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Today’s customers are savvy,
no longer accepting marketing hype as truth, or blindly
acting on clever ad campaigns. Instead, they turn to the
people closest to them for inspiration and advice on
what to buy.

84

%

of consumers trust
recommendations

Why? Because people trust people. In fact, 84 percent of
consumers say they either completely or somewhat trust
recommendations from family, colleagues, and friends about
products – making these recommendations the information
source ranked highest for trustworthiness.
Think about it: Who did you consult with the last time you made a big
purchase? Was it a Kardashian, or Badgalriri, or even Logan Paul? Probably
not. Instead, you turn to someone you already know. Someone who already
has experience with the product or service in question. Your friends, family,
co-workers, neighbors, etc – these are the people we actually trust.

And in today’s consumer ecosystem, trust is king.
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The best brands recognize the immense power of word of mouth,
and they’re looking for ways to participate within the conversations about their products. Word of mouth has existed
since the inception of commerce, but word of mouth marketing (WOMM) has recently surfaced as a proactive, viable
marketing strategy.
WOMM has quickly become the most valuable
form of currency in an advertising-saturated
world. Now is the time to inspire and empower
your most influential customers to spread your
message with authenticity and credibility. But
how? Most marketers fumble their way through
this new discipline, but you can rise above and
give your customers exactly what they need
with the help of this How-to-Guide, brought to
you by Wooly.

Find the people your
customers are already turning
to for advice on what to buy.
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According to Word Of Mouth Marketing Association (WOMMA):

2.8 Billion

brand-related conversations
happen every day in the U.S.

80%

of these conversations
happen offline

With more brand and product options than ever before, consumers have lost trust in
brand messaging and want to hear directly from current customers and their experiences.

While brands spend growing amounts
of time and dollars spreading their
message, consumers have become
less and less receptive to these
marketing tactics.

On the other hand, according to
a Nielsen report, 92 percent of
consumers believe suggestions from
friends and family, more than they
believe in traditional advertising.

This means consumers rely
on those closest to them – their
friends and family – for inspiration
and recommendations
on what to buy.

As the consumer buying experience shifts, so too must marketing strategies and tactics.
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The people who will talk about your brand are closer than you realize.
Rather than opting into traditional sponsored partnerships, the most forward-thinking brands tap into the people who
have real-life experiences with their brand and products: their customers. These brands recognize the real power and
influence an authentic customer yields.
Turn your attention to existing customers who own a large portion of
your catalog, follow you on social media, stay up-to-date with your
latest products, subscribe to your newsletter, attend your events,
write reviews on your website, and find alternative ways to interact
with your brand. These people are much more than customers or
fans: they’re sales-driving advocates, and they’re looking for ways
to help build your brand.
What’s more – consumers considering your brand and products act
based on the recommendations of these influential customers. 74
percent of consumers identify word of mouth as a key influencer in
their purchasing decisions.

Your customers are already turning to these
people for advice on what to buy.
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The motives behind a recommendation are simple.
People want to

People want to

People want to

look smart.

help other people.

feel important.

01

Some people enjoy sharing
their opinon about a
product because it presents
themselves as an expert. Because
these people are driven by building
their reputation as a smart consumer,
they spend significant time and energy
learning the details and use-cases of a
wide variety of products.
Some people do this extremely well,
and when they do, their friends and
family trust they can follow the advice
with confidence.

02

Others find joy in helping
people make better buying
decisions. They’re usually
passionate about what they know, and
they want those around them to have
a positive experience as a consumer.
Because these people are motivated
to help others, their recommendations
are deeply rooted in authenticity and a
desire to create a positive experience.
It’s because of this motivation, that
those closest to them trust their
recommendations and take action on the
advice given.
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Being the source for a
trustworthy recommendation
serves as a validation point
for the third and final group of people.
These people enjoy being viewed as
an expert, because it makes them feel
important. They share their experiences
with others because it signals their
involvement in the inner circle.
Driven by this status, they take their role
in providing a credible recommendation
seriously.
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Empower your customers to talk about your brand.
Conversations between people is as old as commerce. It’s a natural occurrence because it’s a part of basic human
psychology. These conversations are known as word of mouth. These conversations don’t transition into word of mouth
marketing until you, the marketer, begin working within the conversation so more people are talking about you.
The impact of WOMM stretches far beyond brand building. In fact, brands that initiate word of mouth marketing strategies:

DECREASE CUSTOMER
ACQUISITION COSTS

INCREASE
BASKET SIZE

IMPROVE
CUSTOMER RETENTION

ENHANCE CUSTOMER
LIFETIME VALUE

Word-of-mouth has been
shown to improve marketing
effectiveness by up to 54%.

Customer acquisitions through
referrals spend 200% more than
the average customer.

Customers referred by other
customers have a 37% higher
customer retention rate.

The lifetime value of the referred
customer is 25% higher than
that of other customers.

– MarketShare

– Wharton School of Business

With that sort of impact, marketers can no longer sit back idly and let word of mouth run its course. You must take an
active role in the power of WOMM to remain in the conversation. This must be an active component of your marketing
strategy and day-to-day activities.
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Build a real relationship with
your most influential customers.
Identifying your faithful followers is only the first step
in building a robust, effective WOMM strategy. Many
consumers who have had a positive experience with
your product want a deeper connection with your brand.
They want to feel recognized and appreciated for their
unparalleled devotion to you and your brand.
The desire to belong is a universal truth; and a powerful
tool in the world of WOMM. When a brand makes
themselves available to their fans – and takes the time to nourish a real relationship – the already vocal consumers, turn
up the volume and amplify their advocacy. The value of that relationship multiples (on both ends).
Instead of focusing most of your marketing efforts on new customer acquisition, shift your tactics towards strengthening
your existing customer relationships. Send them care packages on their birthday, follow them on social media, interact
with them at trade shows, pick up the phone and call them.

Said simply: invest time and engergy to get personal with your customers.
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Give your most influential customers something to talk about.
Even the biggest brands in the world have to constantly give customers something to talk about. In today’s age of
information, customers move on from topic to topic faster than ever before. What’s hot today will be forgotten tomorrow.
As soon as Apple’s latest phone is released, rumors start to surface about next year’s launch. Tesla’s Model 3 now lives in
the shadows of the CyberTruck. This is the new norm.
What’s more – consumers considering your brand and products act based on the recommendations of these influential
customers. 74 percent of consumers identify word of mouth as a key influencer in their purchasing decisions.

When crafting your
WOMM strategy, you need to ask yourself

the magic question:

Would anyone tell a friend about this?
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The most talked about brands create remarkable experiences and
make their customers happy. Here are three ways brands can create
shareable moments and experiences:
Invite customers to an
exclusive club/program.

01

Nike has infamously created
an exclusive community
known as EKIN (Nike spelled
backwards). You may not know
someone is an EKIN until you spot a
backwards swoosh tattoo – yes, this
is real. The specific role of an EKIN is
hard to define, but since the program
kicked off in 1981 they have spread the
gospel of Nike.

Share behind-the-scenes
information.
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Most advocates don’t want
to regurgitate information
the average consumer has
access to, so you need to give them
something worthy to share. Create a
hyper targeted email list, gate “top
secret” content, or release information
early via a conference call. Give your
best customers an opportunity to tell
their community, “no one knows this
yet, but did you know…”

Grant early access to
new product launches.
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GoPro is notoriously tight
lipped when it comes to
sharing details of upcoming
product launches. They use this lack of
information to their advantage, giving
an extremely select group of advocates
first-hand experience with their products
pre-launch. The action camera company
then uses the content generated to
create hype and excitement without
giving away too much information.
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Give them the help they need to spread your message.
The best word of mouth marketers provide an infrastructure to help spread the message. When you help your customers
amplify their voice they are more willing to share their recommendations and grow your brand. Effective WOMM delivery
strategies include a variety of tactics:

Social Media

Product Reviews

Referral Programs

With more than 3 billion social
media users worldwide, the most
commonly used tactic is social
media. Additionally, Facebook,
Instagram, Twitter, and YouTube have
made it easier than ever before to
track WOMM reach, engagement,
and sentiment.

Today’s consumers are programmed
to read product reviews before
making a purchase. Create a way for
your customers to document their
experiences and recommendations
with your products so they can share
them on your PDP, Amazon, or their
personal blog.

Without running a single paid
ad, Tesla has been able to pre-sell
hundreds of thousands of electric
cars. Tesla drivers use their app every
day to help operate their vehicle.
But, just as importantly, the app is
used as a way to share referrals with
an owners’ network of friends,
family, and co-workers.

While these are examples of online tools, don’t overlook the impact of offline conversations and recommendations.
According to WOMMA, a single offline word of mouth impression drives sales at least 5x more than one paid, and much
more (as much as 100 times more) for higher-consideration categories. Offline strategies are more difficult to manage
and measure, but the value is immense.
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Measure the impact of
word of mouth marketing.
Even the most sophisticated marketers, at the biggest companies in the world, struggle to measure
the true impact of WOMM. As you work to develop measurement resources, it’s important to
recognize that a comprehensive WOMM strategy impacts the entire buying journey.

A How-to-Guide, brought to you by

Drive sales with word of mouth marketing.

Start by measuring
online activities.
When your advocates talk about you online, these
consumer-to-consumer conversations are easy to find,
and easy to measure. Monitor online conversations
to track brand sentiment, product awareness, and
consumer intent. Track collective mentions, overall
reach, and average engagements to evaluate top of
the funnel impact. You can compare this before and
after WOMM initiatives are put in place to determine the
impact of any given campaign.
Frequently collect and analyze your Net Promoter Score.
Over time, the trend line measuring whether or not
people would recommend your product to a friend will
give you a deeper understanding of the overall impact
your WOMM strategy has on your business (note, this
works for offline activities as well).
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Evaluate the type of content
your customers are creating
for, and about you.
In addition to measuring reach and engagement,
savvy marketers evaluate the quality and quantity of
usable content produced and shared by customers.
This content is leveraged and re-used for future brand
campaigns. Gauge the impact user-generated-content
has on your ad performance and brand reputation. Often
times, your customers react more positively to authentic
content created by their peers.
Evaluate how user-generated-content increases
conversion on your product description pages. When
you post customer reviews, unboxing videos, and
lifestyle images on your check out pages how does that
impact conversion, cart size, and attach rates?
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Talk to your most influential
customers and their community.
While offline conversations can be much harder
to evaluate, a lot can surface when talking with
your advocates and the people turning to them for
advice. This feedback can bring to light the type of
conversations between customers, the frequency of
these interactions, and the impact these conversations
have on potential buyers.
Make it clear that you’re listening to your customers and
that you want to understand the emotions behind what
they’re sharing. Put up a feedback form on your website,
create an online community (perhaps a closed Facebook
group), or send out frequent survey requests. Make it
easy for your advocates and customers to tell you how
you’re doing.
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Examine the impact your
WOMM has on traditional
marketing strategies.
It’s also critical to examine the impact your WOMM
has on traditional marketing strategies including paid
and owned media. As your influential customers share
their experiences, recommendations, and advice with
those closest to them, your ad performance improves.
The average consumer checks more than 10 sources
before making a purchase. When one of those sources
comes from a credible family or friend, consumers
convert faster.
Clearly define and distinguish the unique customer
sources in your reporting. Make sure there’s a line
item for word of mouth, so you can properly measure
it’s impact against other marketing campaigns.
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Lean on recent studies and academic research.
There are countless studies and academic research evaluating the efficacy of WOMM. Become a student of these
institutions, their lead researchers, and the findings they publish. As you learn more about how these people evaluate
word of mouth you’ll develop your own unique ways to measure your results. In the meantime, you can use their findings
to support your strategy and validate your efforts.
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Bringing it all together.
50 percent of purchasing decisions are attributed to WOMM, yet less than 2 percent of marketing dollars are spent on this
form of advertising. On the other hand, according to a Millward Brown study, titled AdReaction, more than 50 percent of Gen Z
teenagers use technology to block ads. This gap between marketing strategies and customer needs is a dangerous gamble.
In an era of customer experience, it’s time marketers start taking an active role in the conversations consumers have about
what to buy.

50%

of purchases
are WOMM
related

Only

2%

of marketing
spend is put
to WOMM

Through effective WOMM, brands identify their most influential customers, give them something to talk
about, empower them to have enhanced conversations about their products – and ultimately, drive sales.
NOTE: All data points and sources used in this how-to-guide are cited in our BLOG POST
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Wooly is the first word of mouth marketing platform,
helping brands unlock the power of their most
influential customers.

Learn How Wooly Can Help

wooly.com

