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“Our People Are Our Greatest Asset”

But who are “our people”?

The Ubiquitous Cliché
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“Our People”

• Employees, of course
• But also…

– Members
– Alumni
– Donors
– Partners
– Suppliers
– Customers
– And all manner of friends an supporters

• They should all be...

Your Advocates
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Word of Mouth Marketing

Is about identifying, organizing, engaging, motivating, 
and activating

your advocates
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Today’s Presentation 

• Why you should care about WOM 

• How word of mouth happens

• Applying word of mouth marketing



Why You Should Care About 
Word of Mouth 
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What People Say Matters 

Word of mouth is the leading driver of 
growth for brands and organizations

It is a treasure trove of insight that will 
make your organizations more successful
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Leading Driver of Future Growth 

“On average, a twelve-point increase 
in [advocacy] leads to a doubling in 

the company’s rate of growth”
-Fred Reichheld, The Ultimate Question:  Driving 

Good Profits and True Growth

GE agrees: Advocacy “is the best customer-
relationship metric I’ve seen.”
- Jeff Immelt, CEO, General Electric
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It’s How Consumers Make Decisions

“When Americans make decisions 
today, it’s a conversation. 

Marketers need to reach the 
people starting those 

conversations.”
- Ed Keller and Jon Berry, The Influentials
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WOM’s Importance Is Rising 

• Consumers value word-of-mouth of friends, 
family & other people 1½ times more today 
than in the 1970s, and twice as much as 

traditional media

• Word-of-mouth is consumers’ leading 
source of ideas and information virtually 

across the board, from how and what to eat, 
to what kinds of cars and computers to buy 

to where to go on vacation
- Ed Keller and Jon Berry, The Influentials



www.kellerfay.com

Growing Buzz in Business 

• McKinsey: Two-thirds of all industries are at 
least partially driven by word of mouth

• CMO magazine: 43% of marketing executives 
currently or plan to do WOM marketing

• “This ‘next big thing’ [is] a big thing right now”
– Jonah Bloom, executive editor, Ad Age

• “This business is going to be the next big 
battleground” – David Verklin, CEO, Carat 
Americas, quoted in The Wall Street Journal
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Election 2004: A Tipping Point 

• Campaigns discover the power of the 
Internet to raise campaign funds and 

organize volunteers 

• The Bush campaign credits its 
“Influentials Strategy” as critical factor 

• 3 million Bush volunteers form “fifth 
estate” to flank the media and take 

campaign messages to friends, neighbors, 
and like-minded peers in other states  
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“You have a world where a wealth of 
information creates a poverty of attention…

The way people get through is by 
turning to people they trust.”

- Ken Mehlman, Campaign Manager, Bush-Cheney ’04
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Jim Stengel                             
Global Marketing Officer  
Procter & Gamble



www.kellerfay.com

New Models Are Emerging

• P&G reckons that 
a mother who is 
moved to talk about 
a product sets off a 
chain reaction that 
will involve 1,000 
mothers in the 
discussion. 
• At the start of the 
decade it assumed 
that such a 
conversation would 
involve only 200 
mothers 
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Why Now?

• Distrust of traditional advertising & marketing
• Competition for time & attention
• Rise of social networking on Internet
• Efficiency of online peer-to-peer communication
• In public affairs arena:

– Distrust of politics and politicians
– Backlash against negativity and deceptiveness of political and 

issue advertising; shouting matches on cable news



How Word of Mouth Happens:
Insights from TalkTrack™

©2006 Keller Fay Group



www.kellerfay.com

TalkTrack™: A New, Continuous Study 
Monitoring All Word of Mouth

“Average Joe talks brands 56 
times a week, says study”

• Diary-assisted reporting of  
past 24-hour conversations

• Representing Americans 13-69
• All modes of conversation

– Face to face
– Telephone
– Online 

• Weekly online data collection
– 700 respondents
– 5,600 brand or organizational 

mentions
– 11,000 marketing-relevant 

conversations
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(Average weekly conversations and brand mentions per person)

Base: 3,592 respondents
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Public Affairs: A Big WOM Category
(Per Week)
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Insights from TalkTrack™

Word of Mouth Has Big Impact
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Base: 9,990 brand mentions where someone else entirely or equally provided advice
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Insights from TalkTrack™
Most Conversations Are Face-to-Face

Online chatroom/blog
1%

Other 
2%

Face to face
71%

Instant/Text Message
3%

Email
3%

Phone
20%

Base: 25,506 conversations

While internet is key to connecting with your advocates, most of
them will communicate with friends/families offline.
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Insights from TalkTrack™
Word of Mouth Is Mostly Positive

Mostly Positive
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Mixed
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Mostly Negative
9%

Base: 16,436 brand mentions
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Insights from TalkTrack™
Positive WOM Has the Most Impact
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Websites 
(Company/Other)
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Point of Purchase
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60%

Advertising
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Base: 16,436 brand mentions
* Other includes movie theater, sports arenas and video games

Conversation Starters
Marketing & Media Have Definite Role
4 in 10 brand conversations refer to brand marketing or media 
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Public Affairs: TV, Newspapers Are Still 
“Conversation Starters”
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The Role of Research

• Listen to the conversation
– Offline talk as monitored in TalkTrack™
– Online chatter as from Nielsen BuzzMetric’s www.blogpulse.com

http://www.blogpulse.com/
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The Role of Research

• Collect feedback from advocates 
– Survey on your strategies, tactics
– Get input on your marketing

• Testing for WOM
– Messages, concepts, ad for potential to generate word of mouth

• Track campaigns 
– Assess effectiveness: Are you influencing the conversation?



Applying Word of Mouth 
Marketing
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Case Study: Ford Escape Hybrid

Give People Lots of Reasons to Talk

• Web site gave people lots of 
information on how hybrids work 

• Ads targeted Influentialssm in 
messages and placements 

• PR stunts like “Manhattan on a 
tank of gas” got media talking 

• Events put vehicles in prospects’
hands – in a nice environment

• Follow-up workshops taught 
owners how to maximize mpg’s
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Case Study: The Bush Campaign

Make It Easy to Take Action 

Clear, simple directions 
All the information you need –

including where to send your letters
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Case Study: Bike Friday

Turn Your Customers into Salespeople 

Oregon-based maker of 
folding bicycles offers 

rewards to customers
who refer new customers 

The Wall Street Journal, 12/27/2005

Referrals account for 50-60%
of the company’s revenues 

Each Bike Friday owner gets a package of prepaid 
postcards to pass out to likely prospects.  

Each leading to a sale earns them $50 cash or a $75 credit
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In All, a Lot of Activity 

• Corporate Blogging: GM chief Bob Lutz 
enters blogging with GM’s FastLane Blog

– Edelman Public Relations hires blogger

• Buzz Marketing: BzzAgent field force 
enlisted by VW, Budweiser to create buzz

• Grassroots Marketing: Rick Warren’s 
outreach to churches propels his best selling 
book “A Purposeful Life”

• Leveraging Influencers & Evangelists:
Nestle PowerBar’s rise to top attributed by 
many to its Team Elite athletes-ambassadors   
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Eight Rules for Non-Profit Word of Mouth

1. Target influencers
• Create close bond with socially networked supporters, 

members, alumni, etc.
• Create programs they can participate in such as advisory 

networks, local ambassadors, letter writers, etc.
• Tell them how they can help (not just as donors)

2. Leverage your website
• It’s the hub for any WOM strategy
• Most visitors are “influencers”
• Have an “action center”
• Offer tips/training for recruiting additional supporters or using 

media
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Eight Rules for Non-Profit WOM

3. Communicate with “forward thinking”
• A key goal for emails is to have them forwarded to friends/family
• Offer appropriate information and ask them for forward onward
• Have “calls to action” and web links at the bottom aimed at 

people outside your current network

4. Use a “Personal” Touch
• Invest in network staff to reply personally to incoming messages
• Even your critics are influencers: Show them respect
• Listen as well as talk

5. Create Communities
• Create social networks to enable your advocates connect with 

each other
• Let them create some of your content
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Eight Rules for Non-Profit WOM

6. Provide leadership opportunities
• Roll out chapters, networks, discussion groups around small 

geographies, specific topics
• Enlist alumni, key supporters, etc. for local speeches, 

coordination roles, article writing, etc.
7. Engage in the public square of the Internet

• Blogging by organization’s CEO/President
• Establish online forums for supporters
• Teams of supporters willing to rebut negative posts elsewhere 

on Internet
8. Reap rewards and pocket the savings

• Word of mouth techniques are not only very effective, but 
almost always less costly than traditional advertising and 
marketing



www.kellerfay.com

Word-of-Mouth Marketing 
– An Emerging Discipline

• Major Corporations: Best Buy, Clorox, Coca-Cola, Cold 
Stone Creamery, Dell, DuPont, Electric Artists, Fidelity, 
Hershey, Kraft, Kimberly-Clark, Motorola, Nestle, SC 
Johnson, Sprint, Wells Fargo 

• Agencies/Media: Starcom MediaVest, Arnold, FCB, GSD&M 
Burson, Edelman, Fleishman, Ketchum, Weber Shandwick
Hill & Knowlton, AOL, Discovery, A&E, Hachette Filipacchi 

• Non-Profits: Center Theater Group, Greater Louisville, 
Monteray Bay Aquarium, National Marine Manufacturers, 
Prostate.net, Texas Cultural & Arts Marketing Network,    
92nd St. Y

Word of Mouth Marketing Association (WOMMA)
300+ members since just late 2004!

…and more 
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It’s a New Era 

• Word of mouth is not just “nice to have”

• It’s critical to your organization’s success

– Word of mouth drives growth!

• Before you talk, listen

• Don’t wing it; good research = good WOM

Bottom line:
Find the people who will drive 

your organization forward



Thank you!
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For more information, please contact:

Brad Fay
COO
Keller Fay Group
65 Church Street, 3rd Floor
New Brunswick, NJ 08901 
(732) 846-6800
bfay@kellerfay.com
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