
  

#IceBucketChallenge 
 Viral Marketing Gold 
If you’ve spent any amount of time on Facebook, Twitter, or Instagram lately you’ve seen, and 
probably participated in, the #IceBucketChallenge for ALS (commonly known as Lou Gehrig’s 
disease). In the process, you’ve been saturated with freezing cold water, but also taken part in 
an explosively viral grassroots marketing campaign all for a good cause. In Chapter 8 we cover 
what makes something go “viral.” Well this public relations campaign embodies it all! Let’s 
take a closer look. 

All brands wish for such success, but none can guarantee that particular outcome. Viral videos 
typically share two things in common: relatability and discussability. People are drawn to 
content that effects them deeply. The videos could be serious in nature or comical. Either way, 
the content is emotionally stimulating and creates a connection with the viewer, so much so 
that the viewer wants to discuss it and share the video with others. 

The #IceBucketChallenge is relatable, discussable, and most certainly sharable. 
Participating is easy. Any person who wants to participate or has been  
“challenged” through social media by a friend simply films themselves  
dumping a bucket of ice water on their head. Once the participant completes  
the challenge they then challenge a few friends to do the same  
in the name of ALS, within 24 hours, and/or donate to the cause. 

This campaign makes us feel good and it’s not that hard to accomplish. The  
ALS Association has raised $7.6 million in donations in just two weeks, up  
from $1.4 million raised in the same period last year, according to  
The Wall Street Journal. According to Mashable, more than 15 million people have joined in on 
the conversation about the ice bucket challenge on Facebook, including posting, commenting 
or Liking a challenge post. 

What is most surprising is that this challenge was never intended to be just for the ALS 
Association. That’s right, it originally started as a way to raise money for the charity of your 
choice, but when pro-golfer Chris Kennedy participated and challenged his cousin Jeanette 
Senerchia to film her own video the challenge went viral. Senerchia’s husband is battling is ALS. 

"I was called out by a friend who had picked a different charity — the purpose of the challenge 
was to pick a charity that was personally significant to you," Kennedy told Mashable. "When I 
challenged my friends and Jeanette, the charity of my choice was the ALS Foundation. Family 
and friends eventually rallied behind them and it spread like crazy.1" 

Questions to Ponder: 

1. How was the sphere of influence used? 

2. Can something like this be repeated year after year? 

3. If you were moved to participate and challenge others, why did you do so? 
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