Due to the pervasive utilization of digital media within 

contemporary society, the completion of the Introduction Stage 
can be accomplished within a relatively little timeframe. In the 
past, the process of communication involved several sequential 
stages that consumed a significant amount of time.  

However, because of the proliferation of internet-based 
technology and the ever-changing nature of customer behavior, 
marketers now have the capacity to instantly communicate vital 
information to their target audience by utilizing buzz or viral 
advertising methods. This is a significant advancement from 

Bounce Back Point 
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previous years. 

 
Fig. 6.  Trend curve stages 

 
The rapid spread of discussion in digital media can be 

attributed to the numerous capabilities of digital penetration. In 
the subsequent stage. Each of the five research object subjects 
reached their highest point of interest over the subsequent week. 
This exemplifies the ease with which a piece of content may 
attain viral status, as well as the rapidity with which consumer 
interest can diminish. 

During the Slowing Down phase, there is a possibility of 
observing intermittent disputes on digital media regarding the 
fading nature of this subject.  This indicates that the user is 
deliberating on the significance of the problem for the 
advancement of subsequent debate. If it is determined that the 
subject matter lacks informative or valuable content, it will 
promptly transition to the concluding phase, indicating that the 
topic is approaching its conclusion. 

Furthermore, it is essential for marketers to have the 
flexibility to adjust their strategies in response to the 
phenomena of bounce back. The claim that there has been a fall 
in the trend index is, in fact, one that may be supported by the 
data. On the other hand, on the other hand, there has been an 
increase in the regularity of the monthly variations. This gives 
a possible opportunity for marketers to investigate additional 
communication tactics that might be utilized to extend the 
subject matter's relevance in the arena of digital media. 

5. Limitations 
This study will require further developments, particularly in 

conducting case investigations on the prevalent topic being 
examined and how firms might utilize them to enhance the 
amplification effects resulting from the discourse feature in 
digital media. If it is determined that the subject matter lacks 
substantive content or significance, it will expeditiously 
transition into the final phase, known as the bottom-line phase, 
when a topic is nearing its conclusion.  
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