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Our Agenda

” WHY WOM is important
ﬁ WHO is creating and relying on WOM

g WHERE WOM is happening
» WHAT is being said
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@ ... Read STORY LINE Here . ..

# take this key number home

@ Find Detail Here
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@ Note Use of Icons

Can Help Strategize or Design Next Campaign

Meaningful Differences by Industry

= Meaningful Impact on Bottom Line
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Word of Mouth
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People Don’t Trust Advertising . . .

don’t believe that companies tell the truth in

advertisements

Yankelovich, 2005
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.. .People Trust Others

trust other people “like themselves”. Up from

22% in 2003.

Source: Edelman Trust Barometer

“Person Like Yourself” Since 2003

To2S-BOX | 2003 | 2004 | 2005 | 2006
% % % %
us 22 51 56 68
Europe 33 51 53 56
Canada NA NA 55 | 59

* Europe = UK, France, Germany l
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That Trust Extends to Product Advice

cite WOM as best source for product ideas.

Up from 67% Iin ’77.

Source: GfK NOP/Roper
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That Advice Makes a BIG Difference.. ..

Find the advice at least somewhat credible.

Source: TalkTrack™, Keller Fay Group, 2006

17%
60% 14%
50%
17%
40% -

90% -

80% -

70%

30% - 56% 57% 55%
20% 4 38%
10% -
0% T T T
Credibility/believability of Likely to pass along to Likely to purchase Likely to seek out
what was heard others additional information

| OHighly 9,100 @ Somewhat (7,8) |
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Personal Contacts Are Most Convincing . . .

difference when comparing stated impact of

contacts versus company led info

Source: Millward Brown, WOM Influence Study, 2005

Not very/at all

Very convincing convincing

Personal contacts

Company led

Independent
reviews/press

Blogs/chats/
message boards
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Their Recommendations Impact CHOICE . . .

choose brand solely due to recommendation

Source: Millward Brown, WOM Influence Study, 2005

Personal Company Independent Blogs/chats/
contacts led reviews/ press message boards
% % % %
| chose the brand solely
because of the recommendation

| chose the brand partly on the basis of the
recommendation 6 -

VAW

| would have chosen the brand

regardless — —
-10
3 -20 -23
| chose a different brand despite this -33
n'rn_r_g eilMouth recommendation -10 -5
-8
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Their Talking About The Brand Impacts
BRAND STRENGTH . ..

more likely to grow if brands are talked

about

Source: BRANDZ"
THE WPP BRAND EQUITY STUDY

‘Talk at me’ ‘Talk about’
brands brands
Average 1.45
Voltage
Score

-0.05

Slide 12 ‘4womma

Word of Mo th Markeling Associalion




...as well as COMPANY GROWTH . ..

Increase in company rate of growth from a
12 point increase in advocacy

ULTIMATE

QUESTION

Diriving Good Profits
and True Growth

FRED REICHHELD
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As A Result,
Marketers Are Doing More Than Talking

of US marketing execs plan to use WOM In

next 6 months

Source: CMO Magazine, April 2005

70%

E-Mail Marketing

Customer influence via word of mouth
Search marketing (paid placement)
Blogs

Product placement

Branded entertainment

Stealth marketing

Brand usage monitoring technology

Use of celebrities

Determined detractors
(negative influence via internet and digital means)
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Word of Mouth
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Just About Everyone Is Talking . ..

of all Americans talk about at least 1 brand

a day (and average 10)

Source: TalkTrack™, Keller Fay Group, 2006

of every conversation in America includes
something about a product or service

Source: Northeastern University

Slide 16 ‘@womma

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuu



And They're Talking Frequently

marketing relevant conversations per week

per person

Source: TalkTrack™, Keller Fay Group, 2006

112
120+

100+

801
56

60
40+

20+

- 0_
"iﬂ!fé of “J'-‘.‘i“‘ Marketing Relevant Conversations  Conversational Brand Mentions
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... Primarily With Friends, Family . ..

of brand conversations take place between

spouses or other family members

Source: TalkTrack™, Keller Fay Group, 2006

Stranger .
1% Family member

A
professionallexpert
on the topic
% Spouse/Partner
21%

Personal friend
18%

Best friend
8%
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And, Peers

of teens & young adults are talking to their

good friends

Source: TalkTrack™, Keller Fay Group, 2006

Who are the different age segments talking to about brands?

Relationship to receiver

13t0 17

181t0 29

30to 39

40to 59

Family Member 42% 19% 20% 28% 22%
Personal Friend 24 25 16 16 15
Best Friend 23 10 9 4 3
Other Acquaintance 7 7 11 5 8
Spouse 1 18 19 24 35
Co-Worker 1 17 14 15 4
Professional/ Expert 1 4 10 6 11
Stranger 1 - 1 2 2
Age of the person who is giving 13to 17
advice to the receiver
Under 13 3% 1% 2% 1%
13t017 56 1 1 3 -
18t0 29 11 57 18 11 3
30t039 9 22 44 16 13
401059 20 16 26 56 27
60+ 1 2 4 10 49
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But Some People Talk More Than Others . ..

times as many brand conversations per

week come from Conversation Catalysts™

Source: TalkTrack™, Keller Fay Group, 2006
177

180+
160+
140+
120+
100+

80+

60

40

20+

Conversations Brands

O Total ® Conversation Catalysts™
(Q
Slide 20 A Womma

Word of Mo th Markeling Associalion




Word of Mouth
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The Majority Of WOM Conversations Are
Occuring Offline . ..

of WOM conversations are face-to-face

Source: TalkTrack™, Keller Fay Group, 2006

Phone
21%

Email
3%

Instant Message
2%

Online
chatroom/blog

0,
Face to face 1%

71% 2%
Wordlol[Mouth
(‘_‘.
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... But Youth Is More “Digital”

greater share of youth conversations are

digital

Source: TalkTrack™, Keller Fay Group, 2006

80% 1
71%
70%

61%

60%
50% -
40% -
30%

20% A
10%

0 6%
T

Face to face Email Instant message

10% -

0%

|ElTotaI @ 13to 20 year olds |
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As Are Some Industry Categories

difference in online popularity across

categories

Source: Millward Brown, WOM Influence Study, 2005

B Advice from Blogs/chat/message boards 73
[ ] Advice from Personal contacts co
49 48 51
38
9 11 14 9 10
2 2 3
- B - =
Mobile Car House  Holiday Cold Cars Digital Films
phones insurance hold destination and Flu cameras
cleaning remedies
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There’s More WOM In Certain Categories

of brand mentions occur in the top 7

Industry categories

Source: TalkTrack™, Keller Fay Group, 2006

Food & Beverage Health & Healthcare
Automotive
Alcohol

Public Affairs 141

Shopping & Retail Personal Care, Fashion & Beauty

Media & Entertainment Lifestyles & Hobby

Travel ¢ O Total
. Home O Total
Technology . B Conversation Catalysts™ B Conversation Catalysts ™

.b

Children
Telecom 8.3

Finance Household Products

0 2 4 6 8 10 12 14 16 _Il i 3: 5I 7I 9. 1I1 1I3 1:5
li.-'"'t.
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And, This Word Of Mouth Is Mostly Positive

IS the ratio of positive to negative word of

mouth

Source: TalkTrack™, Keller Fay Group, 2006

Mostly Positive

Mostly Negative
62% y eg

9%

Mixed
16%

Neutral

13%
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@ ... And Positive WOM Has The Most Impact

point average difference in “key area impact”

between positive and negative WOM

Source: TalkTrack™, Keller Fay Group, 2006

70% A
62% 60% 63%

60% -

50% A

44%

40% A

30% A

20% -

10% -

0% . . .

Credibility/believability of  Likely to pass along to others Likely to purchase (9,10 on Likely to seek out additional

what was heard (9, 10 on (9,10 on scale) scale) information (9, 10 on scale)
scale)

| ® Positive WOM  ONegative WOM B Mixed WOM O Neutral
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...But Don't Underestimate The Power Of
Negative WOM!

of those hearing a personal, negative
recommendation were influenced to buy another

brand

Source: Millward Brown, WOM Influence Study, 2005
Independent Blogs/

Personal Company reviews/ Message
contacts led press Boards/Chat Rooms
% % % %

I chose a different brand solely
because of their advice

I chose a different brand partly
on the basis of the
advice received

I would have chosen a different
brand regardless of their advice

I chose this brand despite being
WordlofiMouth advised against it

(Y
L, |
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WOM Impacts Purchasing

of conversations have an impact on the

likelihood to buy a brand

Source: TalkTrack™, Keller Fay Group, 2006

Consider it
Buy itor Try it 24%
37%

Avoid it
9%
No specific
recommendation
made
30% A
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... And Can Be Stimulated By A Brand’s
Own Marketing And Media

of brand conversations refer to brand

marketing or media

NO Source: TalkTrack™, Keller Fay Group, 2006

Media/Marketing
Referenced
59%
Advertising
15%
Editorial/Program
S
Other* 8%
1% Point of Websites
oint o
; Company/Other
PrOTO(/’t'On Purchase ( pgo/); )
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The Most Talked About Brands in America

(Brands with the most conversation mentions in TalkTrack™)

Ford

1. )
2. Verizon @ _
3. Dell VgDl
4. Cingular L
5. Wal-Mart DéL

WAL*MART"
0. Cheerlet MWAYELDWPME&.W'
/. Toyota
8. Coke Every conversation is a
9. Honda marketing opportunity!
10.Apple/iPod

Source: TalkTrack™, Keller Fay Group, 2006
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Word-of-Mouth “All-Stars”

(Brands with largest ‘net positive’ WOM mentions in TalkTrack™)

. Toyota @ TOYOTA
. Wal-Mart

. Honda

. Apple/iPod
. Chevrolet

. Target

. Sony

TARGET.

. Home Depot @
BMW

The Ulimate
Driving Machine"

© 0 ~NO UhWNEPR

10.Verizon

Source: TalkTrack™, Keller Fay Group, 2006
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Thank Youl!

 Ann Green, Millward Brown
ann.green@us.millwardbrown.com

 Ed Keller, Keller Fay Group
ekeller@kellerfay.com

 Greg Wester, VoodooVox
greg@voodoovox.com
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