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INTRODUCTION

I wrote this book, not because I'm an expert at
Word Of Mouth Advertising Networking (WOMAN), but because the
company I was once associated with was at it always drumming it
into the heads of its Network Marketers of the importance of
understanding the W.O.M.A.N concept.

Word of Mouth Advertising Networking (WOMAN)
might be taken as the original advertisement media platform. You
can recall famous TV commercials that showed a woman who “told a
friend” about the product and how in the next round they had a
network of four people which kept increasing exponentially into a
tantalizing market crowd. Perhaps the use of the abbreviation
(woman) says about how much women talk to each other about what
they did, their families, their friends, their clothes, their hair,
etc. The term WOMAN will always remain powerful. There is no muscle
in it, just soft, strong and permeating.

Word of mouth advertising is vital for
almost every business on earth; as each happy customer enjoys the
benefits of your business they can further drive dozens of new
customers your way. Word of mouth advertising is one of the most
plausible forms of advertising because an advertiser puts their
repute on the line for every product or service they recommend and
often times, in most cases have nothing to gain but the
appreciation of those who are listening.

We all need profitable enterprises; this can
only be achieved through marketing ideas that we could scale by
demonstrating our prowess in ingenuity. You could become like any
good little researcher and stagger over to the internet and the
World Wide Web to start browsing for some help. No need to say; be
assured that you will find tons of articles on how to convert
prospective customers into die-hard evangelists; however, you will
soon discover that they are all filled with the general-thoughts of
lots of tryst marketers. What we really need is a staunch guide. To
succeed in this style marketing we need to adopt a serious plan.
Once you choose to be a Word Of Mouth Advertising Networker, you
must adopt also the stance to know that like in all other serious
businesses, there is no continuous down-hill flow or enjoyment
forever mirage!

TIPS FOR GENERATING WORD OF MOUTH
ADVERTS

The trigger for a Word-of-mouth advertising
activity is the experience the customer encounters; something that
must be far beyond what they originally and typically expected in
terms of goodness. A meager excess to their expectations won't do,
it must be good. You've got to go above the hills and below the
valleys to reach the pleasure centers of your customers.

Dependence entirely on your network of
advertisers to up your word of mouth campaign by delivering
"exceptional customer experience" won’t do! Good customer service
is hard to come by and is often sporadic, even in the best
institutions on earth. A customer who has received what might pass
for an exceptional service as member of your club can't be certain
their friends will receive the same service or product next, so
even the well-served one is unlikely to put their reputation on the
line by making recommendations. Every customer knows that the face
of the business is found at the reception desk; deep in their
hearts, the customers know that service comes from an individual
within the business, not from the whole establishment. It is known
that even the ‘angels’ in the business have their bad days.

To make the word of mouth advertising sweet,
we need to incorporate design, be kinetic and generous! These are
the flour, butter and sugar of the cake.

Sometimes word-of-mouth budget will
increase, so that its cost is tied to your customer base. In other
instances capital investment will be required, so that repayment
will have to be withheld from your advertising budget over a period
of years. Many entrepreneurs in this field often want to spend less
in advertising, whoever, the greatest danger isn't in overspending
but in under spending. Under spending on a word-of-mouth is like
buying a ticket that only takes you halfway the intended
journey.

The catch in the word of mouth advertising
is “don't promise it in your advertisements.” Well, it is tempting
to promise the thing that you are counting on to trigger your
word-of-mouth advertising. Placing these promises in your ads will
only eliminate the joy of your networker-customers becoming your
advocates and ambassadors. There will be no point for your would be
networker-customer to repeat what you have already said in the ads.
You must let your networker-customers to deliver the good news of
their experience. By placing promises in your adverts, you rob the
ambassador the flavor of own glory in the sun. The ambassador will
not have the exhilarating joy of saying to the new customer,
“didn’t I tell it was good!”

The word of mouth game has been upped.
Today, the technology for managing customer service has become
fairly sophisticated. Many companies have established databases
that tell them how much a customer has purchased and at what
frequency, which they may enhance with detailed demographic
profiles. The next phase is to apply statistical models which help
to predict not only when each customer is likely to make a future
purchase but also what they are likely to buy. It is interesting to
know that managers can use these data to estimate a potential
lifetime value for every customer and to determine whether, when,
and how to contact each one to maximize the chances of realizing
their value.

Fred Reichheld says that the value of a
customer does not entirely reside only in what that customer buys.
In these days of digital interconnections, how the customers feel
about your products and what they are prepared to tell others about
them can influence your revenues and profits just as much.
Companies have gone to a considerable length to motivate their
customers to double up as salespeople; for example, the mobile
phone operator Sprint PCS offers a service credit of $20 to any
customer who refers another person and gives a service credit of
$10 to anyone referred through this offer and in this way the
referred person actually becomes a new customer. Similarly, online
binary traders often offer at least $100 free trade to woo in new
traders.

Preferably, therefore, a networker program
that desires to know a customer’s full value would incorporate a
measure of that person’s capability to bring in profitable new
members. However, the nearest that most entrepreneurs get to
estimating the value of a member’s referral power is to gauge an
individual’s willingness to make referrals. But such an application
is only workable at a macro level; small business would still call
for the one-to-one math.

In most cases, good intentions frequently
remain at ‘just good intentions.’ Few people really follow through
with their promises to refer. Often what happens is that ‘out of
sight is out of mind!’ This is the mystery that your small company
must work at solving. Your products and services must have a
tendency to positively impact on the lives of your members; that
means they have to create a near lasting impression. Those in the
wellness industry are aware about this trick. Learn to target the
customers who are likely to make profitable referrals because this
will earn you a better return on your marketing investment than
your competitor who do not. Practically, you will soon establish
that your targeted customers’ value in this sense dwarfs the
average customer’s lifetime value considered by many businesses.
The customers who regularly give you the most business, those whose
lifetime values are highest, are usually not your best marketers.
It simply means that in your business there are two types of
customers, the consumer-marketer and the plain consumer. Thus, your
most loyal customers are not your most valuable ones; but you
cannot rule them out as unnecessary! Understanding how much
customers are worth can help you to target your marketing campaign
content appropriately, which will enable you to achieve superior
returns on your marketing investments. The marketers need their own
campaign as the consumers do.

It is hard to clearly project the referral
value of your members; therefore, the pressure of your campaigns
must be kept constant. Big companies can try to estimate such
values by using sophisticated methods in their calculations.

Many people frequently wonder whether word
of mouth advertising is better than “picture” (bill boards,
brochures, TV, etc) advertising. The answer is most likely to be
yes but not always.

A great deal of research finds that word of
mouth is more effective than other types of marketing. Whether
compared to traditional advertising, electronic media mentions, or
promotional events, word of mouth is more powerful in creating new
users and customers. McKinsey proposes that “word of mouth
generates more than twice the sales of paid advertising in
categories as diverse as skincare and mobile phones.”

TWO MAIN REASONS WHY W.O.M.A.N IS
EFFECTIVE

TRUST

Not surprisingly, we trust our friends more
than we trust advertisements. We cope more with our friend’s
experiences than what the market suggests that the product will
offer. Adverts always say the product is great. Because adverts
always say the product is wonderful, we tend not to believe them
because the adage “when the deal is too good, think twice,” is
congenitally incorporated in our genes. On the other hand, our
friends will deliver it to us straight and our ears will be so
stretched yearning to soak in every drip of the ‘goodness’ they are
saying it is!. They’ll tell us if the product is good, or bad, and
as a result we’re more likely to believe their recommendation than
the writings on the box.

BETTER TARGETING

Word of mouth is normally more focused, it
targets the known. Say your company sells foot-balls. To target
your message at potential customers, you might advertise in a
football magazine. But while some of the magazine’s readers might
be in the market for the football kits, many may not be. So in the
end, some of the advertising fees go to waste.

Word of mouth is much more focused and
naturally organized. No one’s going to talk to you about a great
baby diapers website if you don’t have a baby. People only tell you
about things that they think are somewhat relevant to your
interests. Word of mouth is like a tiny bit of electronic code that
goes through a social network, seeking the correct receiving
component.

However, we cannot brag that word of mouth
advertising is the 100% system, it has it cons also. First, it’s
slower. Social media and online communication have absolutely sped
the transmission of information. But word of mouth still moves from
person to person as it did millenniums ago sequentially, so it must
take time to spread. The first person tells the second person
something, who tells the third person, etc. It takes a while for
information to go from one end of the line to the other.
Advertising through radio, TV, bill boards, brochures, etc;
however, tends to be more simultaneous. The broadcast reaches
everyone in line at once. It is less persuasive than word of mouth,
sure, but if the goal is to quickly increase broad awareness,
digital advertising can be a better way to go.

Secondly, for the word of mouth to work, it
depends on getting people to talk. Word of mouth can be highly
effective, whether it works or not depends on whether people
actually spread the word. Therefore, it’s not everything just to be
on social media or post things once in a while. To get people to
talk about you, your business, or idea, you need to dig deeper to
understand why people talk and share in the first place.

MAKING YOURSELF PART OF THE
CONVERSATION

I believe that digital advertising and
word of mouth can go hand in hand. The hybrid can cause your
business to triple. Digital adverts remind people about the brand
which encourages them to talk about it. Someone hears about a
product from a colleague and then sees an advert which seals the
deal. The two can act as complements rather than as
substitutes.

SO, WHICH IS BETTER?

The question still begs! A clearer view will
only demonstrate that it all ‘really depends.’

Someone will be tempted to say that 'word of
mouth advertising' is better than media advertising. Referrals are
important, yes, and should be a part of all business' marketing
strategies. However, any serious business owner can't entirely
depend on what someone who isn't as familiar with their products
conveys to someone else. Marketing is formulaic, thus saying that
word of mouth advertising is better than media advertising is like
saying 1+3=4 is better than 4+0=4. Your adaptation marketing
formula will always need to be customized based on investment and
length of campaign flight. In the advertising industry, you will
surely need one or the other of these core components. Even with
word of mouth, It all works if you hire someone who knows what
they're doing and will harness the tools available to complement
one another and build momentum.

The danger of communication breakdown can’t
be over emphasized. A message might be delivered inappropriately;
the tendency by the overzealous to exaggerate cannot be ignored. To
kill the dangers, reward the referrers for their effective results.
Reach out to the new customers to clear things according to your
perspective; create an ‘allegiance-to-the-company port’ where each
new member becomes an independent advertiser. Create a drive,
convert, train and retain for this is the road to walk!

When we assume that Word of mouth
advertising is free, it then sounds better than
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