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How Important Is Customer Voice?

__________________________________

The voice of a few is all it took 

to unleash a PR fiasco for food 

manufacturer Nestle in March 

2010. In protest against Nestleôs

usage of palm oil from 

companies that kill Indonesian 

rainforests, Facebook users put 

up anti-Nestle logos  as their 

profile pictures.1 Nestle asked 

them to remove these images, 

triggering even more discontent 

from the ñfans.ò These 

conversations snowballed into a 

PR fiasco for the company. But 

how is this dynamic different 

from the way PR has always 

worked ?

1 Gemma O'Reilly and Kate Magee, Nestlé faces Facebook crisis over Greenpeace rainforest allegations,

www.prweek.com, 19 March 2010
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Why is word -of -mouth different now? 

Today, people are organized in social networks and can take action together. They 

can discuss isolated instances of bad customer experiences and place them in 

context. Thus, they express concerns and dissatisfaction more loudly than they 

have ever been able to. What is more, they can take action to challenge business 

activities and people in power. In the digital environment, the voice of a few can 

inspire and reach many. The facilitated (and constant) flow of information among 

different social networks makes the voice of every single customer that much 
stronger. (Tweet this) This is where customer evangelism becomes critical. 

Tweet eBook |

http://news.cnet.com/8301-13577_3-20000805-36.html
http://blog.hubspot.com/blog/tabid/6307/bid/4267/The-Role-of-PR-Firms-in-Social-Media-and-Inbound-Marketing.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/4267/The-Role-of-PR-Firms-in-Social-Media-and-Inbound-Marketing.aspx/?source=evangelism-ebook
http://www.prweek.com/
http://twitter.com/home?status=The facilitated flow of information among social networks makes the voice of every single customer that much stronger. http://bit.ly/akX4Mq
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq


Happy Voices Reach Further

__________________________________

The fact that the customerôs voice has gotten louder shouldnôt scare you. 

On the contrary, it should motivate you to be a better marketer. It 

highlights the idea that if your customers are happy, they will share 

satisfactory experiences with a broader social network and earn you more 

followers. 

In fact, people who share positive emotions tend to have a larger 

following. (Tweet this) This premise is backed up by HubSpotôssocial scientist 

Dan Zarrellaôsanalysis of over 100,000 Twitter accounts. Negative 

remarks, which included negative feelings and morbid comments, 

belonged to people with smaller reach. 2

2 Data Shows that Negative Remarks Lead to Fewer Followers, Dan Zarrella, Feb 11th, 2010, 

www.DanZarrella.com
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Positive Comments Are Shared More Often

Positive remarks, on the other hand, are exchanged a lot more frequently. 

Zarrellaôsresearch of linguistic content shows that positive comments are the 

second most shared item among Facebook users. So how do you take advantage 

of this phenomenon? By encouraging your customers to become marketing 
evangelists.

Tweet eBook |

http://twitter.com/home?status=People who share positive emotions tend to have a larger following: http://bit.ly/akX4Mq
http://danzarrella.com/data-shows-on-facebook-sex-sells.html/?source=customer-evangelism-eBook
http://www.hubspot.com/marketing-webinar/science-of-facebook-marketing-0/?source=evangelism-ebook
http://www.hubspot.com/marketing-webinar/science-of-facebook-marketing-0/?source=evangelism-ebook
http://www.hubspot.com/marketing-webinar/science-of-facebook-marketing-0/?source=evangelism-ebook
http://www.hubspot.com/marketing-webinar/science-of-facebook-marketing-0/?source=evangelism-ebook
http://danzarrella.com/data-shows-that-negative-remarks-lead-to-fewer-followers.html
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq


What is Customer Evangelism?

__________________________________

Customer evangelism is a type of word-of-mouth marketing in which a 

company develops a loyal base of customers who voluntarily spread positive 

messages about it. Customers become passionate about the service or 

product offered by the company and willingly advocate for it. Guy Kawasaki, 

author of nine marketing books, calls this practice ñcustomer religion.ò3 (Tweet 

this) 

The target of customer evangelism is a pool of existing customers.  As 

ñevangelists,ò happy customers engage others in positive communication 

around a specific service or a product in order to ñconvertò them. It is an organic 

process in which the audience is the evangelistôs own social network. 

3Ben McConnell, Jackie Huba, Creating customer evangelists: how loyal customers 

become a volunteer sales, Foreward by Guy Kawasaki
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Evangelism Marketing & the Notion of ñCustomer Religionò

Photo credit: Mr. T in DC

Tweet eBook |

http://blog.hubspot.com/blog/tabid/6307/bid/6183/4-Social-Media-Methods-for-Generating-Word-of-Mouth.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/6183/4-Social-Media-Methods-for-Generating-Word-of-Mouth.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/6183/4-Social-Media-Methods-for-Generating-Word-of-Mouth.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/6183/4-Social-Media-Methods-for-Generating-Word-of-Mouth.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/6183/4-Social-Media-Methods-for-Generating-Word-of-Mouth.aspx/?source=evangelism-ebook
http://www.amazon.com/Creating-Customer-Evangelists-Customers-Volunteer/dp/0793155614
http://twitter.com/home?status=Guy Kawasaki and the notion of customer religion: http://bit.ly/akX4Mq
http://twitter.com/home?status=Guy Kawasaki and the notion of customer religion: http://bit.ly/akX4Mq
http://www.flickr.com/photos/mr_t_in_dc/4516078893/
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq
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Customer evangelism also has implications about the type of customer you are. 

When you love the products and services you use and want to share them with 

others, you become an active customerðan opinion leader who makes 

conscious purchase decisions. This recognition of customer power drives more 

following for the brand. (Tweet this)

As basketball legend Bill Walton noted in a recent HubSpot webinar, talking 

down to people is one of the biggest mistakes brands make. ñTreat your 

audience with respect,ò he said, emphasizing the need for building trustworthy 

relationships with customers. ñIt is what keeps you coming back,ò Bill added. 

Apple, for instance, took full advantage of this opportunity for building vibrant 

customer conversations. ñAfter we launched the Macintosh in 1984, hundreds of 

Macintosh user groups sprang up around the world,ò4 observed Kawasaki who 

worked for Apple in the 1980s. ñThey sustained Macintosh when Apple couldnôtð

or wouldnôt.ò 

Photo credit: kickerclub.com

4Ben McConnell, Jackie Huba, Creating customer evangelists: how loyal customers become a 

volunteer sales, Forewardby Guy Kawasaki

Customers as Opinion Leaders & Fans

__________________________________

Tweet eBook |

http://twitter.com/home?status=The recognition of customer power drives more following for your brand. http://bit.ly/akX4Mq
http://www.hubspot.com/webinars/view-how-to-market-your-business/?source=evangelism-ebook
http://www.hubspot.com/webinars/view-how-to-market-your-business/?source=evangelism-ebook
http://www.hubspot.com/webinars/view-how-to-market-your-business/?source=evangelism-ebook
http://www.hubspot.com/webinars/view-how-to-market-your-business/?source=evangelism-ebook
http://www.flickr.com/photos/guanmu/3086511402/
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq


7

Though word-of-mouth promotion existed before the emergence of digital 

media, its power has now been reinforced by this new platform. According to a 

study by PQ Media spending on word-of-mouth marketing increased by 35.9 

percent in 2006.5 (Tweet this) Indisputably, one factor that has contributed to the 

rise in WOM marketing is the character of the digital ecosystem that 

encourages public contributions and open conversations.

As consumers spend an increasing amount of time online,7 advertisers want to 

dominate this new environment and follow their target markets. Businesses 

have focused on expanding their online presence and becoming well known on 

the Web. They have rechanneled their ad spending into building loyal social 

networksðrecruiting employees to assume positions of engagement 

specialists, content curators and social media experts.

In this way, brands expect to closely monitor customer behavior, learn new 

marketing strategies and engage in immediate customer support. While 

consumers donôt click on display ads, avoid banners and close pop-up ads,8

they follow personal recommendations from family, friends and peers. 

5 Word-of-Mouth Marketing Forecast 2006-2011, PQ Media, www.pqmedia.com
6 Williamson, Debra, Social Network Ad Spending: 2010 Outlook, eMarketer, www.emarketer.com, 2009 
7 An average Internet user, a 2009 Nielson study showed, spends 68 hours online per month, 

visiting nearly 2700 sites.

How Has Word of Mouth Evolved Online ?

__________________________________

_____________________________________________________________________

A 2009 eMarketer report, Social Network Ad Spending: 

2010 Outlook, stressed that Facebook, with its now 500 

million users, has become ñthe premier destination for 

marketers in the US and many worldwide markets.ò6

___________________________________________

Tweet eBook |
8 A 2009 report by the Digital Future Project showed that more than half of Internet users, 52 percent, 

respond negatively to online ads and never click on them.

http://www.mediabuyerplanner.com/entry/35579/word-of-mouth-spending-soared-36-percent-in-06/
http://www.mediabuyerplanner.com/entry/35579/word-of-mouth-spending-soared-36-percent-in-06/
http://twitter.com/home?status=Spending on word-of-mouth marketing increased by 35.9 percent in 2006. http://bit.ly/akX4Mq
http://blog.hubspot.com/blog/tabid/6307/bid/5308/The-3-Marketing-Personas-You-Should-Hire-Today.aspx/?source=evangelism-eBook
http://blog.hubspot.com/blog/tabid/6307/bid/5755/You-Get-What-You-Give-Social-Media-Engagement-Translates-Into-Sales.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/5755/You-Get-What-You-Give-Social-Media-Engagement-Translates-Into-Sales.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/6114/5-Steps-for-Curating-B2B-Content.aspx?source=evangelism-ebook
http://www.emarketer.com/
http://www.emarketer.com/Report.aspx?code=emarketer_2000621
http://www.emarketer.com/Report.aspx?code=emarketer_2000621
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq
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Morpace, a market research and consulting firm, reported that more than half of 

U.S. Facebook users said their chances of buying a product increase after a 

Facebook friend referral. (Tweet this) Nearly 70 percent of survey participants said 

that a positive referral from a Facebook ñfriendò would exercise a positive 

impact on their purchase decision. 41 percent of the 1000 customers surveyed 

said that they follow a retailer page ñto let my friends know what products I 

support.ò

The Power of Social Media

in WOM Marketing

__________________________________

It is no myth then that vibrant product discussions in the virtual space can 

expand brand awareness and lead to an improved sales cycle. Your job as a 

marketer is to facilitate these conversations and encourage further sharing. 
(Tweet this)

Similarly, Yelp is another 

platform that encourages the 

spread of reviews and 

customer experiences. It 

connects online audiences 

with various restaurants and 

venues, allowing for people 

to rate these locations. Yelp 

has more than 31 million 

unique visitors per month, 

which makes it one of the 

most powerful networks 

internationally. Businesses 

that are present on Yelp 

should focus on engaging 

with reviewers that give both 

positive and negative 

feedback. These are great 

opportunities for 

demonstrating high product  

and customer service value.
Photo credit: Matt Hamm

Tweet eBook |

http://www.prnewswire.com/news-releases/morpace-reports-facebooks-impact-on-retailers-89590997.html
http://twitter.com/home?status=More than half of U.S. Facebook users say their chances of buying a product increase after a Facebook friend referral. http://bit.ly/akX4Mq
http://twitter.com/home?status=Your job as a marketer is to facilitate conversations and encourage further sharing. http://bit.ly/akX4Mq
http://blog.hubspot.com/blog/tabid/6307/bid/5583/10-Easy-Ways-to-Supercharge-Your-Small-Business-Yelp-Presence.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/5583/10-Easy-Ways-to-Supercharge-Your-Small-Business-Yelp-Presence.aspx/?source=evangelism-ebook
http://blog.hubspot.com/blog/tabid/6307/bid/5583/10-Easy-Ways-to-Supercharge-Your-Small-Business-Yelp-Presence.aspx/?source=evangelism-ebook
http://www.flickr.com/photos/matthamm/2945559128/
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq
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An increasing number of companies are developing engagement tactics that help 

them expand their audience reach. Such marketing strategies, Godfrey Harris 

discusses in his book The Hottest Ideas in Word of Mouth Advertising,9 can be:

ÅAward Programs

ÅDirect Communication

ÅDonations

ÅContests

9 Harris, Godfrey, The hottest ideas in word of mouth advertising: 

what works, what doesnȭt, p. 30

Engagement Tactics:

Contests, Giveaways & Awards

__________________________________

FourSquare, a location-based social media platform, rewards its users with so-

called badges when they use the application to check into different venues. This 

system motivates people to participate in a common culture and share their 

experiences with a larger audience.   

Tweet eBook |

http://blog.hubspot.com/blog/tabid/6307/bid/5731/How-to-Kill-Your-Viral-Marketing-Contest.aspx/?source=evangelism-ebook
http://squaregrader.com/?source=customer-eBook
http://squaregrader.com/?source=customer-eBook
http://squaregrader.com/?source=customer-eBook
http://squaregrader.com/?source=customer-eBook
http://twitter.com/home?status=Let Customers Transform Your Marketing. Check @hubspot's eBook for digital word-of-mouth tips and case studies: http://bit.ly/akX4Mq
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Harris observed that giveaways and rewards offer ways to spur a conversation, 

but shouldnôt be perceived as exchanges for positive reviews. (Tweet this)ñThose

kinds of awards,ò he wrote about monetary stimulus, ñtend to taint the honesty of 

a discussion between friends.ò

Unsurprisingly, then, more brands leverage these engagement tactics and 

incorporate conversation-generating elements in their marketing initiatives. For 

instance, Harris FloteBote, a marine craft manufacturer, had added an entire 

Contests page to its website.

Popular Contests Pages:
Harris FloteBote

__________________________________

Tweet eBook |

http://twitter.com/home?status=Giveaways and rewards offer incentives to spur conversations, but shouldn’t be perceived as exchanges for positive reviews.  http://bit.ly/akX4Mq

