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Welcome to Word-of-Mouth Marketing! This is the program that will allow you,
the smaller entrepreneur or company, to go up against the big guy or gal. Word
of mouth levels the playing field. It’s really, really easy to compete with Verizon
or General Motors or other companies, large companies, if you’re using word
of mouth properly, and if you’ve got the goods. That’s the key idea, of course—if
you’ve got the goods.

This program is going to show you how to go up against those people with
almost no cost. You’re going to be able to reduce the cost of your advertising
and other marketing expenses, including salespeople, and yet have multiplied
the effect of your advertising.
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How to Use This Workbook

This workbook is a concise summary of the most important concepts and
ideas in the audio program. In these pages you’ll find the summary of key
information. You’ll also find some insightful exercises for you to personalize the
program. This is an exciting journey, and you’ll want as much space as possible
to devote to becoming a wealth magnet.

For each session, do the following:

• Preview the section of the workbook that goes with the audio session.
• Listen to the audio session at least once.
• Complete the exercises in this workbook and your journal.

By taking the time to preview the exercises before you listen to each session,
you are priming your subconscious to listen and absorb the material. Then,
when you are actually listening to each session, you’ll be able to absorb the
information faster—and will see faster results. Research has shown that the
more ways you interact with learning material, the deeper your learning will
be. Nightingale-Conant has created a cutting-edge learning system that involves
listening to the audio, reading the ideas in the workbook, and writing your ideas
and thoughts down. In fact, this workbook is designed so that you can fill in
your answers right inside this document.

In addition to the exercises and questions, we’ve created an “ijournal” to make
this an even more interactive experience for you. At the end of each session you can
write down any additional thoughts, notes, ideas, or insights to further personalize
the material.

Let’s get started!
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Session One: The Power and Speed of
Word-of-Mouth Marketing

It’s All About the Customer

Customer focus isn’t about a new trick in marketing; it’s not about a new
method of marketing. It’s all about helping the customer make a better decision.
There’s a lot of talk about putting the customer first, but people don’t do it. They
talk about it, but they think about their product first. How can I sell my prod-
uct? What they don’t understand is that by serving the customer, they’ll generate
word-of-mouth marketing, and that is what will drive sales.

What’s So Great About Word-of-Mouth Marketing?

Take a few moments to think about some product or service that you are very,
very enthusiastic about. What do you want to shout to the world? Write that
here:

___________________________________________________________________________

Now, imagine yourself saying that to all your friends or your acquaintances,
your business colleagues or your customers. Describe a time when you told your
friends, family, and co-workers about a product or service. How did you sound
and act when you were describing this product or service?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

In all likelihood, when you’re telling someone about a product or service you
love, you are enthusiastic, you’re energized, your passion comes through. And as
a result, you are totally, absolutely, 100 percent believable.

Trust is about more than honesty.
It’s also about relevance.
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Trust is earned, not bought, not found. And it’s about many, many things. It’s
about whether or not you can count on that person to truly act in your best
interest, even though perhaps it may be against that person’s best interest in the
short-run.

Two More Reasons

There are two other reasons why word of mouth is so powerful. First of all, it is
an information-sharing medium. It’s a way for people to get experience with a
product without actually using the product. You ask your friend, “How did that
product work out?” And you can piggyback on your friend’s experience without
the cost and the risks of trying the product.

The other thing is that word of mouth is an information reducer. In marketing,
you’re giving people information: brochures, words out of the mouths of sales-
people. You’re piling on information, and that information will tend to overload
them. With word of mouth, you’re reducing the amount of information. So, if a
friend of mine has spent four months researching something, I ask him, “Well,
what’d you find?” He tells me in a 10-minute conversation, and I do what he
did. That reduces an enormous amount of time. That is the key to why word of
mouth is becoming so wildly popular now.

Information Overload

Why, in the beginning of the 21st century, has word of mouth gone wild? It’s
gone wild because we’re at a point in the information revolution where people
are totally overwhelmed.

Our tools for gathering, collecting, and communicating information have gotten
fantastic. But our tools for organizing that information, cutting through that
information, and finding relevance have not matured yet. So you can Google
something and get 350 million hits. You can get information, but it’s very, very
hard to organize it. So in conditions of information overload, which we have
now, relevance is more important than truth.

Relevance is more important than truth.

That is going to become very important in our marketing later.
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People can get loads of truth. For example, if you Google Nikon cameras, you’re
going to get way more information than you can possibly digest. But, if in the
first few hits about Nikon cameras are some websites — and there will be —
that review Nikon cameras and tell you for the different levels of skill in photog-
raphy which ones you should buy and what the competition is and what the
considerations are, they will help you sort it out. And in 20 minutes you can
read all you need to know to figure out exactly which camera to buy, whether it
should be a Nikon or a Canon, or anther make.

Filtering Out Conventional Marketing

So, what’s the problem? Information overload. People are way too busy. And as
a result, people are ignoring conventional marketing. That’s another reason why
people are going to word-of-mouth marketing—they have no time for conven-
tional marketing. Actually, they distrust conventional marketing. People are
using all kinds of methods to filter conventional marketing. They’re using digital
recorders like TiVo to skip commercials; they’ve got spam filters on their email.
They even ignore ads that are shown in the beginning of movies. People are fil-
tering and ignoring conventional marketing.

The whole state of salesmanship is pathetic. People are just not seeing salespeo-
ple — even distrusting salespeople, more than they ever have. People realize that
speaking to a friend, colleague, or trusted adviser cuts through it all. That’s the
answer to the customers’ problems, and since it’s the answer to the customers’
problems, it is the answer to the marketers’ problems.

Old Marketing Versus New Marketing

The old marketing books assume that people will listen to your salespeople or
read your ads, if you only make your ads attractive enough. All the new market-
ing books realize either explicitly or implicitly that people are into survival non-
listening. The books are schemes to get through to people. You can read 50
books — no exaggeration — or you can just use word of mouth to break
through it all.

The entire model of conventional marketing, of advertising, of salesmanship, of
promotion, of everything, all of it is based on interruptive model. You find
where people are, and you interrupt them. You stick an ad in their face. You
knock on their door. You call them. You interfere with their viewing of the tele-
vision program.
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The basic principle of the new marketing is to get into a relationship with peo-
ple. Marketing is not broadcasting; marketing is conversation with the customer.
Build trust by earning it. Accelerate people’s decisions. Use word of mouth to
get your customers to sell for you, for free, by the way. Remove all the blocks
that people have by getting people to talk about those blocks, and again, getting
your customers to remove them for you. Talk to different people differently.

Approach marketing as something you do with people, not to people. Stop bom-
barding people, but start enabling people. Be outrageously better. Be human,
not corporate. Market to their hearts, and their heads’ll follow. Make it a
win/win. Don’t think about it as a way of separating them from their money.
They’d rather have their product than their money anyway, if you got the right
kind of product. Sell them time saving. Sell them relevance in addition to truth,
in addition to information. Market to their passion. These are people. They have
hopes, dreams, wishes, fears — above all, they have passions. You hear it when
you hear people talking about products that they really love. So tap into that
passion.

Keep in mind that people are time impoverished. And everybody has exactly the
same amount of time. There are 168 hours in a week; nobody has one minute
more or one minute less. The richest person in the world, the poorest person in
the world, has 168 hours in the week. You cannot get more time, but you can
use time more efficiently. So you can help people improve their use of time, get
people to talk about that through word of mouth. People will talk about it and
you’ll sell your product.

Old Marketing

What are some of the “old marketing” techniques you’ve used to sell your prod-
uct or service in the past?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Are these techniques still working?

___________________________________________________________________________
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Clearly, conventional marketing is no longer working because of overload,
extreme skepticism and cynicism, and filtering. We need to get a whole new way
of thinking about marketing.

Marketing Is a Noble Profession

You’ve got a valuable product, something that you feel people should buy. That
is a noble profession. Getting them to see that is wonderful. It’s noble.

You are not selling, you are helping people buy.

It sounds like an interesting semantic term or phrase, but it’s a profound differ-
ence. You want to conceive of yourself as somebody who’s helping your cus-
tomers — remember, your friends — make the best possible decision in the easi-
est possible way. You’re helping them buy. All you need to do is first of all rig the
game a little bit, not in a dishonest way, rig the game honestly by making sure
you’ve got the best product, not necessarily overall best, but the best product for
those kinds of people and help them see that, help them make the best possible
decision. If you’ve got the best product and they make the best decision, then
they will be buying your product.

Fast Talking

Let’s talk about the speed of word-of-mouth marketing. Say that 25 people tell
25 people about your product. That is 625 people. That’s approximately the size
of your neighborhood, or most neighborhoods. Let’s say each of those 625 peo-
ple tell 25 people about it. Now that was one time. That’s 15,000 people. That’s a
small town. Those 15,000 people each tell 25 people about a product; that is
390,000 people. That’s the size of a city around the size of Minneapolis or
Oakland. Each person in that group tells 25 people; that’s 9 million people.
That’s around the size of New York City. Each person in that group tells tell 25
people, that’s 244 million people. That’s the adult population of the United
States. These people each tell 25 more people; that is 6.1 billion people, which is
the approximate total population of the entire world. And by the way, if they
were each to tell 25 more people, that would be more than twice the number of
people who’ve ever lived in the entire history of the world.

Twenty-five people each telling 25 people and so on through six rounds is the
entire population of the world. Interesting exercise, but what does it mean?
Clearly, it’s not a realistic expectation. It’s an illustration that shows that if you
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can leverage people, if you can get people talking about your product, everybody
in the entire country will hear about it after five times. Twenty-five people each
telling 25 people and so on through only five rounds would be the entire popula-
tion of the United States. One more time, the entire world.

Now, obviously, people aren’t going to do that. It’s an illustration of the power of
word of mouth. If you remember a national event like the OJ Simpson trial way
back, there were jokes about that and other things that spread within a day or
two. You got 10 of those in your email box. That’s this phenomenon in action.

Spreading Like Wildfire

Describe an event, joke, or product that spread like wildfire by word of mouth.

___________________________________________________________________________

___________________________________________________________________________

How many times did you tell someone, forward the email, or write a note about
the event, joke, or product?

___________________________________________________________________________

Making Decisions

Marketing is all about helping the customer make the best decision. The most
important thing in marketing is getting people to make faster decisions. You do
that by making the decision easier and by “funifying” the decision process.

How do people make decisions? Very simple. People first of all have to decide to
decide. What does that mean? It means that people have to realize that they are
in the market for an “ x” and then decide to find out about it.

Then, the next phase is they gather information. They study the information,
and they evaluate that information.

Next, is the information phase. That’s where they’re at sea. That’s where they’re
floundering. That’s where they’re getting a horrible influx of information. You’re
going to help them cut through it by simplifying your materials, making it fun,
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making it easy, and using the word-of-mouth techniques that we’re going to
learn so that their friends are going to help them cut through it rather than
making them drown in the sea of terrible information that they just hate.

After they get the information, they evaluate the information. They look at
what features and benefits they might be getting. Which are most important?
They sort it all out, and then what do they do? They try. They try the product
some way or another. They have to try the product in some way.

Now what about products that are inherently un-tryable? How about a life
insurance? You’d have to die to see if the company pays off. Well, there are
other ways of trying a product rather than directly. There’s vicarious, there’s
indirect trial. How is that? Word of mouth. You ask someone who’s used the
product. That’s an indirect way of trying. That’s the significance of word of
mouth as a transmission mechanism. Instead of trying the product yourself, you
can speak to a whole bunch of people who’ve tried it. And you ask them, “ Have
any problems with it?”

The next phase of the decision process is the purchase, or the buy. After that,
the next phase is initial use, where it’s most vulnerable. If the buyer is not get-
ting something out of it, he or she is going to return it. So, you need to support
the buyer in initial use. Again, word of mouth is very important here. Then
expanding the usage and becoming an enthusiastic customer are the final
phases of the decision process.

Knock the Blocks Off

The best way to use word of mouth is to attack the decision blocks about your
product. In the course of the buying decision process, there are literally hun-
dreds of possible bottlenecks, difficulties, problems, impediments, obstacles,
and blocks. You need to find the blocks that are keeping people from buying
your product. The blocks have to be there, or your product would have achieved
full market share. Every person who can and should rationally use your prod-
uct, who can afford it, would have that product. If that’s not the case, then there
are blocks.

What are some examples of the kinds of blocks a product can have?

The Secrets of Word-of-Mouth Marketing 13



14 The Secrets of Word-of-Mouth Marketing

Decision Blocks

BOTTLENECKS
from the customer’s point of view

I haven’t heard of your product.
I don’t see the benefits.
The benefits aren’t relevant to me.
The benefits, even if true, are insignificant.
It’s too good to be true.

The decision process is too much trouble.
I don’t have time to decide.
I don’t have the knowledge to decide.
Yeah, I’ll try it. [prematurely]

I have to look around to find out what other
products I should be considering.
I can’t find any alternatives, but I know they
must be out there.

I can’t easily get the information I need.
I don’t understand the info. It’s overwhelming,
confusing.
I need proof that claims are true.
I need proof that it will work in my hands.
I don’t have enough information to seriously
weigh my options.
Too many options

I’m eliminating this product from the first cut.
I’m not sure how to decide between my
options.
I don’t know which criteria are important and
which ones aren’t.
Your product looks good, I’ll buy. [premature]
I have to test your product.

It’s too difficult, time-consuming, or expensive
to test.
The test is likely to be inconclusive. E.g., I can’t
afford a large-scale test; anything smaller will
be inconclusive.
I don’t know how to evaluate my test.

I don’t know if I can generalize from my posi-
tive results.
I’m not sure if I should commit to wider usage.
I’m not sure when and how to use it.
I need to wait until I feel comfortable.
I need to convince my boss and colleagues.

I need to figure out how to implement this
product on a wider scale.
I’ve had some negative experiences and don’t
know what to make of them.

I’m a satisfied customer. How else should I use
the product?
I didn’t know you offered that.
Who else should I be talking to?

SMOOTH DECISION
from the customer’s point of view

I’ve heard good things about your product.
The benefits sound good, if you can deliver.
The benefits are relevant to me.
The benefits are significant.
Sounds great! I probably will look into it.
(Thinks about whether to enter the decision
process, which is not a simple decision; it’s a
project.)

The decision process is worth the trouble.
I have time to decide.
I have the knowledge to decide.
Yeah, I’ll look into it (enters the information
stages).

I’ve found alternatives.

I can easily get the information I need.
The information is crystal clear.
I have proof that claims are true.
I have proof that it will work in my hands.
I have enough information to seriously weigh
my options.
A manageable number of options

I’m keeping this product in the first cut.
I know how to decide between my options.
I know which criteria are important and which
ones aren’t.
Your product looks good, I’m tempted to buy,
but I’ll resist until I can make an informed
choice.
I don’t have to test your product.

It’s not too difficult, time-consuming, or expen-
sive to test.
The test is likely to be conclusive. E.g., I can do
a reasonable test that will yield interpretable
results.
I know how to evaluate my test.

I can generalize from my positive results.
I should commit to wider usage.
I know when and how to use it.
I feel comfortable.
I will be able to convince my boss and col-
leagues.

I know how to implement this product on a
wider scale.
I’ve had some negative experiences, but they
don’t worry me.

I’m a satisfied customer. And I know how to
expand my usage.
I know what else you offer.
I know who else I should be talking to.

DECISION STAGE

Status Quo

Interest in Product
Category
(“Deciding to Decide”)

Finding Options

Studying Options

Weighing Options

Trying/Testing

Committing and
Informing Others

Implementing

Expanding
Commitment



What are your blocks?

Which of the above blocks are relevant to your product or service?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

You can use word of mouth to absolutely destroy those blocks. Word of mouth
typically multiplies things, fourfold, fivefold, tenfold, twentyfold. You really can
make sales increases in those orders of magnitude. Multiply using word-of-
mouth techniques.
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Session Two: Powerful Techniques to Get
People to Talk About You

As we mentioned in the previous session, accelerating the decision process
absolutely the most important thing that you can do in marketing. Old school
marketing teaches that there are three ways that a business can increase profit.

1) Get more customers
2) Get them buying more frequently, or
3) Get them buying in higher unit sales.

That’s just not true. There’s only one thing you have to do, and that is accelerate
the decision process. If you do that, it does all of those three “old school” things,
plus it does something else.

If you accelerate the decision process, you pick up customers
faster, and you crush your competition.

The most important thing that you can do is accumulate customers faster than
the next guy, and that’s even without any brand choice. In other words, without
people liking your brand better than the other brand.

Of course, if you make the decision process simple and easy and enjoyable, that
becomes one of the product attributes and people will be going to like your
product better than the other products anyway. So, you’re going to, in fact, have
the better product.

Word of Mouth Accelerates Decision Making

If the best and most important thing you can do is to accelerate the decision
process, then how do you do that? Word of mouth is the best way. If people talk
to their friends, they don’t have to accumulate as much information, and there-
fore, they can make their decision faster. It’s also much more enjoyable to make
a decision when you’re engaged in the word-of-mouth process. Here is an exam-
ple.

Dan was in the market for a wide-screen television. In order to make
this purchase, he had to go through all the stages of the decision-
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making process. He decided to buy a television, spent months
researching the various options and choices, and then spent even
more time reading evaluations of the various manufacturers. After
three months, Dan had chosen the television he wanted but then had
to decide where to go to buy it. This involved more research. Which
stores were having sales? What about the extended warranty?
Finally, Dan went to buy his television. Is it a good choice? Does it
live up to his expectations? Would he buy it again?

Danʼs brother Peter comes to dinner and is amazed by the television.
They talk about it for 20 minutes or so, and Dan shows his brother
the research he did and tells where he got the television. Dan is so
excited about his new purchase, and his enthusiasm is contagious.
The next day, Peter goes and buys the same television from the
same store his brother did.

The decision that took Dan more than three months to make took his brother
Peter only 20 minutes. Why? Because word of mouth conveyed all the informa-
tion Peter needed in a much shorter time.

The single thing that accelerates the decision process
the most is word of mouth.

Also, in the example above, which brother had a better time with his purchase?
Was it Dan, who spent months poring through numbers and statistics, or was it
Peter, who got to sit in front of a fantastic television and play with all the
options while listening to someone he trusted rave about it?

Word-of-mouth marketing makes the buying process a lot more fun. Make sure
you put a lot of time into greasing up that decision process and making it easy
for people to slip right through it, and have fun doing it.

What you want people to do is play around with your product in ways that don’t
make them feel like fools, or worse, incompetent fools. That’s what they go
through. When they go through the decision process, most of the time, they feel
like incompetent fools. That’s the obstacle course.

18 The Secrets of Word-of-Mouth Marketing



Five Characteristics of Successful Products

Let’s look at the characteristics that a product has to have for customers to be
willing to talk about it with enthusiasm. A successful product has five character-
istics.

The first characteristic is the degree to which your product is perceived as bet-
ter than the idea that it supersedes—better economically or for performance.

The second characteristic that a successful product has is compatibility. It’s
perceived as being consistent with existing values, past experiences, and needs.
It can’t be too much of a discontinuity or a disconnect. If it is, it has to be con-
nected to things that are accepted.

The third characteristic of a successful product is simplicity versus complexity.
The degree to which something is complex is the degree to which it’s difficult to
understand, learn, and use. So the degree to which it’s simple is the degree to
which it’s perceived as being easy, graspable.

The fourth characteristic is try-ability. The degree to which innovation can be
experienced on some kind of limited basis.

The fifth characteristic is the amount that the results are visible to others. This
is very important for word of mouth. The more that people can see results, the
more that it’ll stimulate peer discussion.

How Do You Rate?

How does your product or service rate on the five characteristics?

1) Is it perceived as better?
2) Is it compatible with existing values and needs?
3) Is it simple?
4) Can your customers try it before buying?
5) Are the results visible to others?

Feelings Change Behavior

What actually changes people’s behavior? You want people to act differently;
you want people to use your product instead of doing nothing or instead of
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using your competitor’s product. What actually changes behavior is emotion.
People usually act on emotion and explain by reasons. So if you asked them
why they bought your product, they’ll give you a whole bunch of reasons. But
the truth is, it’s filling some emotional need.

People buy on emotion, and justify it with reasons.

Cognitive reasoned approaches don’t work. If you can tap into their passion and
their reasons at the same time, that’s what’s going to get them to talk.

The Seven M’s of Word-of-Mouth Marketing

In word of mouth marketing, there are seven components. They are:
1) Motive
2) Message
3) Mavens
4) Means
5) Methods
6) Media
7) Measurement

Mavens

Who are these people who are going to talk about your product? A few obvious
ones come to mind—your customers. But it’s not so simple. Which customers?
Your enthusiastic customers obviously. But which ones? Your long-term cus-
tomers? Or the newbies? You’ve got to think about this. And there are no easy
and canned answers for this.

For instance, often the newbies, people who’ve just started using your product,
are so wildly enthusiastic about it that those are the ones you want. On the
other hand, your longer-term customers, the ones who have a long experience
with it, may not be as emotionally enthusiastic about it, but they’re certainly a
good deal more knowledgeable. So you have to look at the kind of customers
you want to approach.
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Where Are Your customers?

Are you hanging out with your customers? Are you finding where they are? Are
you tapping into their passions? They’re on the Internet; they’re in physical
spaces. Find them. Talk to them. Tap into them. Be a real person. Admit your
problems. Ask for their help. Ask for their solutions. Engage them. They will for-
give your transgressions as long as you are real. They don’t expect perfection.
They expect you to be a real person who’s trying to act in their interest. If you
come across as if you are a person who’s trying to sell your product — they’re
going to see through it.

If, on the other hand, you have authenticity and genuineness, which you obvi-
ously can’t fake, people are going to see that as well, and they’re going to talk
about it. “Wow, these people are real people. They’re looking to help us. They’re
looking to provide us with what we need. They’re not just looking to sell prod-
ucts.” So find these people. They are hanging out somewhere.

Now also, if you’re not calling a significant number of your customers, you
should get on the phone. It doesn’t matter if you’re the president of your compa-
ny. Get on the phone and talk to customers. Ask them the tough questions. Ask
them, “ How are we falling short?” Now, people are very polite, so they won’t
necessarily criticize you to your face, but you can ask them certain questions
that make it easier for them, such as how could we improve? What could we
do? What would you like to see improved in our product? You know, if only I
could have X, what would it be? Make it clear to them that you can’t give them
everything they want, but you’re looking for suggestions, directions, etc. They’ll
be very forthcoming with you.

Find the people who are passionate. Tap into that passion.

Customer Talk

Where are your customers?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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How can you communicate with them?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

What are the tough questions you’ll ask them?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Why Be Average?

If you want people to talk, give them something to talk about. They will not talk
about the ordinary. They will not talk about your product if it’s a little bit better.
If you’re better than your competition, you’re probably not that much better.
You’re probably only 10 percent, 20 percent, 30 percent better. Well, for people
to start talking about how much better you are, you have to be way more than
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Customer’s
Deciding
Style

Deciding
to decide
What he/she wants to
hear is in regular type.
Examples of what to
tell him/her is in italics.

Weighing
Information

Trial Implementing Expanding
Commitment

Innovator Wants to be
outstanding.
Wants to hear
how “far-out”
the product is.

It’s so new and
unusual, no
one’s even
heard of it or
tried it. It works
on a totally new
principle. Most
people wouldn’t
even under-
stand it.

There is little
information to
gather. He/she
will have to
investigate the
product first-
hand.

It’s so far-out
that there is
nothing to com-
pare it to. It’s in
a different class.

Wants to be
among the first
to try.

It is so new that
no one has tried
it yet. You would
be the first.

Wants to be the
pioneer who will
lead the way for
other people.

Now that you’ve
tried it success-
fully, you can
help others
learn about it.

Wants to push
the envelope to
the limits.

Have you tried
the wild new
things it might
be used for?
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Early
Adopter

Driven by excel-
lence.
Concerned
more about pos-
sibilities than
actualities.

Think of the
possibilities. If
this product
really worked in
your situation, it
would change
your life or give
you a competi-
tive edge.

Looking not as
much for “hard”
information as
for a vision of
what might be.

Here’s how I
envision using
the product. The
other products
are more ordi-
nary. This one
has possibilities.

Doesnʼt care
that it hasnʼt
been used in
his/her situation,
just that it may
be applicable.

This product
doesn’t work all
the time. But
when it does,
wow!

Knows there will
be problems;
wants to know
what they are
and how they
can be handled.

Here is how to
get the most out
of it and mini-
mize the prob-
lems.

Wants a major
advantage for
being at the
begin

Middle
Majority

Wants to be
competent.
Concerned with
practicalities.

This has been
tried and really
works in situa-
tions like yours,
in your industry,
etc.

Wants compar-
isons about how
itʼs working out
in situations
similar to his/her
own.

Here is the
practical infor-
mation about
how this is
working out in
the real world.

Wants to verify
that it will work
in his/her situa-
tion without
investing too
much time and
trouble.

The bugs have
been worked
out, and it is
highly pre-
dictable.

Wants to know
that there is an
easy way out if
it doesnʼt work
out.

Training, sup-
port, and guar-
antees are in
place and reli-
able.

Wants to know
usage is getting
pretty standard.

It is rapidly
becoming the
standard in our
industry.

Late
Adopter

Wants to reduce
risk. Wants
promise of a
good deal on a
tried-and-true
product.

It has become
virtually a com-
modity, and this
product can get
you better price,
delivery, serv-
ice, training, etc.

Wants to “shop
around” and get
the proven
product with the
best deal.

I’ve checked out
the pricing and
service, etc.,
and it seems to
be the best
product.

Trial tends to be
not for product
excellence but
to center around
the support sys-
tem.

Check out how
wonderful we
are to deal with,
everyone can fix
your problems,
etc.

Wants complete
support for
rolling out full
usage of the
product.

We’ll come in
and do it all for
you.

Wants to use
what everyone
else is using, in
the way that
everyone else is
using it.

Everybody is
using it for
everything.

Laggard Wants to be
completely safe.
Wants reassur-
ance that it is a
safe product
where nothing
will go wrong.

You’ll get in
trouble if you
aren’t using this.

Wants to find
the loopholes,
problems, nega-
tives, etc. If
he/she doesnʼt
find some, will
keep looking.

Here are the
risks and how to
render them
harmless.

Basically wonʼt
try anything
new. Needs
reassurance
that the product
is the standard
product used in
his industry, sit-
uation, etc.

Try it. Everyone
else has and
likes it.

Implements only
when he has to.

Adopt this prod-
uct, or else.

Wants reassur-
ance that
he/she is using
it in the stan-
dard way.

That’s the way
we all use it.



that. Often you have to be 50 percent better or twice as good, or multiples as
good. Very few products are that much better. So that’s the bad news.

The good news, it is more important to be different than to be better. People
do not talk about better as much as they talk about different. People often live
boring lives; they don’t have a lot of surprises in their lives; they don’t have a lot
of interesting things in their lives. They talk about things that are unusual,
things that are extraordinary. They talk about the remarkable. They talk about
gossip, sex, scandal. They talk about secrets. People talk about news. They talk
about things that are new. They talk about man bites dog things. They talk
about improvements, what makes their lives better. They talk about cool stuff.
Most of all, they talk about their passions. You can’t get people to shut up about
their passions. They talk about what’s going to make them look good.

What’s Your Secret?

Review your product, your service, and figure out what is unusual. What is dif-
ferent? What is out of the ordinary? That’s what you’ve got to build into your
product. If you need ideas, Seth Godin’s book, Purple Cow, and another book,
Free Prize Inside, by Seth Godin, are terrific resources to get new ideas in, in
every area. What kinds of secrets can you tell your customers? People like to
gossip; people like to talk about secrets. People like to appear in the know. Tell
them about things that are coming out that they may not know about. Ways to
use the product that they may not know about, that will make the customer
look good, and that will motivate them to talk about it.

Write your ideas here:

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

The Decision Matrix
The following matrix will help get your customers to the next stages of the deci-
sion process, using the messages below in the right order, from the right
sources. So, if you are going after Early Adopters, read across the Early Adopter
row and get people to use word of mouth in the order prescribed.
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Different people want to hear different messages, depending upon what part of
the decision cycle they’re in.

Key Messages

For the following types of people, what is the key message to communicate
about your specific product or service?

The Innovator wants to know how far-out the product is. This person wants to
hear what’s so new and unusual about the product. He or she wants to hear that
no one’s ever heard of it and it works on a totally new principle that most people
wouldn’t even understand. What would you tell an innovator about your product
or service?

___________________________________________________________________________

The Early Adopter is concerned more about the possibilities than actualities.
What would you tell him or her?

___________________________________________________________________________

Statements that would thrill an Innovator are total turnoffs to people in the
Middle Majority. They want to hear that it’s tried and true. The bugs have been
worked out. It’s highly predictable. A lot of people have tried it. What would you
tell a Middle Majority decision maker?

___________________________________________________________________________

The Late Adopter wants a good deal on a tried-and-true product. What would
you tell him or her?

___________________________________________________________________________

Finally, the Laggard doesn’t want to try anything new at all. What would you
tell this person about your product or service?

___________________________________________________________________________

Which decision-making style are you?

___________________________________________________________________________
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Getting People to Talk About You

Now that you know the various decision-making styles and the key message for
each of them at the various stages of the decision process, how can you get
these folks talking about your product or service? Here are some key people to
find in your word-of-mouth marketing effort.

Experts

Who are the experts in your field? You probably know them or know of them.
They’d love to know you. They’d love to get to know you more. They’d love to
have more interaction with you. If they wouldn’t, you’ve got to figure out ways
to get them to want to. Where can you find them? How can you engage these
experts?

Be frank with them about what your constraints and your difficulties are. You
may have economic constraints, you may have manufacturing constraints —
you know your constraints. Be frank with them. Maybe they can even help you
get over some of those constraints.

Experts who have invested their thoughts and their passions into
your product are going to recommend your product passionately.

Leveraged Influencers

Same with the next tier of people—the leveraged influencers. These are the less-
er experts, those people all want to be involved. If you get them involved, they
will be very strong with the word of mouth.

Your Employees

If your own employees are not passionate about your product and would not
say at a party, “ Wow, this stuff is really great,” you really need to look at what’s
going to get them to do that. It’s in the product.

Who Are Your Fans?

In this exercise, you’re going to identify those few people who, if you got them
on your side, recommending your products, it would get everybody on your
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side. You can call your people together to help with this. Brainstorm it. Find
these people and write their names here:

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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Session Three: Motivating People to
Word of Mouth

Motivation for Word of Mouth

Is it a good idea to give financial incentive for word of mouth? Actually, no.

When you do incentive programs by bribing people, giving them gifts—especial-
ly giving them money for referring people, people feel dirty. They feel like
they’re prostituting themselves in some way. They just don’t feel right about
exploiting their friends, and they’re worried about that their friends will feel
used.

Instead, let it happen naturally. People love affiliation. They love talking with
each other. So, one of the motivations, one of the ways of harnessing word of
mouth and getting people to do it, is just provide them with the opportunity.
Passion is contagious. Bring together people who are passionate about your
product or service, and word of mouth will happen! You can’t stop people from
talking.

Build it, And They Will Come

What are some ways you can bring together the people who are passionate
about your product or service? These people can be “ brought together” in per-
son, on the phone or conference call, on the internet via chat, blogs, forums,
social networking, etc.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Being Nice To Your Customers

When a commercial company engages in actions that are simply nice, for the
sake of being nice, because they actually, in fact, truly value their customers,
that genuineness comes out. That authenticity comes out.
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What nice thing can you do for some of your customers — or all of your cus-
tomers — right now? What can you set into action that would just be nice and
will get people talking about you? How can you treat your customer as you
would treat a friend? Think about it and write some ideas here:

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Honesty in Marketing.

When a company is frank, admits its difficulties and mistakes, is non-defensive,
and is open and transparent, it gets people talking. That is so rare that it just
bowls people over.

Be not only honest, but conspicuously honest. You can be honest and simply put
something in a list of things, but to actually flaunt it and put it in somebody’s
face and say, “ We don’t want you to buy this product under this circumstance”
—that takes another level, and that’s the kind of thing that gets people talking.
That’s what’s unusual, what’s extraordinary.

When was the last time a company was totally honest with you? Not as manipu-
lation, but just straight-out honest with you? Remember it, and write it here:

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

When Honesty Is Violated

In word of mouth, there is an expectation of honesty. Word of Mouth is the only
place you can find out about the negatives, other than direct experience. So,
there is an expectation of honesty so that any shading, any time anybody’s been
put up to something, it is reacted to very, very strongly.
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People are outraged. They’re insulted. They feel violated when anybody engages
in word of mouth that’s anything less than honest. They feel manipulated. It’s
just awful, and their reactions will be wildly disproportionate to what you
expect.

If you go into the marketplace trying to manipulate people, it will backfire just
terribly.

In the word-of-mouth context,
people have a very finely tuned BS detector.

Negative Word of Mouth

What happens if people start saying bad things about your product? Well, one of
two things is probable. Either they’re right or they’re wrong. Are the bad things
they’re saying true or not true? Now, they’re either true, they’re not true, or
they’re partially true. Let’s say they are true. What are you going to do? You’ve
got to fix the problem. There’s no other way around it. You’ve got to fix it, and
use the very word-of-mouth techniques that we’re talking about to counteract
the negative word of mouth.

Don’t forget you’re not just broadcasting, you’re engaging, you’re with the peo-
ple, you’re doing blogs and newsletters and other things we’re going to talk
about. You’re talking to your customers. The only thing to do is to acknowledge
the problems, and to fix them, and to let people in on how you’re fixing them,
and what the problems were, and how terrible you feel about it, and all of that.

Every time a customer complains, you’ve got an amazing
opportunity to turn that person around.

There’s a lot of research that shows that the most positive word of mouth that
you get is from people who were negative, had a problem, and you fixed it in
some wonderful way. So every time a customer complains, you’ve an amazing
opportunity to turn that person around — and you need to train your people to
do that. Your service people aren’t service people. Your service people are mar-
keting people. Their jobs depend upon whether or not that person gets turned
around, and whether enough others get turned around.
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What happens if it’s only partially true, or not true at all? Well, often you can
just let the word of mouth take its course. It may be that somebody’s bad
mouthing you in forums, or blogs, or whatever. If you just wait a bit, often your
advocates will come to your aid, or you can ask your advocates to come to your
aid, or you can go on the blog and identify yourself and in a very straightfor-
ward, nondefensive way, tell people exactly what’s going on, what the truth is,
and your advocates will rally to your aid and provide a very, very powerful way
of counteracting the negative word of mouth.

The only way of counteracting negative word of mouth is with positive
word of mouth. There’s only one way you’re going to get the positive word of
mouth, and that is when it’s deserved.
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Session Four: TheWord-of-Mouth
Methodologies

This session is going to start talking about some of the tools we can use in
word-of-mouth marketing.

The most important word of mouth tool is one we’ve already talked about. What
do you think it is? The most important thing is having the right product with
the right features, right meaning “outstanding, remarkable, unusual, outra-
geous, extraordinary” aspects of the product. Something that gets people talk-
ing.

Again, it’s more important to be different than to be better. Everybody wants to
be better, and they don’t concentrate enough on being wildly out there. And it’s
very risky. It’s very scary. You can’t always tell whether it’s going to work, or not.

Dare to Be Different

How can you create a product that’s wildly different? You’ve got to look at your
product and say, “Okay. What can we do that nobody else is doing?”

You need product features, services—something attached to your product. It can
be your packaging. It can be your service. It can be your manuals. It could be
your websites. It can be your support. It can be anything having to do with the
product or anything associated with the product.

“What if I have a product that’s just like everybody else’s product?” Actually,
there are remarkable, unusual, outstanding things you can do with a product
that seems like something average. Remember, it doesn’t have to be the product
that is different. It can be the way you present your product, the way you service
your product—even the way you package your product!

There are literally hundreds of things that you can do that turn a commodity
product into a differentiated product.

There is no such thing as a product that is just totally
like every other product.
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The challenge is how can we make it so “out there,” so different, so on-the-bor-
der that people will talk about it? Now this is scary, because it involves taking
some risks, risks that you are going to intuitively feel aren’t good for your prod-
uct or could ruin the reputation of your product. And obviously some things will
do that, so you have to be careful, but there’s a lot of latitude. And, fortunately,
it’s a tremendous amount of fun to think up these things—genuine improve-
ments, things nobody thought about with the product.

Be Different

In the following spaces, brainstorm some ways you can differentiate your prod-
uct or service from the rest. Don’t worry if the ideas are not feasible, are too
crazy, or are too expensive. The point is to get those creative juices flowing.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Keep in mind that if you improve your product 1 percent a day, by the end of a
year, you’re going to have 1 percent compounded 365 times. That is a gigantic
bunch of changes. You can do it either gradually or in one shot, but there have
got to be things you can add to your product, take away from your product,
ways to modify your product, things to combine with your product or with the
service associated with it.

Trust Me!

The next word of mouth tool is “blow-away” customer service. You’ve just got
to blow people away with your customer service. Again, customer service is not
a cost center; it’s a marketing center. It’s not an expense in the usual sense; it’s
an investment, a marketing function. Unless your people view it as a chance to
serve the customers, and treat them as friends and solve their problem, you’re
nowhere. You’ve got to blow ’em away with your customer service.

Blow-away customer service increases trust, but there are a lot of other things
that increase trust, too.
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In the following spaces, take a look at your product and at your relationships
with your customers. List the reasons why your customers should trust you?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

While you’re at it, think about going back to product features. If you were a
knowledgeable customer, would you be buying your product or would you buy a
competitor’s product? Now if the answer is no or you’re not sure you’d buy your
product, you’ve got some product work to do. So product comes first; word of
mouth comes second. If you’ve got product work, forget about word of mouth
for a while. Do the product work, come back to word of mouth, but build into
the product things that people will talk about.

The Story

How is word of mouth transmitted? Sometimes often it’s transmitted as “Boy, I
really like Product X. You really ought to give it a try.” But even more often,
word of mouth is transmitted as a story.

What’s the story of your product and are you telling it? Very important.
Everyone has a story, and telling that story can often differentiate you and make
you real, and the other people are just companies.

How did you get into business? What made you choose it? What obstacles did
you overcome? Write your story in the following spaces.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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Next, think about where to tell the story. Put it on your marketing materials; tell
your story on your website.

Indirect Word of Mouth

The next word-of-mouth technique is indirect word of mouth. That is when
you’re not getting word of mouth directly about your product, but you’re getting
word of mouth about something about, a characteristic of your service or prod-
uct. This is where your story can come in and have a great effect.

Events

What events can you create or foster or encourage or provide the facilities for
that would get people talking about you, get people liking you more as your cus-
tomer, get people looking at your products, get people looking at your new prod-
ucts, get people giving you input and suggestions for your new products?

For example, it costs very little money right now to do teleconferences. There
are even some free Web sites where you can do some very basic teleconferences,
where you tell customers that at a specific time and at a specific phone number,
they can call in and participate in an unmoderated discussion. You’re going to
just be able to talk about X. That’s kinda gutsy, because you might get some
complainers on the line, but most likely it’s going to be very, very, very positive,
and at least you’ve demonstrated your concern for them and your commitment
to moving the field forward.

What kinds of events can you have to bring together your customers?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Advocates and Evangelists

There are people who are advocates and evangelists who not only love your
product or your company or obviously both, but who have taken it upon them-
selves to make sure that the maximum number of other people also jump on
board. It’s a crusade for them. That’s why they’re called evangelists. Evangelists

The Secrets of Word-of-Mouth Marketing 37



are, of course, crusaders. These are people who want to shout it to the world, so
give them platforms to shout from. They will be speakers for you. They will go
on websites. They will go in forums and talk about your company or product.

This is especially important when the customer is very different from the com-
pany. For instance, a pharmaceutical company: Most of the people there aren’t
physicians and don’t understand and will never appreciate fully what it’s like to
be a physician. So physicians want to hear from other physicians. They don’t
want to hear from the company.

Who are your customer advocates and evangelists?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Getting on the Same Page

Evangelists often want to demonstrate the product, but they want to be the ones
to demonstrate the product. They don’t want you demonstrating the product. If
you give it the slightest thought, it would be obvious that the evangelist web-
site’s going to be different from the rest of the website or than your regular web-
site. The evangelist subsection or the evangelist landing page is going to be quite
different. Instead of using examples, it might say things like, “This is for friends
demonstrating to friends.”

How Can You Help Me?

Once you’ve identified your advocates and evangelists, then you need to figure
how they can help you. How can you allow them to help you to help other cus-
tomers? They want to do that.

Same thing with the next level of influencers—the leveraged influencers. They’re
using your product effectively. They may not be wild evangelists. They may not
be trying to run around and convince everybody to use it, but if you provide the
mechanisms and the means, conferences, teleconferences, events, parties, what-
ever, and invite them to talk about your product, what do you think your cus-
tomers would rather hear about, something from a salesperson or something
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from one of these people? Obviously from one of these people. Now these peo-
ple may not be as informed about your product as a salesperson, by the way.
That’s not what it’s about. Don’t forget, it’s not about information; it’s about rele-
vance.

Someone who walks in the customer’s shoes is going to be much
more persuasive and influential than a salesperson.

So again, provide means and mechanisms to get those influencers talking.

Testimonials

����� Excellent, Very Thorough Book onWOM, July 5, 2005
Reviewer: Rachel Simeone “Internet Marketing Consultant” (San Francisco, CA)
I consider this one of the top ten marketing books that I have ever read.
Silverman begins by putting forth his theory that the best way to dominate a market
is to shorten the customer decision process. He then shows why word of mouth mar-
keting is the best strategy for shorten the customer decision process. The bulk of the
book is a step by step plan for generating various types of word of mouth. The infor-
mation is well organized and clearly presented and, unlike many business books, is
not just a promotion of his consulting service, but rather a handbook of everything
that Silverman has learned in his many years of consulting. If I were going to read
only one book on word of mouth marketing, this would be the one.

This is a testimonial for The Secrets of Word-of-Mouth Marketing: How to Trigger
Exponential Sales Through Runaway Word of Mouth that appears on
Amazon.com. It illustrates the components of an effective testimonial. It’s spe-
cific, and comes from a credible source. The testimonial isn’t a general “I liked
this book,” written by someone who knows nothing about marketing. It gives
specific reasons why the book is (in this writer’s experienced opinion) good.

When selecting testimonials, they need to address as specifically as you can the
blocks that are holding back the sales of your product.
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How to Get Testimonials

So how do you get a testimonial? There are two ways. First, you can simply ask
your customers, “What do you think of my product?” Then you take their
answers down verbatim. And you can train your people to do this. Say, “That is
really interesting,” so you’re saying and you repeat back some of it. The person
says, “Yes,” and they get even more enthusiastic.

Second, there is the spontaneous testimonial. This comes from someone who is
already raving about your product. In this case, you do the same thing. Say,
“This is absolutely terrific. May I quote you?” They’ll usually say, “Terrific.”

The mistake that most people make is to say, “Can you put that on your letter-
head and write this to me?” You will never, ever get that. The way to do it is to
say, “May I transcribe what I took down in my notes and send it to you as an e-
mail and see if I captured what you said? I’d sure appreciate it if you would
then cut and paste it onto your letterhead and send it back.” In other words,
you’ve done 98 percent of the work while acknowledging the articulateness with
which they expressed what you’ve been trying to express, and you’re genuinely
thankful. Then, of course, send a thank-you note.

Who are some customers you could solicit testimonials from?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Saying Thanks

Remember, don’t send money as a way of saying thanks. Instead, send the cus-
tomer a free product or just a note so they don’t feel bought or used. Don’t even
tell the person you’re going to do it. Just do it. Thank him or her. Or give him
orher a freebee for a friend.

Always send people handwritten thank-you notes, emails, something that is
acknowledging, thanking — for anything — to your employees and your cus-
tomers. If you have someone who’s been a customer for five years, send that
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person something that says, “We really appreciate your business. If there’s any-
thing we can do for you in the future, please let us know. Here’s the private
number of our _____.” Obviously the company president would be best, but
maybe there’s somebody else that’s even more important to him or her than
your president.

Every day think of something to do about your product that’s an improvement
that’s going to get tongues wagging. Perform some act, like calling customers
and saying hello, asking them if there’s anything else you could do for them,
expressing your appreciation, something outrageous, but appropriate.
Acknowledge and thank them for the things they’ve done for you, even if it’s just
repeatedly buying your product, certainly if they referred somebody to you.

What are you going to do today to say “thanks” to a customer or employee?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

The Word-of-Mouth Kit

A referral is a gift. To help your advocates and evangelists and influencers make
referrals, what you want to do is a Word-of-Mouth Kit. This is a very powerful
tool.

Create special brochures, websites, and other materials to give to your referrers,
to give to people to give to other people. In other words, not materials that will
sell people on your product or the use of your product, but who will help your
unpaid salespeople, your customers, sell their friends and colleagues, etc.

Approach it from the standpoint of your product and what you can do and the
kind of company you are. Your customers are going to go to other people and
they need support materials. What are their support materials they need?
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So the materials in your Word-of-Mouth Kit are going to be different from your
sales materials. Do not leave it up to your customers to explain what it is you
do.

What kinds of things can you put in your Word-of-Mouth Kit?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Communities and Social Networks

While you can certainly start a community or social network, it takes a lot of
time, money, and effort. There are existing social networks and communities,
forums, blogs, other kinds of things, list groups, where people are getting
together. Join those networks, again, without pretense, quite openly. They love
to hear from manufacturers. First of all, just showing up shows that you care.
Showing up in a noncommercial, nonexploitative way shows you really care.
And showing up in a way that’s of genuine value to them shows you really care.

When you find these networks, join them not only for word-of-mouth purposes,
but, closely related, you’re going to get a huge amount of marketing data and
information. If you listen to them and listen between the lines and say to your-
self, “Okay. They’re talking about these specific things,” perhaps problems or
whatever, “What’s underneath that? What’s the hidden need or the theme or the
desire, the want, the dream, the hope, the fear? What’s under all this? This is
just specifics. What’s under it and how can I fill that? How can I do this?”

You can actually participate and say, “You know, what if I developed such and
such?” Now you can’t turn it into your own private marketing research commu-
nity. You can’t intrude on their social network. You’ve got to be really careful
about this, but it’s not too hard to do it, as long as you ask yourself, “You know,
if I were one of them, what would I want?”
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Or break it into a subgroup or something in a way that’s not intrusive. You’re
not taking advantage of them; you’re not intruding on them, but join them.
Remember, modern marketing is not broadcasting; it is having a conversation
with the customer. It is being in a relationship with the customer. That’s what all
these other marketing books are about. That’s what you want to do, but you
want to be genuine about it, so join those communities.

What are some communities, forums, or other groups you could join to develop
a personal relationship with your customers?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

The bottom line is to get in touch with those customers, particularly the evan-
gelists. Get in touch with those customers, tell them some of the things you’ve
been thinking about, tell them you haven’t been appreciating them as much and
you’ve been thinking about them and how much you really do appreciate them,
and get their ideas about some of the things that you’ve been thinking you
might do. Get some of their wildest ideas, because wild ideas can be tamed and
harnessed pretty easily.
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Session Five: More Word-of-Mouth
Methodologies

In this session, we’re going to talk more about the word-of-mouth tools, or
methods, or media. This is a kind of mixture of various things.

The next method is our customer-referral programs. Every Web page you have
should have a tell-a-friend link. If you don’t have it, you need it. There are com-
mercial tell-a-friend links that you can buy. Just look them up on Google. These
tell-a-friend services remind people to do their friends a favor and to recom-
mend your services. Give them incentives when you can, give them discounts,
give out special coupons that people can give as gifts to their friends, special
merchandise, whatever you can do to encourage people to do their friends a
favor and get acquainted with your wonderful products.

Blogs

We’ve touched on blogs before, but in this section we’ll delve a little more deeply
into the power of the Web log.

Blogs have been growing by leaps and bounds. They will continue to grow prob-
ably for the next decade. Blogs are basically online journals, and the term “blog”
is actually short for “Web log.”

You can actually become one of the leaders in your field by blogging. So,
instead of visiting 50 websites that have to do with your area of interest, you
can set up what is called a newsreader (there are even crude newsreaders in
browsers such as Firefox and Safari.) With the newsreader, you can subscribe to
feeds (you might see the terms RSS or Atom, but don’t worry about what they
mean). This feed will search the blog for posts and news items on the topic of
interest and then deliver it to you. This way, you can keep up with hundreds of
sources easily. And, by blogging, those sources can keep up with you! (Note of
clarification: Newsreaders collect new items on sites or blogs that are sub-
scribed to, receiving RSS or Atom feeds.)

To set up a blog yourself, you will use a blogging service. A simple one is
Google’s Blogger, which is very simple and also free but looked down upon a lit-
tle for serious businesses. Its image keeps getting better, so this may no longer
be so in the near future. I personally prefer Typepad (my blog is wordof-
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mouth.typepad.com), which costs a small annual fee and is much more profes-
sional, although a little harder to use. Do check around to see what the image of
the blogging service is, whether it’s a serious, professional, business kind of
thing or for kids or amateurs. Get onto one of the serious ones and set up your
own blog.

What Do I Write About?

What should you blog about? Not just your product. People do not want to read
self-interest blogs. Instead, put on there things that will keep your customers
better informed. Make them better customers. Make them more effective people.
If you find a personal development tip that does not even have anything to do
with your product, put it on your blog. Become a real person. Put your personal
interests on the blog (although not self-indulgently).

You will eventually find your identity. Your blog will take on your personality,
and therefore, the image of your company and your product will take on your
personal image.

Here is an example of an excellent blog. It blends all of the elements we’ve been
talking about so far. It’s Kathy Sierra’s blog, and it is a perfect balance of per-
sonal (she talks of getting bucked off a horse) and useful (she gives specific
examples of when to use various types of graphs and charts, for example). She
really gets it. She understands the psychology of it, and you’ll really learn about
blogs. She tends to write rather long blog entries, but it’s absolutely wonderful.

Here is the link to her blog:
http://headrush.typepad.com/

Nightingale-Conant also has a blog called The Play Room. Here’s the link for
that one:
http://playroom.blogs.com/

Also, there are search engines for blogs. Google has one, but the preeminent one
is called Technorati. You can see if your name or your product is being men-
tioned in blogs.

On the Technorati screen, you will see that you can save the search. So save the
search of your name, save the search of your company, save the search of your
product. You’ll have three saved searches.
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Now what you can do is subscribe to the searches. You can click the little RSS
button, or the feed button.

Then, any time you are mentioned on a blog, any time your company is men-
tioned on a blog, you will see that in your newsreader. It will be posted within
minutes, typically!

Podcasting

Another form of blogging is podcasting, or audiocasting. Not only are there
written blogs, but also audio and even video blogs. So you can get group discus-
sions of industry leaders. You can get all kinds of interesting interviews onto
audio, and put it up on your website, so people can download them and listen
just as would listen to this audio program, probably in your car. People can
walk around listening to them on their iPod, or whatever audio player they’re
using.

Some people prefer audio to reading, or even if they don’t prefer it, they have
the time to do it, they have long commutes, and they will listen to a lot of stuff.
People then pass it along. If you give it to them in an audio file, they can pass it
along to their friends. So give them stuff that’s valuable. They’ll listen to it, and
they’ll pass it along to their friends, and you’ll get the word-of-mouth benefit.

You can have a worldwide voice by just blogging.

Seeding and Sampling

The concepts of seeding and sampling aren’t new, but using them as word-of-
mouth tools is. Seeding and sampling means to find the influential, find the
people who are most respected and who share their opinions the most, and give
them samples of your product.

Or, if it’s a very expensive product, loan them samples. The point is to find a way
to get your product into their hands, because they’re going to then tell every-
body about it. There have been situations where 10 people are given the prod-
uct, and the whole industry knows about it and wants it within hours to days.
Don’t forget, a lot of these people have blogs. A lot of these people are going to
start writing about it, and it’s going to instantly get talked about all over the
place. So, seed and sample.
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Who are ten people you can seed and sample?

1) ______________________________________________________________________

2) ______________________________________________________________________

3) ______________________________________________________________________

4) ______________________________________________________________________

5) ______________________________________________________________________

6) ______________________________________________________________________

7) ______________________________________________________________________

8) ______________________________________________________________________

9) ______________________________________________________________________

10) ______________________________________________________________________

Useful Materials

Instead of just pushing your product, and instead of marketing materials that
just talk about your product, give people useful materials. So, for example if you
sell olive oil, give them recipes for olive oil. Give them recipes, “5 Ways to Use
Olive Oil as a Beauty Treatment” — all kinds of things that make them more
effective.

Most companies don’t teach the user how to effectively use the product. One
company that does a very good job with this however is Crayola—the makers of
crayons. On their website is a page called The Crayola Creativity Center. This
gives useful information such as arts and crafts that people can do, the origin of
the names of crayons, and even a stain-remover guide that tells how to remove
crayon from many household surfaces. By providing these kinds of useful infor-
mation, Crayola has created a website that lends itself to word-of-mouth mar-
keting. “Did Bobby draw on the wall? Mary did that last week. Go over to the
Crayola website, and it will tell you how to get it off!”
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What kinds of useful information can you give customers about your product?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Viral Marketing

Closely related to that is another method called viral marketing that you’ve no
doubt heard of. Viral marketing, first of all, is very misunderstood. It really
means two things. It started out as one thing very specifically. The term “viral
marketing” was coined by a man by Steve Jurvetson. He and his colleague wrote
two papers on the topic. Here’s where you can find those articles:

“What Is Viral Marketing?”, Red Herring, May 1, 2000

“Viral Marketing” Original version published in the Netscape M-Files, 1997
Edited Version published in Business 2.0, November 1998

In these articles, Jurvetson says that viral marketing is more powerful than
third-party advertising because it conveys an implied endorsement from a
friend.

The first meaning of viral marketing is in the course of using the product, you
are implicitly recommending the product. You can’t use it without exposing
other people to the product and to an easy mechanism by which to buy or sign
up for the product.

The second meaning of viral marketing is doing something crazy (typically a
video clip) that people will send on to their friends. Some people feel that this
can help products tremendously. There are even advertising agencies that come
up with these viral campaigns. Some can be very expensive, and be multimil-
lions of dollars. Some are rather cheap, homemade, even made by customers
and spread just as fast and just as well. You never quite know when you’re going
to hit it. The key to it though is something so totally insane and outrageous that
people will pass it along.
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The debate is does this do any good? After all, you are a marketer. You’re trying
to sell products. What counts is not how amused people are or how much peo-
ple like your Super Bowl commercial, or whatever. What counts is how many
people, as a result of that, buy your product. Really, nothing else counts, as long
as it’s legal and moral and enhances your product image and doesn’t do you any
harm. The important thing is bottom line, what’s going to put more money in
your pocket?

By that definition, most people, even people pushing viral marketing, would
agree that most viral marketing campaigns are unsuccessful.

Buzz Marketing

Close to viral marketing is another method called buzz marketing. This is stunt
marketing. You do something nutty that causes people to talk about the crazy
stunt, (although not necessarily the product). In his book Buzz Marketing, Mark
Hughes talks about his previous company, Half.com. They went out and got a
town called Half to rename the town Half.com. It got a huge amount of publici-
ty in huge numbers of newspapers, and eBay ended up buying the company for
some huge amount of money, and they considered this a tremendous success.
Was a success if the goal of your business is to be bought by eBay, and that was
their objective, and they accomplished their objective.

However, if your objective is to stay in business and provide a valuable service
to your customers, then doing stunts doesn’t always work and has to be
approached very, very cautiously. Do take it seriously and do something that’ll
create a buzz, do something wildly outrageous, maybe quite silly. It may be
quite constructive. It may be putting a feature in your product that costs you a
little extra money that increases the value tremendously that is outrageous, like
the bottle opener in the bottom of the shoe. That creates a buzz.

What kinds of things could you do to create a buzz about your product?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Keep in mind though that buzz is this. BZZZZ. It’s just noise. It has to be trans-
lated into something that’s useful.
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Affiliate Programs

Most people know about affiliate programs. You’ve probably thought about
them. There are all kinds. They’re not just on the Web. They’re all over. It’s basi-
cally partnering with some kind of already established company, product, com-
munity, or other group.

You have to be very careful for the obvious legal reasons, but there are all kinds
of ways to partner with all kinds of products and associations, so think broadly
and creatively. Who or what can you hook up with that will foster something
that will encourage the use of your product? It’s not necessarily that they’ll push
your product. They may push something that establishes the need for your
product, and then your product will be sold. An example would be a hot dog
company that partners with a hot dog bun manufacturer.
So ask yourself what goes with your product, what partners with your product,
what does your product make work better? Who would be, if you only did it,
thrilled to recommend your product, or include your product in their product?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Customer-Generated Media

CGM, or customer-generated media, is stuff that is produced by customers. It’s
often stimulated by direct experience with the product and is frequently present-
ed online. So, for example, customer=generated media is stuff your customers
come up with that talks about your product, or that demonstrate your product,
or that are like ads for your product. So they may be blog entries. They can be
message board posts. They can be forum comments. Sometimes people will
even set up a website about your product.

One example of this surrounds the marshmallow product known as Peeps.
There are numerous websites and groups that feature these marshmallow ani-
mals. Some sites re-create movies using Peeps (The Lord of the Peeps, for exam-
ple), and others are dedicated to “research” (exposing them to heat, cold, the
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microwave to see what the Peeps do). This kind of customer generated media
goes a long way toward exposing the product to millions of people.

Is there any way you can encourage customer-generated media?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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Session Six: Some Final Methodologies and
ResearchingWord of Mouth

This session addresses customer service programs. We’ve touched upon this in
other sessions before, but we’ll go deeper here.

How do you treat your customers when something goes wrong? People may be
completely convinced that your product is terrific, but they’re still going to have
lingering doubts about what happens if something goes wrong. What about the
customer service?

You must do everything you can to demonstrate that your company is honest
and filled with integrity. In fact, consider empowering your employees to spend
a rather large amount of money to make sure that things are done right for the
customer. Train them to ask people what would make things right.

You’ve got to shock people with how wonderful
your customer service is.

What’s the lifetime value of a customer? And more importantly, what’s the life-
time value of the word of mouth of that customer? When people are angry, they
usually tell about 11 people. When people are thrilled, they usually tell about
three. So negative word of mouth is very, very, very destructive.

You not only have to look at what it costs to lose that customer, but what does it
cost to lose the positive word of mouth of that customer and, more than that,
what is the negative word of mouth of that customer going to cost you? So, to
make something right can be a tremendous bargain for you, even if you’re not
going to make a profit on that sale. Just replace it. Just have somebody deliver
it. Extraordinary service will produce extraordinary word of mouth, but it has to
be really extraordinary service.

VIP Programs

Do you have a group of VIPs who you could treat like VIPs without insulting
everybody else and give them special stuff, special information, heads-ups about
things, and freebees? You know, what’s the equivalent of sending ’em some extra
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batteries or a few extra cords? What’s the equivalent in your area? Tip sheets, lit-
tle courses on something. Name five things here that you can do for your VIPs.

1) ______________________________________________________________________

2) ______________________________________________________________________

3) ______________________________________________________________________

4) ______________________________________________________________________

5) ______________________________________________________________________

Advisory Groups

The next word-of-mouth methodology is advisory groups. Get these VIPs, get
other people—maybe not even customers, industry gurus, mavens, other people
— into advisory groups. This is very, very easy to do these days. You can set up
special email lists. You can set up special blogs. You can do teleconferences. You
can bring these people together so easily and cheaply, once, twice, three times a
year. People love participating in these. These are so much fun for people. They
get to give their input. They get to react to your ideas. They get to put forth their
ideas. They get to talk about their difficulties and their problems in the area.
They will come up with solutions to your problems. They’ll come up with solu-
tions to their own problems that you can then turn into products.

Whom can you invite to be part of your advisory group?

1) ______________________________________________________________________

2) ______________________________________________________________________

3) ______________________________________________________________________

4) ______________________________________________________________________

5) ______________________________________________________________________

6) ______________________________________________________________________

7) ______________________________________________________________________

8) ______________________________________________________________________

9) ______________________________________________________________________

10) ______________________________________________________________________
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Get a really good moderator. There are people who even specialize in this.
You’ve got to manage these people’s expectations very carefully, because if you
don’t, they’re going to expect every one of their recommendations to be imple-
mented and, of course, you can’t do that. If you ask customers what they want,
they want all the features and they want them for free. But when you dig deeper,
most people are much more reasonable than that, and, they will come up with
very constructive suggestions, so use those advisory groups.

Now some teleconferences may be peer teleconferences. Some may be with an
expert. Some may be a course. Some may be very informal. Some may be very
formal. The mathematics of word of mouth is different from other marketing.
With other marketing, you’re counting exposures of time. With word of mouth,
exposure of time isn’t really that important.

Grassroots Marketing

Another word-of-mouth method is grassroots marketing, which is organizing
and motivating volunteers in personal or local outreach. This is very good for
charities or causes. Sometimes products become causes, so people engage in
grassroots marketing.

How can you apply grassroots marketing to your product or service?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Cause Marketing

Another method of word-of-mouth marketing closely related is cause marketing.
Cause marketing is supporting social causes to earn respect and support from
people who feel strongly about the cause. There are many ways of supporting
charities or other kinds of good works that will make your company look good
and sometimes support the use of your product.
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Researching

Closely related to media and methodology is researching word of mouth.
Researching is really important on a lot of different levels. You need to know
what people are saying about you.

You need to understand the decision process. You need to know what’s going on
in the minds and hearts of your customers so that you can then provide them
with stuff that they’re going to resonate with.

If not, you’re just taking stabs in the dark. You might as well be wearing a blind-
fold. You need to stay a step ahead of people, anticipate them, and figure out
what gets and holds their attention. What excites them about your product, and
what’s underneath that excitement? So they’re going to tell you what excites
them, but what really excites them may be something they’re not telling you
under that.

What are the questions and issues and qualms, worries, hopes, dreams, wishes,
fears that are under all of this enthusiasm or under the worry? What is persua-
sive to them? What are the decisive issues? What are the convincers? All of this
is fodder for word of mouth. All of these are things that people are going to talk
about. What are examples and stories that you can possibly spread and get your
customers to spread, stories that are going to resonate with them, stories that
are teaching stories? What’s stopping your customers? What’s holding them
back? And, most importantly, what’ll get them over the stumbling blocks?

Get one or two of your customers together with eight or 10 non-customers or
skeptics, and get your customers to teach other people how to use the product.
It’s tremendously effective. People love doing it, because they love being the
expert. They love sharing their opinions and expertise with other people, and
they’re surprisingly willing to do it; sometimes with compensation, sometimes
without compensation — every situation is different.

How to Deal With Negatives

You will get some negatives, by the way, in customer seminars. But that’s what
makes them so credible. You’ve got nothing to hide. When people hear about the
negatives of your product and what to do about those negatives, how to protect
themselves from them, how to cope with them when they arise and all that, they
feel surprisingly reassured. They don’t feel you’ve got a bad product. Every prod-
uct has negatives. So when they hear about those negatives and what to do
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about them and how to avoid them, they’re tremendously reassured. Their anxi-
ety level goes down, their confidence goes up, and it’s very, very powerful.

This is totally different from conventional marketing in which the belief is to
avoid the negatives, never bring up a negative. Salespeople are taught to never
bring up negatives, to downplay them. No, here you want to really let them out,
let people get control of them and get reassured by them.

A major method of researching word of mouth is focus groups. There are a lot
of criticisms of focus groups. If you bring people together and just ask them,
“What do you think of my product?” or, “Why did you buy this product?” you’re
going to get a lot of nonsense. You’re going to get rationalizations. “Why” is the
silliest thing you can ask people. People do not know why they do things.

A focus group is a small group of people, typically seven to 10 people, brought
together, either face to face or by telephone or online. With online focus groups,
you can’t get to the emotions, which is the main reason why you do focus
groups. There are a few uses for online focus groups, but they’re very few and
far between.

Telephone focus groups, on the other hand, are fabulous. Face-to-face focus
groups are also fabulous, if you use them in the right way. Bring people together
to simply discuss the product or the product category or the specific product.

One of the best ways to run a focus group is get together two or three enthusi-
asts and about seven to 10 skeptics or unconvinced people and let them go at it.
It’s interesting to see what people say about the products, in favor of the prod-
ucts, what objections they have, what questions, qualms they have, what nega-
tives they have, whether people who have a negative opinion persuade the posi-
tive people or whether the positive people are at all persuasive with the skeptics
or the negative people.

And you kind of turn them loose, and it needs a very special moderator. It’s
untraditional focus group moderating. Unfortunately, most focus group modera-
tors can’t do it, because the person has to be a provocateur instead of a modera-
tor.

You’ll want to use a professional moderator to do this. If you’re not convinced,
go to the QRCA website, Qualitative Research Consultants Association,
QRCA.org. There’s a paper on there called “Why Use a Professional Moderator?”
It talks about why you need to use a professional moderator. Basically, in a nut-
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shell, you can’t do it yourself, because you just don’t have the objectivity to do it
and, frankly, the skill to do it. It takes a great deal of specialized skill to moder-
ate focus groups using the kind of design that we’ll be talking about.

Most companies spend huge amounts of time researching their advertising,
their sales aids, and their other promotional materials, and companies spend
virtually no money directly researching word of mouth. So the following kinds
of indispensable questions usually go unanswered, and they’re obviously very
important to answer.

Exactly how do your customers describe your product? It’s much more impor-
tant to know how somebody describes your product to a friend than to know
your description of the product. Usually customers describe products quite dif-
ferently than the company describes the product. And if those are customers
who are actually persuading other people to use your product, that description
is much more important than your own description.

How would your customers describe your product?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Now what are the non-users willing to ask the users? What are the things that
they need to know, but they’re unwilling to ask? There are some things that may
be embarrassing to ask or make them look like a fool, so they don’t ask these
things. Exactly what do your customers need to know in order to trigger their
purchase? How do your customers answer the objections or concerns or qualms
of your prospects? How do your customers actually persuade their friends?
What are the actual words they use or demonstrations they use to persuade
their friends to use your product? Very important to know.

What are some questions that your non-users need answered in order to use
your product? How would your customers answer those questions?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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Basic Focus Group Design

The basic word-of-mouth research design is the two-two-two design. It’s basical-
ly two groups of customers, two groups of prospects, and two groups of mixed
enthusiastic customers together with your skeptical prospects.

With your customers, after the usual probing about attitudes and opinions
about the product, they’re asked questions like the following: What would you
tell a friend, how would you persuade a skeptic, what questions would you
anticipate from a skeptic, how would you answer these objections?

The moderator might mention the fact that he or she will be speaking with a
group of skeptics soon and ask the customers what they expect these people to
say.

Now when you do the group of skeptical prospects, they are then often given a
description of what the customer group said or sometimes tape-recorded
excerpts from that session. The moderator explains the benefits of the product
as described by the first group, as much as possible incorporating answers to
the anticipated objections and and turning them into benefits, so that the objec-
tions don’t even come up.

We then probe for the next level of qualms and objections. And one of the
important things to do is to listen to the first signs of persuasion, which may be
someone saying something like, “Hmm, that sounds kind of interesting. I’ll have
to think about that.” Notice the person’s not persuaded, but her mind has been
opened up.

So from the prospects’ group, you just keep getting new objections—keep get-
ting deeper. And then you go to the third group, which is your enthusiastic cus-
tomers again, and you report to them what the prospects’ qualms were. And you
say, “Okay. How would you answer these? What would you say about these?”
And then you take those answers to the fourth group, which is a new group of
prospects, and you describe the product and go through the whole thing again.
You keep alternating these groups and getting to the next level of qualms and
the next level of persuasion.

Now you pretty well know all the qualms, and you know what’s persuasive and
what your customers are going to say and how your customers are going to
answer objections. And now you’re ready to do mixed groups. Usually I mix only
two or three customers or enthusiasts with seven or eight or 10 skeptical
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prospects. The reason you want to do that is because if you have equal num-
bers, the enthusiasts are just going to overwhelm the prospects. You can even
have only one enthusiast, but you can’t do that in practical terms, because if you
only invite one and that person doesn’t show up, the design of the group is
ruined. So you want to invite two or three, hoping that one or two will show up.

After all this, you have a persuasion design laboratory. A laboratory is a safe
place in which to try new things. That’s exactly what this is.

Using Focus Groups to Recruit Your Advisory Board

Focus groups of experts are tremendously valuable on a lot of levels and for a
lot of reasons and for a lot of uses. It’s one fabulous way, by the way, of recruit-
ing advisory groups. People love it, and they will invariably comment about
what a wonderful time they had. And that’s a perfect opening to either then, in a
subsequent email or phone call, to say, “Gee, everybody seemed to love it so
much that we decided to do this on a more or less regular basis. Would you like
to do this every four months?” — or twice a year or once a year or whatever.

Imagine you’re an expert in something. You get invited to this group. How are
you going to say no? If you are missing from that group, you are conspicuously
missing from that group. If you’re in that group, then you are obviously one of
the top experts in the industry. If you are not there, why weren’t you there?
Experts very much want to be included.

The word of mouth from just a few experts can blow
your product into the stratosphere.

Just a few words on analyzing the focus groups, which is an art in and of itself.
Deciding what to believe can be very hard to figure out. Exactly what do you
believe? What don’t you believe? What did people really mean by it? What’s the
underlying theme here?

You not only want to know what the actual word of mouth is that’s transmitted
in the group from person to person, but you also want to know the sequence
and the source of it. Is somebody saying it directly or quoting somebody else or
invoking expert opinion or coming from expertise or coming from experience?
Different people are persuaded by different things at different parts of the deci-
sion process. You’ve got to keep track of all of that.
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In the following spaces, strategize how you could use focus groups to learn
about your product.

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________
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Session Seven: Building a Powerful Word-of-
Mouth Campaign

30+ Ways to Harness Word of Mouth

1) Advisory groups of your customers, suppliers, experts, and salespeople.
2) Experts roundtables.
3) Experts selling groups.
4) Events
5) Speakers programs
6) Seminars
7) Group sales meetings
8) Dinner meetings
9) Peer selling groups
10) Teleconferenced experts panels
11) Trade shows
12) Videotapes
13) Audiotapes
14) Podcasts
15) Testimonials
16) Refer-a-friend programs
17) Internet media
18) Blogs
19) Forums
20) Email lists
21) Call centers
22) Customer service
23) Public relations/publicity
24) Product placements
25) Ads
26) Sales brochures
27) Direct mail
28) Employee word-of-mouth programs
29) Customer gifts and rewards
30) Your “story”
31) The Word-of-Mouth Kit
32) Seeding and sampling
33) VIP programs
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Do at least one thing every day to create word of mouth.

Pick up the phone and call a customer. Create material; put something on a
blog. Whatever it is, not a day should go by when you’re not doing something
that you’re reasonably confident is going to get a few customers or get cus-
tomers to tell other people about you and your product and your company.

What will you do today to create word of mouth?

___________________________________________________________________________

Putting It All Together

We’ve talked about the messages. We’ve talked about the mavens. We’ve talked
about the methods and the media. And we’ve talked about the measurement and
the research. Now we’re going to talk about putting it all together into a system-
atic program.

First of all, you’re going to start with a well-articulated, superior product. Why
is your product superior? Why should I use your product? Why is your product
better than the other products in the product attributes and benefits, in the serv-
ice, in everything having to do with the product? Why is yours better, and most
importantly, why is it better in a way that people will talk about? It’s a very
hard, brutal question, and some people are going to have to do some very hard
questioning of themselves to figure that out. It’s not necessarily self-evident.

You need a way of reaching the key influencers in your marketplace. If you
possibly can you want to get a cadre of experts who are willing to go to bat for
you. You want to have identified a large number of enthusiastic customers.
You need a way of reaching the right prospects.

You need to have one or more compelling stories that people will want to tell
to illustrate your product’s superiority. You need a way to substantiate or prove
your claims are true, and that your product will work out in the real world.

You need to have a way for people to have direct low-risk experience with the
product, and you need a way of reducing overall risk of the product.

Now, let’s look briefly at the kinds of products that will—and will not—benefit
from word of mouth.
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What kinds of products benefit the most from word of mouth?

• Products with credibility problems. People just don’t believe your claims, but
they’re going to believe their friends.

• Products that are breakthroughs. Most people wait for other people to provide
the key validation that this breakthrough really isn’t nonsense. It really works
in the real world. So breakthroughs are regarded with a great deal of distrust
until friends or trusted advisers tell people that this really works.

• Products with a slight difference. If peers can show that the little difference
makes a real difference in practical reality, then word of mouth is going to
have an enormous effect.

• Products that have to be tried in large numbers or over a long period of time
for people to realize that it works. For instance, in the medical field. Doctors
try a new drug in only a very small number of patients. Then, they talk about
what results they’ve had with their patients.

• Products that have a high risk when trying them. If you can get people to pool
their experience who’ve tried the product, and vouch for its effectiveness, or its
ease of use, or whatever it is that you’re claiming your advantage is, that is
enormous. These include monetary risks, risks to professional reputation, and
so on.

• Older or mature products that have a new story. Peer discussion can get peo-
ple to take a new view.

• Products that have been victims of unfair competitive practices. The competi-
tion might be spreading rumors or telling lies about a product, or it might
have an undeserved bad reputation. For all of that, only word of mouth will
turn that around.

• Products with governmental or other restrictions about marketing claims. If
you can, create word of mouth situations where your customers can say what-
ever they want.
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When should you avoid word of mouth?

• Products that are not differentiated from their competitor’s in any way.

• Products that can’t be tried.

• Products that are inferior in quality.

• Products that are a primarily a matter of personal preference.

• Products that are so easy to try, word of mouth isn’t necessary.

Will your product benefit from word of mouth? If not, how can you address
these issues so that it will?

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

___________________________________________________________________________

Six Steps

In the book The Secrets of Word-of-Mouth Marketing, there is a six-step process
or framework for developing a word-of-mouth program.

1) Figure out why somebody should buy your product, given his or her values
or priorities.

2) Use the decision matrix and identify the predominant adopter types that
you need to be going after. This is going to vary during various times of
your product cycle, but which of the following adopter types are you going
after? Innovators, early adopters, middle majority, late adopters, laggards
— who is it that you need to go after?

3) Where are they in their decision process?
4) Put the two together in the decision matrix to identify the actual words, the

actual word of mouth that you’re going to need to accelerate each of the
steps of the decision process.

5) Using the tool kit, identify, design, and create the sources and delivery
mechanisms of word of mouth that will be most persuasive and motivat-
ing.

6) Implement your word-of-mouth program.
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Session Eight: My Father’s Drugstore/
The Five Most Important Secrets
of Marketing and the 28 Secrets
of Word-of-Mouth Marketing

This section of the workbook contains summarized lists that were presented in
session eight of the audio program. Feel free to copy them and post them at
work.

Lessons from George’s Father

• Give people something to talk about. Give them something special to tell their
friends and colleagues. Cater to your initial customers shamelessly. You should
have different websites for your initial customers. Anything you can do for
your initial customers, do it. It doesn’t even matter if you lose money on cus-
tomers initially, you want their subsequent purchases. You want their second
and third and fourth order. You want the word-of-mouth stream in addition to
the revenue stream that they’re going to create. They’re worth much more
than that initial purchase.

• Customers are worth way more than their revenue stream, and that present
value is worth more than revenue stream.

• Give them proper incentives to engage in word of mouth. So give them a
reward or a discount or some other kind of appropriate incentive for bringing
in a friend or recommending a friend. Give a gift to both the referrer and the
person referred, but cater to that referral chain with great attention to detail.
But remember, the incentive itself shouldn’t be the focus for the customer. The
real incentive should always be the customer talking highly about your prod-
uct or service.

• Ask customers to do their friends a favor by recommending your product or
service. In fact, some companies don’t even advertise. Their whole stream of
new business comes from happy customer referrals. Ask your customers to
refer you. Print it on your menus, print it on your door, print it on your wall,
print it on everything, print it on your bags, print it on your packages, and
print it on your website.
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• Rule one, the customer is always right. Rule two, in the rare case when you
know the customer is really wrong, refer to rule one. The customer is always
right, because it’s perception, not reality.

• Don’t approach customers with the intention of selling them something.
Instead, politely ask the customer, “How can I help you?” That is a profound
difference. It’s not “What can I sell you?” but most people in business behave
that way. When you stick a product in somebody’s face, that’s rude. It’s really,
“How can I help you?”

• Next rule of marketing, always tell the truth, and tell the whole truth. Never
withhold the disadvantages of your product, even the product that you’re very
enthusiastic about. Tell people the downside. They will trust you. It will man-
age their expectations. It’ll really throw them off. It’ll get them talking about
you, about how honest you were, and there’s always a way to tell the truth,
even if the FDA or other government agencies won’t let you talk about it. You
can always get other customers to vouch for you.

• Always surprise the customers by giving them a little more than they expected.
So what’s the little more that you can give customers than they expected?
That’s the kind of stuff they will talk about. It may not address a decision
block — maybe it does — but it’ll certainly get people talking.

• Give people a strong reason to buy, or many reasons to buy, and to buy from
you. People often lead very drab and routine lives. It is no fun, most of the
time, for people. If you can make it fun to deal with you, it doesn’t take much,
and you’ll be remembered forever. People talk about things that are out of the
ordinary, again, not necessarily better.

• Make eye contact. Say it with a smile, even over the telephone, but make sure
it’s a real smile. There are ways to say things with a smile on a website. There
are even ways to say things with a smile in an email. Find the ways to say
things with a smile.

• Find a lot of ways to make doing business with you a little better. Take these
literally, if applicable, or as metaphors if not directly applicable: Give a
warmer greeting, a nicer floor, better lighting, a better bag, extra matches,
faster service, free delivery, lower prices, more selection. There are scores of
ways to increase the value. Write them on little slips of paper.
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• Never get annoyed when customers ask you to change a large bill, or give you
pennies, even if the don’t buy anything. Someday they will. Always check to
make sure you give them the right change, however. There’s something you
can do for them, and they will come back. They will buy from you eventually,
if you are the right kind of person.

• The customer is not an annoyance taking you away from real work. The cus-
tomer is your only reason for being. Make sure your people understand that,
and a lot of little things will come from that.

• Never take your customer for granted. Never rely on habit, because one day,
that customer is going to go in to try out the competitor, if for no other reason
than variety, and that person may never come back. Always ask yourself,
“What have I done for them lately?” What can you do for them? There’s some-
thing you can do, and they will talk about it to their friends.

• Never, ever, in any way, embarrass customers, especially by making them feel
ignorant. You’ve got materials that make people feel ignorant. Do something
about those materials. Your sales will go through the roof if you do.

• Never ask a question or give people information coming from a desire to show
how smart you are. Answer the question, but come from a desire to help the
customer make the best decision. Make the person feel smart for asking the
question. You can’t imagine what your customers don’t know, and how inade-
quate and foolish and ignorant some of the materials that you have are mak-
ing them feel, or your instruction manual, or your instructors, or your sales-
people, or whatever. There are a gazillion places where customers might be
made to feel dumb, and putting some attention on how to make them feel
great about themselves will, again, have dramatic impact.

• When you don’t know something, say so. Never make up things; don’t specu-
late. There are plenty of things that aren’t known. If you share with your cus-
tomers what you don’t know, what you’re working on, what you’re trying to
improve — “We haven’t found a way to do this yet, but we’re working on it” —
if you’re open and honest with them like that, and transparent, they’re going
to love you. They’re going to realize you’re a regular person.

• Every customer is special. Get to know each one. If you have millions of cus-
tomers, there are other ways you can get to know them — or make them feel
that you know them.
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• Never let a customer walk for any reason. Meet any price, even if you don’t
believe the customer. You may have to take a loss on something, or break even
on something — doesn’t matter. You want them as customers. You want them
trusting you. You want them liking you. You want them telling other people
how terrific you are.

• Don’t neglect customers. If you neglect customers, then bad customers are
going to take advantage of you.

• Act as though every moment a customer is waiting, he or she is thinking bad
thoughts about you.

• Don’t leave people hanging on phones and going through terrible menus. Don’t
make them spend 10 minutes going through a menu to talk to somebody in
Bangladesh who doesn’t understand their problem. The customer’s time is
very, very valuable. Treat it that way.

• Fix a problem in a conspicuous way. Don’t just fix it to normal. Fix it to
beyond normal. Fix it to outstanding, standing out. Fix it to where somebody’s
going to say wow, and then tell their friends.

• Another thing that really gets customers very angry is when you interrupt
waiting on them, or talking to them, or helping them to take a phone call.
You’ve got to treat your customers as if they’re the most important people in
the world, because, in a certain sense they are, and unless there’s a terrible
emergency that’s threatening, give your undivided attention to people.

• Never pressure anyone into anything. The best you can do under those cir-
cumstances is to make the sale at the risk of losing the customer. You don’t
want to make a sale at the risk of losing a customer. The whole orientation
toward word of mouth is not as a manipulative technique, but as a way of
serving customers, so tell the truth, and chase away customers that are not
going to benefit from your product as they’re going to benefit from using your
competitor’s product.

• If you send people to a competitor because the competitor’s product is better
for them, you are going to absolutely flabbergast people, gain their trust, and
get them talking to their friends. You will get much more back than the loss of
that customer

• Emphasize your negatives. Wear them almost as a badge. It’s proof of your
trustworthiness. People will really talk about it, and you think it’ll do you dam-
age in the short-run. It will not.
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• Never knowingly give bad advice. In fact, generally stay away from giving any
kind of advice at all. Instead of giving advice, help people come to the right
decision. Ask them questions, give them information, tell them you might
want to think about this or that or the other thing, but don’t tell them what to
do. People don’t want to be told what to do.

• Do competitive research. Find out what your competitor’s customers are say-
ing to each other. Why are they so enthusiastic? Find out what they’re doing
and brainstorm with your team on how you can use this information to
improve your word of mouth for your product or service.

• Look where the leverage is. Look for the one customer who, when convinced
you are better, will bring hundreds of customers and their friends through
word of mouth.

• Always look for ways to build a business. Start with finding ways to make a
stranger a customer — a very old-fashioned phrase, make a stranger a cus-
tomer — and make a customer a friend.

• Always run some kind of sale or promotion or offbeat event. Make customers
keep coming back; even for nothing else than to see what you’re up to next. So
they’ll subscribe to your website, if you’ve got a feed, or they’ll keep coming
back to your website, and say “What are these people doing these days? What’s
up with these guys?”

• Also treat your employees and the salespeople who sell to you the same way
that you treat your customers, because they are sources, tremendous sources,
of word of mouth.

• Always measure your performance. Things that are measured have a way of
improving. and things that are improving have a way of generating word of
mouth. Make dramatic breakthrough improvements, and also make the little-
by-little-by-little improvements.

• Find a way to ask your customers to come back. What’s your, “Hey, come back
soon”?

• Make jokes, lots of them. Only a serious person can make good jokes. When
you do funky, silly, wild things, as long as you’re not being irresponsible, peo-
ple will like you more. They’ll take you even more seriously.
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The Five Most Important Secrets of Marketing

1) Contrary to popular opinion, marketing is one of the noblest of all profes-
sions. I mentioned this before. Don’t accept, on any level, the idea that
marketing is somehow sleazy. Realize that bringing your wonderful prod-
uct to people is enhancing their lives. That’s something to be proud of, not
ashamed of.

2) Marketing isn’t something that you do to people, it’s something you do for
people. Marketing is a service. It’s the service of helping people see the
truth about your product and make the best possible decision.

3) Your customer has to feel what’s so wonderful about your product in emo-
tional terms in order to talk with others and to buy. If you don’t feel enthu-
siasm, you’re not going to spark desire and enthusiasm.

4) Honest marketing is not only possible, it’s the only sustainable way to gain
market advantage. You’ve got to be honest. Honest marketing is not an oxy-
moron. It’s an absolute necessity.

5) The right people actually want to buy your product. If you try to convince
people, they’re going to push back. They’re going to resist. It’s going to
raise their skepticism. Realize that people want the benefit of your product
more than they want the money that you’re charging for your product. If
there’s a wild disparity here, then you’re not providing value, or they’re not
seeing the value. But if people see the value, and really get it, they’d rather
have the product than that pile of money that it cost to buy the product,
because the product is more beneficial to them than the money.

Five Secrets of Decision Acceleration

1) The best product doesn’t always win. The product that’s easiest to decide
on wins. The simplest product. The easiest. The one for which you can
make the decision without spending a huge amount of time, that’s often
the product that tends to win.

2) Decision speed is going to make or break your product. If people decide on
your product faster than on the competition’s, you will almost undoubtedly
take over the marketplace.
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3) The five stages that people go through in making the decision are: deciding
to decide, then selecting among options, trial, implementing, and expand-
ing their commitment.

4) There are many direct methods for speeding up the decision process. Use
unconventional methods, like outrageous guarantees, or giving the product
away to get back in business, or co-marketing, wild offers, outrageous tri-
als, demos, product challenges.

5) The best way to speed up this decision process is to systematically map out
its steps and remove the bottlenecks. Find those decision bottlenecks and
ruthlessly remove them.

The 28 Secrets of Word-of-Mouth Marketing

1) Selling is mostly an illusion. People do not buy as a result of being shown
an ad or sales pitch. They may get interested in the product. They may
even desire the product. They buy as a result of talking to other people.

2) If you influence word of mouth directly, sales can routinely be increased
three to 10 times or more. So don’t think small. Think big. Shoot for ten-
fold increases through word of mouth. So if you fail and you only increase
threefold, fivefold, you’ll still be a hero.

3) The most effective method for speeding up the decision process is word of
mouth.

4) Word of mouth is as easy to structure and use as traditional advertising
and other traditional marketing. It requires as much discipline, but it’s just
as easy, or easier.

5) Word of mouth is thousands of times more powerful than conventional
marketing.

6) Word of mouth is, paradoxically, the most powerful and the most neglected
force in marketing.

7) It’s almost impossible for your product to succeed unless it has massive
positive word of mouth. Also, no product can succeed if it has massive neg-
ative word of mouth.
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8) Word of mouth either explodes at an exponential rate, or it fizzles. So don’t
use halfway measures to stimulate word of mouth. Make it a blitz. Do a
whole lot of things, but plan out the campaign. Throw everything at it that
you can, as fast as you can.

9) Understand exactly where word of mouth draws its power from, and then
you can exploit some of the advantages of word of mouth in your particu-
lar case.

10) The most important reason that word of mouth is powerful is that it is an
experience delivery mechanism. So look at ways that you can get people to
share their experience with your product.

11) There are many different types of word of mouth. Don’t assume that word
of mouth is one global thing.

12) Different types of decision makers need different types of word of mouth at
each stage of the decision process.

13) As important as the content of the word of mouth is, the sequence and the
source of word of mouth are even more important than the concept.

14) There are basically two levels of word of mouth, expert and peer word of
mouth. Each is more powerful than the other at different stages of the
decision cycle, and for different reasons.

15) In word-of-mouth marketing, confirmation and verification are more
important than information. Don’t rely on word of mouth to present the
best picture of the product. Use word of mouth to present confirmation
and verification of the information.

16) In word-of-mouth marketing, you’re navigating spheres of influence. Don’t
approach experts as if they’re homogenous. Some are local, some are
regional, some are national, some are worldwide, some are very specific to
certain areas of knowledge. Often national experts influence regional
experts, and they influence local experts. Those local experts confirm each
other’s opinions when they talk to each other, and this results in even more
firmly held beliefs.

17) Experts are more approachable than ordinary people, but only through
total honesty.
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18) Credibility is more important in an expert than fame. Don’t confuse expert-
ise with fame.

19) There are many, many reliable mechanisms for delivering word of mouth.
Don’t wait for good word of mouth. It’s not going to happen automatically.

20) Word of mouth has to be approached systematically as a campaign.
Coordinate, integrate, and systematize your word-of-mouth efforts. Don’t
just take stabs in the dark.

21) Word of mouth among your sales force can be more important than word
of mouth among your customers.

22) Don’t run conventional focus groups. Run persuasion design laboratories.

23) You can actually verify that your communications are persuasive. You may
have to do it in the real world instead of a lab, but there are ways to do it.

24) There are many ways of producing and delivering canned word of mouth
that sometimes can be almost as powerful as live, spontaneous word of
mouth — audio, video, in written form, on websites, testimonials, how to’s,
all kinds of things. You can capture what people are saying and transmit it
with all kinds of media nowadays, and nowadays very cheaply.

25) Negatives can be more reassuring than positives about the product. You
might hear experts talking more about the negatives of a product than the
positives. That doesn’t mean that they don’t like the product, but they want
to warn their people, or they want to teach their people how to get the
most out of that product.

26) If you accelerate the decision process, you pick up customers faster, and
you crush your competition.

27) Any deception in word of mouth will make people feel violated. The usual
rules of marketing, advertising, and salesmanship, are often counterpro-
ductive in word-of-mouth marketing.

28) Word of mouth operates by a completely different set of rules from adver-
tising and sales. One more thing — never use the phrase “word-of-mouth
advertising.” Advertising is advocacy by the company and rarely ever pres-
ents a fair picture of the product. It’s the exact opposite of word of mouth.
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A Note from George Silverman

Iwant to thank you for listening to this course. I hope you listened
actively andbrought to it asmuchas I brought to you. Put your head
togetherwithmyhead, and togetherwe can comeupwith somepow-
erful things.

I’d love you to sendmeexamples of things youdid. I’d love to
answer any additional questions. I’mgoing to run teleconferenceswith
peoplewho listened to this course and answer questions that I havenot
answered in this—at least if they’re answerable—andupdate this from
time to time.

So again, if youhave anyquestions, askme. Sendmeanemail at
grs@mnav.com.Maybewe can even spend somephone time, and Iwill
trymybest to answer your questions, put them inmyblog, or put them
onmywebsite in the frequently askedquestions section. I’ll dowhatev-
er I can to help you,my friends,my customers, to get themost out of
word-of-mouthmarketing andmake your product the tremendous suc-
cess that I hope you feel it should be.

Thank you very, verymuch, and again, if youmake amillion dollars
out of this, you oweme lunch.
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Enhance Your Business-Building Library with
These Great Titles from Nightingale-Conant

Making Money on the Web:
How to Bootstrap Yourself to Online Profits
By Seth Godin
20850CD

The Wealth Machine:
How to Start, Build, and Market a Debt-Free Business That Fits Your Life
By John Cummuta
23381CD

Piranha Marketing:
The Seven Success Multiplying Factors to Dominate Any Market You Enter
By Joe Polish and Tim Paulson
23871CD

62 Free Ways to Grow Your Business Profits:
Plus Dozens of Other Marketing Tactics to Attract New Customers
and Keep Them Buying
By Jay Conrad Levinson
19780CDD

The Power of Perpetual Income:
How to Transform Your Spare Time into a Cash Machine
By John Cummuta
23981CD

All available from Nightingale-Conant —

Phone: 1-800-525-9000 or visit our website at www.nightingale.com

or for our UK clients
Phone: 01803 666100 • nightingaleconant.co.uk.
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