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Social Computing—Part 3

Focusing on advocates instead of chasing “influencers”

Links to help you under-
stand the current dis-
cussion of “influencers”

MediaPost: Study:
'Influencers' Possess
Less Clout

http://tinyurl.com/42wdrz

Edelman: Trust in Peers
Trumps the "A-List,"
Study Finds

http://tinyurl.com/4kx38t

Fast Company: Is the Tip-
ping Point Toast?

http://tinyurl.com/4bpceu

In our last update, we discussed the
increasing importance of product or
service performance and the
declining impact of messaging M
through advertising. Rather than the
traditional funnel approach towards
communication with customers,
companies are adjusting to a more
fluid and dynamic partnership with
their consumers. This shift requires a
new metric for understanding
consumers and what drives them.

DECREASING IMPACT OF MESSAGING
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Traditional marketing success metrics
were derived by soliciting opinions
through surveys focusing on:
awareness, salience (do you like the
brand?) and intent to purchase or
even intent to recommend (the net promoter score), but these traditional
techniques aren’t able to capture the powerful results of recommendations from
“people like you".
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Recently “influencers” have been the hot topic in word of mouth (WOM).
Simplistically, “influencer” theory suggests that by tapping a small list of very
connected people one can effectively get the word out about a product or
service. Recent data from Edelman and others (see side bar) call in fo question
whether tracking and causing “influencers” to pitch products is a valid strategy. We
believe that social computing can be used much more powerfully by focusing on
advocacy.

Social computing provides the ability to “listen to” people’s conversations in both
intfimate forum communities and the most vocal rants of angry customers. By
listening to these conversations as they
REQUIRES EVOLUTION OF METRICS happen naturally, rather than through
A overt solicitation of opinions, analysis

Advocacy of social computing allows the
evaluation of people’s actual
recommendations to each other,
directly measuring their “advocacy”

for a brand. By leveraging advocacy
created through WOM an
organization can harness voices in
their community to drive growth.

Salience

v

Awarenass

IMPACT OF METRICS

Furthermore, advocacy offers another
potent opportunity for the

> enhancement of the brand
experience. Creating an opportunity
for consumers to participate with
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http://www.coffeeforums.com
http://comcastmustdie.blogspot.com
http://tinyurl.com/42wdrz
http://tinyurl.com/4kx38t
http://tinyurl.com/4bpceu

each other in the brand experience ADVOCACY DELIVERS
engages the core group in unique ways.

Rather than a product simply satisfying Amplification of new momentum through

conventional measures, some of today’s the viral nature of WOM
most powerful products and services are 2. Momentum and interest in the brand in
enhanced through the community slow news cycles

created by shared advocacy and

. ; . 3. Damage control on poorly received
involvement, examples include: Nintendo 9 poorty

Wii, Amazon recommendations, iTunes products
Jeff Bezos, CEO of Amazon playlists and MINI motoring events. 4. A constant stream of input, feedback and
“We are not great advertisers,” ideation

says Jeff. “So we start with cus-

tomers, figure out what they We recently studied advocacy in the automotive category, measuring and

want, and figure outhow to get it § ynderstanding advocacy for each of the brands, and then comparing the results
over time. Ford showed one of the most dramatic shifts in advocacy with a 27%
drop in it's advocacy. By understanding changes in advocacy on-line, we believe

to them.” This means spending
“huge sums of money on such
“frills’ as free shipping” which

drives down operating margins marketing organizations can develop a stronger early warning system to help them
and alarms Wall Street — where | Monitor consumers changing tastes and develop both short-term marketing
investors see investments in responses as well as longer-term product strategies. You can see an additional

customer service as tantamount case study linking advocacy and sales at: www.motivequest.com/onlinepromoters.
to “giving away money that

should have gone to the bottom
line.” But Jeff thinks it’s key to
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Ford sales drop 14%

that leads to enduring customer 4
loyalty. 4o “This is a very challeng-
The New York Times (1/14/08). — ing external environment,
. reflecting a seismic shift
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