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Abstract 

 

 Viral Internet content has dramatically changed the way information is shared and 

provides new opportunities for marketing exposure. The Boston Crusaders Drum and Bugle 

Corps experienced this opportunity during their 2016 tour when their keyboard player became 

the unexpected focus of a video that garnered over 3 million views. The video was audience-

generated content so it was not part of the Boston Crusaders’ communications plan for their 2016 

tour and the organization could not have predicted its virality. 

Because drum corps is an activity that traditionally exists outside of public awareness, 

this level of attention provided a unique case study of viral content. This paper will analyze the 

characteristics of the viral video that attributed to its popularity and the response of the Boston 

Crusaders media team. Based on this analysis, this thesis will then provide recommendations for 

future responses by media teams with similar organizations hoping to capitalize on a viral video. 
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Background Review 

 

The Drum Corps International Community 

Drum corps is a competitive marching performance activity for musicians ages 13-22. 

The governing non-profit organization, Drum Corps International (DCI), Marching Music’s 

Major League™, was founded in 1972 in order to create and enforce competitive guidelines. 

DCI regulates more than 100 events throughout the touring and competition season (“About 

Drum Corps International,” n.d.). The DCI season occurs during the summer months and 

culminates with a week-long World Championship competition at Lucas Oil Stadium in 

Indianapolis, Indiana. DCI’s mission statement further explains their role within the drum corps 

community, “Drum Corps International is a cooperative association of its member and 

participating organizations: We seek to promote and inspire unparalleled excellence in music and 

performing arts throughout the world (“About Drum Corps International,” n.d.).” 

DCI elevates the high school or college marching band experience through an intense 

commitment to excellence, pageantry and innovation. Each competitive group within the 

activity, known as an individual drum corps, consists of 150 youth musician-athletes in the 

percussion, brass, and colorguard sections. Notable differences between marching bands and 

drum corps are the lack of school affiliations for drum corps as well as the prohibited use of 

woodwind instruments.  

The corps are separated into two classifications: World Class and Open Class. World 

Class consists of the corps that have demonstrated a superior performance ability as well as 

financial stability. Open Class corps are a more modest version of World Class corps. They do 

not tour for the entire summer and generally have much lower membership fees. Currently 23 
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North American corps compete in the World Class category and 23 compete in the Open Class 

category. 

While rehearsals and competitions occur across the United States, members of the 

individual corps represent 15 countries. Groups from other marching organizations, such as 

Drum Corps Europe and Drum Corps Japan, occasionally travel to the United States to compete 

against the DCI corps (“About Drum Corps International,” n.d.). 

An estimated 330,000 fans attended one of the 107 live events that occurred during the 

2015 DCI tour. The 3-day World Championships in Indianapolis had a cumulative audience of 

over 44,000 individuals, not including several thousand corps members and staff. This audience 

increased 12.9 percent from 2014. The two annual cinema events, The “DCI Tour Premiere” and 

“Big, Loud & Live” were broadcasted in local cinemas around the country and achieved over 

30,000 and 45,000 views respectively. The 2015 tour also saw the launch of the DCI Live! 

streaming platform where 20 events were streamed during the season (Weber, 2015). 

The Percussion Section 

 The percussion section is split into two categories: marching percussion and front 

ensemble. The marching percussion subsection is colloquially known as the “battery” because it 

provides the energy and rhythm that drives the performance. The battery consists of marching 

snare drums, tenor drums, bass drums and occasionally crash cymbals.  

 The other subset of the percussion section is the front ensemble which is most noticeably 

distinguished by the fact that it is the only section within the entire drum corps that does not 

march on the football field. The front ensemble is located at the front of the marching ensemble 

along the front sideline closest to the audience. Their field placement is similar to the placement 

of an orchestral pit at the front of a stage, justifying the front ensemble’s more common 
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nickname, the “pit”. The front ensemble consists of mallet percussion instruments including the 

marimba, vibraphone, glockenspiel and xylophone. While each group is different, many DCI 

front ensembles also include a drum set or auxiliary percussion player (known as the “rack”), 

timpani and a synthesizer.  

Synthesizers 

Most instruments create sound by causing vibrations in the air around them. The tone is 

created by the shape and design of the instrument, and the pitch is traditionally altered by 

adjusting the length of the instrument, such as pressing down additional keys on a flute or 

different strings on a guitar. Unlike those acoustic instruments, synthesizers produce sound by 

creating electrical signals that are manipulated to create different timbres. Those electrical 

signals are translated through an amplifier, such as a speaker, to then create the vibrations that 

we hear (Scott, 2015). Most synthesizers resemble electronic keyboards and use downloaded 

“patches” to create an unlimited variety of sounds and timbres.  

The Addition of Synthesizer and Electronics 

In 2002, George Hopkins, the Executive Director of Youth Education in the Arts, put 

forth a proposal to allow the use of sanctioned electronic and amplification equipment in drum 

corps performances. The proposal, entitled "An Annual Exercise: The 2002 Version --- Effort 

#12 (I do believe)" reflected Hopkin’s long history of rejected proposals (Maher, 2011). “The 

board voted against the amplification proposal, 14-5” (Bitter, 2002). When the proposal was 

reintroduced in 2003, only the use of amplification equipment was approved in the DCI Board of 

Director’s vote. The use of electronic equipment such as synthesizers and mixing boards was not 

approved until 2009 (Maher, 2011). 
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The Boston Crusaders Drum and Bugle Corps 

The Boston Crusaders Drum and Bugle Corps, often referred to as BAC (Boston Area 

Crusaders) or simply the Boston Crusaders, is the third-oldest drum corps in the United States. 

The Boston Crusaders were one of the original 13 founding corps of Drum Corps International 

and have placed among the Top 12 World Class corps for 17 consecutive years (“About Boston 

Crusaders,” n.d.).  

The Boston Crusaders have been a topic of conversation for their use of electronics as far 

back as 1985 when they used a synthesizer during their World Championship semifinals 

performance and received a two-point deduction for their use of unsanctioned electronic 

equipment (Maher, 2011). This penalty did not significantly affect their placement since the 

corps was already expecting to not make finals based on earlier season scores. The corps still 

received substantial attention despite the low placement (Maher, 2011). The Boston Crusaders 

were again the subject of controversy in 2014 for their production entitled Animal Farm. The 

Boston Crusaders’ performance, based on the 1945 novel by George Orwell, critiqued DCI’s 

proposed formation of the Tour of Champions (a circuit of the top 7 drum corps) in addition to 

questioning DCI’s hypothetically unbiased judging (Ghost, 2014). The Boston Crusaders 

finished in 10th place that summer, which many attributed to DCI’s displeasure with the message 

portrayed in their production. 

These examples highlight the rich and controversial history of the Boston Crusaders. 

Their show content has historically been a topic of conversation illustrating that despite their lack 

of World Championships, their performances still create buzz. Their 2016 production, Quixotic, 

was no different. 
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On May 12, 2016, the Boston Crusaders issued a press release announcing their 

upcoming production based on the novel The Ingenious Gentleman Don Quixote of La Mancha. 

The show included several numbers from the Broadway musical based on the same book as well 

as Suite España, Op 47 by Isaac Albéniz, Kiriki Film by Danny Elfman and an original piece, 

Quixotic, composed by members of the corps staff: Ryan George, Ellis Hampton, and Marty 

O’Donnell (“2016 Production,” 2016). The show announcement explained: 

Authored by Miguel de Cervantes, the novel takes the readers through the 
adventures of Mr. Alonso Quixano. Quixano reads so many books he loses his 
sanity, re-imagines himself as “Don Quixote,” and sets out to revive chivalry and 
bring justice to the world. This ‘knight errant’ is a visionary, defining his own 
reality, on a noble quest so real in his imagination. (“2016 Production,” 2016) 
 

 

Literature Review 

The Significance of Viral Videos  

Though viral videos are still a relatively recent phenomenon, they have impacted the 

public flow of information significantly. Tyler West analyzes the various links between viral 

videos across different genres in his article, “Going Viral: Factors that Lead Videos to Become 

Internet Phenomena,” by examining Time Magazine’s top 20 viral videos from 2009. West 

determined that there was a higher likelihood for viral videos to have a run time of less than 3 

minutes, have a title with 3 or fewer words, to feature elements of irony and to include a 

demonstration of some form of musical talent (West, 2011). 

AdWeek is a major advertising trade publication that focuses brand marketing, agency 

dynamics and digital advertising. In her article, “What Makes a Video ‘Viral’?,” Megan O’Neill 

acknowledges the lack of definition for virality by calling viral videos “one of those buzz words 

that gets thrown around a lot but nobody is really sure what it means” (O’Neill, 2011). The 
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article breaks down the definition of virality into four sections: viewership, buzz, parody and 

longevity.  

For viewership, O’Neill recognizes that in the past one million views would have been 

enough to constitute virality, but that number has increased over the years. The article references 

YouTube celebrity Kevin Nalty who says that a video must receive 5 million views within a 3-7 

day period in order to be considered viral (Nalty, 2011). O’Neill further explains buzz as videos 

that hold a place in the public conversation through channels such as popular blogs, social media, 

and even mainstream news. Internet users often parody content that they find compelling through 

remixes and even auto-tuning and longevity simply referred to how long the video remained in 

the public’s recall. 

The content of the video is not the only important factor when determining cause of 

virality. The original audience of the video has a major influence on the amount of traction the 

video creates.  Brian Rosenberg, the President of Macalaster University, details the importance 

of a viral video’s environment and suggests that videos created and originally dispersed in “well-

defined” social communities are more likely to become viral (Rosenberg, 2011).  

 

Narrative 

Anna Eberhart auditioned for the Boston Crusaders’ front ensemble in the fall of 2015. 

Though her primary instrument was flute, her childhood experiences playing piano prepared her 

for a synthesizer spot in drum corps. Out of 300 auditioning percussionists, she was contracted 

for one of the 45 spots on the 2016 tour with the Boston Crusaders (Quinn, 2016). 

The 2016 production title, Don Quixote, was announced in May after the corps had 

already learned the majority of the music. The 15-minute marching production tells the story of 
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Quixote’s path to insanity. The front ensemble is unique in that it is one of the only groups on the 

field that is not expected to maintain perfect uniformity across the section. Because of this, body 

and facial performance are a key part of their participation in the marching production. Their 

proximity to the crowd as well as the judges gives them a unique position through which to 

communicate major emotional themes and expressions. 

Eberhart’s performance approach was rooted in a conversation with her technicians 

(techs) during spring training - weeks of rehearsals leading up into the competitive tour: 

One day in spring training we were working on a section in the third movement. 

It’s a super playful moment in the show so we took some time to put in some 

choreography. The techs said to do something weird so we all experimented with 

crossing our eyes and making funny faces. I didn’t play at all there so I went a 

little crazy.  On the next rep the techs said for just me to play and everyone else to 

watch me so I did whatever I did and everyone was like, ‘oh, you do stuff back 

there!’ I’d never been in a pit before so I didn’t know what our job was. After 

that, I was like ‘Oh, we’re supposed to do something like that.’ (A. Eberhart, 

personal communication, March 5, 2017) 

 
At the beginning of the competitive tour in July, a crowd member noticed Eberhart’s 

unusual performance and began filming her. The audience member, a baker named Mike 

O’Neill, posted the minute-long video on his Facebook account on July 6th with the caption, 

“Funny Keyboard Player from BAC.” Though O’Neill had only 436 Facebook friends, within a 

few days the video had received over 3 million views. 

On July 7th, [phoenixap10] posted the video on Imgur, an online image-sharing platform, 

with the caption When the Music Hits Your Soul (phoenixap, 2017). Her fiancée, [chrisallison], 

saw the video and then posted it to Reddit as a GIF with the caption, “A band girl who really 

loves her job” (chrisallison, 2017). The same day, the story was picked up by Mashable.com, a 
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site known for its buzz-worthy and trendy content. The story featured a link to O’Neill’s original 

video as well as colorful description of Eberhart as a “full-blown witch musician ready to cast a 

spell with her dagger eyes of enthusiasm (Koerber, 2016).” 

When asked about the first time she was aware of the video, Eberhart responded, “It was 

the day of the Tanglewood Brass Spectacular … and we had just done our rehearsals for the day. 

We were going on the truck to get in uniform and one of the vibe players told me that her parents 

had tagged her in the post because she was in front of me and she showed me the video” (A. 

Eberhart, personal communication, March 5, 2017).  

 At the time, Eberhart laughed it off. She explained that most of the comments on the 

video were from “old drum corps people who were critiquing synthesizers.” Since the 

controversial addition of synthesizers in 2009, there has still been much criticism from corps 

alumni who marched prior to the addition. “I didn’t think anything of it,” commented Eberhart 

(A. Eberhart, personal communication, March 5, 2017). 

 Eberhart’s brother texted her in the middle of the night about two days later to tell her 

that he had seen her video on the front page of Reddit. The next morning during rehearsal block 

Eberhart was approached by Katie Trombetti, the Social Media Director for the Boston 

Crusaders. Trombetti was the first to break the news to Eberhart of the rippling effects of her 

performance and by that point, the video had exploded. 

By July 11th, the story and video had spread overseas and major international media such 

as Daily Mail, Balle Courbe, The Sun, the Daily Star, TVA Nouvelles and Radio Deejay began 

to cover Eberhart’s rise to fame. TMZ, a leading entertainment news media outlet, interviewed 

Eberhart on July 13th when Eberhart revealed a desire to segue from drum corps performance 

into a career as a Disney princess at the Happiest Place on Earth (“Manic Keyboard Player,” 
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2016). Later that day, Eberhart and her mother, Melinda Johnson Eberhart, were interviewed by 

Dave Quinn with People Celebrity and Amanda Hoover with Boston.com.   

Media interviews during the competitive season required very thorough planning 

according to Eberhart. During the 80+ day competitive tour, most corps members only receive 2-

3 days off and each tour day is filled with rehearsals and performances. “Somedays I’d have to 

load my synth immediately after rehearsal and go do an interview or Skype call. Other days, 

immediately between [rehearsal] blocks I’d go somewhere with internet to make a call and 

someone would have to bring me a plate of food. It was a little hectic but we made it work” (A. 

Eberhart, personal communication, March 5, 2017). 

 

Virality Analysis 

 

While the drum corps community traditionally exists outside of common public 

knowledge, it does not mean that the popularity of this video is not linked to commonalities 

among viral videos in all genres. The video of Eberhart met three out of the four characteristics 

of viral videos that West identified in his research: having a run time short than three minutes, 

including elements of irony and a demonstration of musical talent. In his research, irony is 

defined as exhibiting “something contradictory to societal expectations” (West, 2011). The viral 

video of Eberhart likely did not match many of the pre-existing understandings of marching band 

for individuals outside of the drum corps community who are not adjusted to the level of 

pageantry and performance conveyed in those productions.  

The following headlines were all retrieved from the articles that the Boston Crusaders 

chose to acknowledge in their news release and indicate the variety of responses received by the 
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media as well as the story’s speedy proliferation. All these publications traditionally exist outside 

of the drum corps community so phrases such as “unexpectedly enthusiastic” and “keyboardist 

going ballistic” solidify the idea that Eberhart’s performance did not align with societal 

expectations and those elements of irony drove much of the conversation surrounding the video.  

 

Date Source/Author Headline 

July 7 Mashable.com, Brian Koerber 
 

“Possibly possessed keyboard player steals the 
show” 

July 7 Reddit, phoenixap10 “When the Music Hits Your Soul” 

July 9 Popsugar.com, Maggie Pehanick “This Keyboard Player’s Unexpectedly Enthusiastic 
Performance is Getting a Lot of Attention” 

July 10 Cosmopolitan.com, Laura Beck “I Cannot Stop Watching This Girl Absolutely 
Freak Out at Her Keyboard” 

July 11 DailyMail.com, Valerie Siebert 

“She’s really feeling the music! Incredible clip of 
keyboard player making a series of insane faces 
during a drum and bugle corps performance racks 
up 1.8 MILLION views” 

July 11 Fox 25 WFXT “Boston Crusaders Drum Corps player goes viral for 
enthusiastic performance” 

July 11 Jezebel.com, Madeleine Davies “You Will Never Know Passion Like This Girl’s 
Love for Drum and Bugle Corps” 

July 11 Papermag.com, Carey O’Donnell “This Video of a Marching Band Keyboardist Going 
Ballistic Will Actually Make Your Life Better” 

July 11 The Huffington Post, Priscilla Frank “If This Keyboardist’s Fierce Facial Expressions 
Aren’t Art, I Don’t Know What Is” 

July 13 Boston.com, Amanda Hoover “The keyboardist in this viral video doesn’t mind if 
you think she’s ‘possessed’” 

July 13 ESPN.com “Young woman in marching band becomes internet 
sensation” 

July 13 People.com, Dave Quinn 
“‘Possibly Possessed’ Keyboardist Anna Eberhart 
on Her Viral Fame and ‘Crazy Faces’: ‘That’s Just 
What I Do!’”  

July 13 TMZ.com “Manic Keyboard Player: I Want to Land a Gig at 
Disney!” 

Not 
Provided 

OnAirwithRyan.com, Marc 
Inocencio 

“Ultra-Passionate Keyboard Player Becomes Star of 
The Show: Watch” 



Running Head: DRUM CORPS VIRAL VIDEO CASE STUDY 

	  

15	  

The video also qualified for the characteristics of viewership and buzz according to 

O’Neill’s article in AdWeek. Though the video failed to meet Nalty’s (2011) 5 million view 

benchmark, it did achieve over 3 million views within a week of the original posting. More 

significantly, the video achieved notable buzz, as indicated by the coverage across multiple 

platforms such as Reddit and Imgur, social media and major media sources including those 

demonstrated in the table above. Google Analytics data also offers a useful perspective on 

organic search trends and the conversations occurring in the digital community. Jumps in search 

volume reinforce the argument that Eberhart’s video generated dialogues in the digital sphere. 

The search term “Boston Crusaders” jumped from 4,400 average monthly searches in June to 

14,800 in July, a 236% increase in search volume. Similarly, searches for “Anna Eberhart” 

increased from 10 to 18,100 between June and July (Google Analytics, 2017). 

Many drum corps members and alumni felt the video was not particularly unusual or that 

it demonstrated the level of performance expected of all front ensemble members. According to 

one Reddit user named [GingerMarimbist], “This isn't weird at all. We perform like crazy 

according to the music and theme; weird faces and visuals included. Hype” (GingerMarimbist, 

2016).  

Though individuals within the drum corps community may not have been as surprised by 

Eberhart’s performance, the niche nature of the community is likely what gave the video grounds 

for virality. Brian Rosenberg attributed the success of his video detailing a day in the life of a 

college president to the well-established nature of the university community and the prevalence 

of social media throughout (Rosenberg, 2010). A niche community often has clearly defined 

communication channels that, combined with the mass reach of social media, allows them to 
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connect across geographical boundaries. This creates the foundation for expedited 

communication and mass interaction such as is needed to create virality.  

 

The Boston Crusaders Drum and Bugle Corps’ Response 

 

Many marketers contrive to create the perfect viral video that will capture both the 

attention and purchasing power of new audiences. The Possibly Possessed Keyboard Player 

video had a unique opportunity to bring not only increased brand awareness and prestige to the 

Boston Crusaders, but also awareness of the activity which would benefit all corps within the 

association. Because the viral video was audience-generated content and not a marketing tactic 

pushed on consumers, the Boston Crusaders could not have anticipated its impact and were 

therefore operating reactively to the attention thrust upon them.  

The Boston Crusaders media team consisted of two videographers and a photographer 

under the direction of Katie Trombetti, the Director of Social Media. Even prior to the release of 

the viral video, the media team’s goal was to “create as much compelling content as humanly 

possible” (K. Trombetti, personal communication, March 10, 2017).   

The drum corps community is way smaller than people tend to think, especially in 

the digital sphere. We’re competing for a lot of the same eye balls and for Boston 

(who has typically placed anywhere from 8th - 10th historically) it’s kind of mid-

level. We’re not pulling in the same number as Carolina Crown or Blue Devils 

but we’re still trying to fight for those eyeballs. That means putting videos out at 

the right time versus throwing them on the internet and making sure our photos 

are going in the right places so that we can capture the most attention at the right 

time (K. Trombetti, personal communication, March 10, 2017).  
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 Trombetti first became aware of the video when the corps was right outside of 

Washington D.C. “Someone walked up to me and was like “Anna’s on the front page of 

Reddit.” So of course, we checked, and Anna was on the front page of Reddit” (K. 

Trombetti, personal communication, March 10, 2017). The percussion caption head Ellis 

Hampton wanted the video to be removed due to some negative comments but Trombetti 

realized the video had already spread too far to be contained. Her response was to ignore 

the negative comments to avoid inciting them and to instead maximize the positive 

comments’ potential. After speaking with Eberhart’s mother, Trombetti began facilitating 

interviews with the media. 

 Mashable.com was the first to tweet regarding the “possibly possessed” girl, which the 

Boston Crusaders retweeted in addition to three other tweets regarding Eberhart before they 

posted original content. The Boston Crusaders’ tweet (shown below) referenced the Mashable 
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story but did not mention Eberhart by name or the video directly (Boston Crusaders, 2016). 

 

The social media team continued to retweet content pertaining to Eberhart and posted ten 

more tweets (some of which doubled as Instagram posts) regarding Eberhart herself or the 

“possibly possessed pit” before August 13th, the end of tour.  

The first non-social media response from the Boston Crusaders was a press release 

published on July 15th to the Boston Crusaders website (“Passionate Boston Crusaders,” 2016). 

The release noted the popularity of the video and included links to the domestic and international 

news outlets that interviewed Eberhart. It finished with a call to action to donate to the corps to 

assist in supporting musicians like Eberhart (“Passionate Boston Crusaders,” 2016). 

Two days following the news release on the corps website, Eberhart was approached by 

the corps director for approval of the first design of a t-shirt highlighting the video and Eberhart. 

Eberhart agreed (on condition that the entire pit receive t-shirts for free). The shirts were sold 

alongside traditional merchandise and souvenirs at performances where audience members could 

purchase a shirt and pose with Eberhart for a picture.  
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After the news release, the Boston Crusaders’ next action was to host a webcast where 

Eberhart would respond to fan questions. Two of the Boston Crusaders’ eleven tweets related to 

the viral video were requests for questions to be submitted for the webcast. Though they 

mentioned Eberhart by name, they did not reference the video specifically, indicating the 

strength of the 

assumed 



Running Head: DRUM CORPS VIRAL VIDEO CASE STUDY 

	  

20	  

association between Eberhart and the viral video.  

The social media content was split according to the users they hoped to reach on that 

platform. Twitter and Instagram were used to tell stories about the corps and reach younger 

audiences who didn’t necessarily intend to purchase but were simply interested in the group. 

Trombetti recognized the growth of older users (65+) on Facebook and chose to feature videos 

there when they were communicating a “hard ask” such as ticket sales, seeking donations, 

enlisting volunteers, etc. (K. Trombetti, personal communication, March 10, 2017). 

Throughout all their communication efforts, the Boston Crusaders’ media team dealt with 

several limitations. Trombetti cites “deadlines and cell phone service” as the two greatest 

challenges faced (K. Trombetti, personal communication, March 10, 2017). Many of the schools 

the corps traveled to had cell phone blockers that made even basic cell phone service 

inconsistent. The media channels requesting interviews operated on short deadlines and wanted 

access to Eberhart on extremely short notice. The corps members understood the demands of the 

situation and did their best to accommodate, but Trombetti still insisted on maintaining as much 

of a normal drum corps experience as was possible for Eberhart. Despite the media attention, 

Trombetti still wanted to prioritize Eberhart’s performance responsibilities as a member of the 

corps.  

 

Evaluation 

 

 The viral video is an elusive dream for marketers, social media directors and public 

relations managers everywhere. The massive distribution can positively impact so many aspects 

of a brand, build brand awareness, increase brand recall, garner purchasing power and even make 
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a brand seem more approachable. Organic, user-generated content is more valuable as currency 

in the digital community since many consumers are wary of manufactured content such as 

advertising or public relations that are intended to make them feel a particular way.  

 Audience-generated content indicates connection with the brand and relates to other 

consumers on a peer level as opposed to a business exchange. However, its unplanned nature 

forces the organization into a position of public attentiveness that they could not anticipate or 

prepare for. All ensuing work must be done reactively which often creates the impression of slow 

response.  

 The drum corps community, by the very nature of the activity, is secluded and has limited 

public contact. The constant rehearsal, performance and travel schedules make communications 

more difficult and can create a bubble-effect that shields the community from the occurrences of 

the world at large. A drum corps social media employee is expected to create content concerning 

the corps’ work and to facilitate conversations within the corps community. The DCI world is so 

rarely in contact with the public at large, this measure of exposure could not have been predicted.  

 The corps had additional limitations based on Eberhart’s responsibilities within the corps. 

While it might have been more impactful to allow Eberhart to complete more interviews and 

promote her within the corps, Eberhart’s first and foremost position within the Boston Crusaders 

was as a member. Her section relied on her musical performance as much as her visual 

performance and allowing her to skip rehearsals for media appearances would have ultimately 

hurt the corps’ performance and competitive image. Given the limited time and resources 

available to the Boston Crusaders at the time of the video’s virality, as well as their complete 

lack of control over the original video share, their marketing efforts were noteworthy.   
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The Boston Crusaders’ efforts to utilize the virality were mostly aimed towards their 

previously existing consumer base, the Drum Corps International community. Of all the tweets 

regarding the viral video, only one was potentially directed towards the general public and even 

that is attributed to the Dallas Morning News’ coverage of the viral video. The greatest weakness 

of their cumulative responses was in the limited content directed toward publics who had seen 

Eberhart’s viral video but not previously been aware of the drum corps activity.  

The press release was posted 9 days following the original posting of the video and in the 

world of social media and instant communication, the response was radically late. The story 

traveled overseas days before and the corps had since traveled through 5 states before the Boston 

Crusaders began to communicate with the public about the content and context of the video. 

Their media efforts were reactive and never gained enough momentum to match the speed at 

which the video was being shared.  

 

 

Recommendations 

 

 Quick response time and constant communication are key to maximizing the potential 

impact of an unexpected viral video. The Boston Crusaders’ media team facilitated significant 

interviews with Eberhart in difficult circumstances, but missed out on key opportunities to create 

relationships with the thousands of people who viewed their video. It was not necessary to focus 

on the drum corps community because that community is already interested in the product and 

are most likely already consumers. Their attention was mostly guaranteed until the last minute of 

the World Championship finals retreat on August 13th. While there is the potential to increase 

publicity and loyalty, it does not address the full marketing potential of the situation. 
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In order to profit from the attention of the non-DCI public, there must be content and 

communications strategically geared towards engaging them. Instead of simply retweeting what 

other media outlets are tweeting, it is crucial to respond to their conversations by answering 

questions they might have posed and correcting misinformation. This would engage the media 

outlets and encourage future coverage and in turn secure more viewers.  

In this situation, I would recommend pushing the “Possibly Possessed Pit” theme as 

much as possible by showing that Eberhart was not an outlier; she was part of a group of talented 

individuals. This would give context for the video to the non-DCI community by showing other 

members of the corps giving equally enthusiastic and compelling performances. It’s important 

not to overwhelm the audience with all the intense details of drum corps, but instead, give them 

digestible pieces of knowledge about this girl, this activity, and this corps. The original posting 

of the video and the media coverage were out of the corps’ control, but the communications 

afterward could have been managed more effectively.   

DCI has the vastly unique advantage of being a traveling organization. Their virality 

wasn’t local; it was international. People all over the world wanted to know more, understand 

more, and be entertained. My second recommendation would have been to proactively find 

media pieces about the video in geographical regions that the corps was traveling to. Then before 

the corps reached a new city, the media team could find local stories or opinion leaders who 

already showed interest in the video and reach out to invite those audiences to performances near 

them. Not only would this sell tickets, it would increase awareness of the marching arts and 

extend the conversation.  

 The interest in Eberhart’s performance was destined to fade as viral videos are fleeting by 

nature. My third recommendation for any future similar situation is to focus on the external 
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audiences and cater information to their conversations, knowing that due to the niche nature of 

cult communities, the information will trickle down to where there is already public interest in 

your organization.  The Boston Crusaders could not have predicted the attention that was thrust 

upon them, but they did have the advantage of having an incredibly unique and talented 

organization to feature. Niche activities such as drum corps typically exist outside of public 

knowledge, but opportunities such as this present the chance to accomplish marketing and 

communication objectives within the organization and ultimately, bring greater awareness and 

recognition of the music these performers have to share. 

 

When life itself seems lunatic, who knows where madness lies? Perhaps to be too 

practical is madness. To surrender dreams — this may be madness. Too much 

sanity may be madness — and maddest of all: to see life as it is, and not as it 

should be! 

-Miguel de Cervantes Saavedra, Don Quixote 
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