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作者简介



安迪·塞诺威兹（Andy Sernovitz）


安迪·塞诺威兹毕业于宾州大学华顿商学院，是“口碑行销协会”（Word of Mouth Marketing Association）的共同创办人，也是前任执行长，该协会是行销业的同业公会。塞诺威兹在互动行销领域有超过16年的经验，曾于华顿商学院任教，而他开设的“油门顾问公司”（Gas Pedal Inc.），目前的客户都是各领域的龙头企业，包括数位录放影机制造商TiVo、知名服饰品牌劳夫罗伦（Ralph Lauren），以及行动通讯业者Sprint等。


精彩内容

Web1.0时，企业想尽办法把资讯从各个角落塞给消费者，他们收e-mail，就炸edm；他们爱读博客，就在博客里挂满banner；他们喜欢收看线上新闻，就在新闻版面上填满关键字链接。这些伎俩在Web2.0时代统统行不通了，这时消费者喜欢分享和彼此互动的过程与成果，重视彼此真实的意见交流，企业若企图通过“伪资讯”暗中进行行销，势必换来意想不到的灾难。口碑行销说起来不是什么了不起的全新概念，但你知道怎么把口碑行销通过网络这个平台有效运作吗？关键在如何建立可以信任并且分享的环境，同时让这样的环境一直维持下去，这就是口碑行销存在的基础。有了这个稳固的基础，作者所提供的步骤、工具与方法，便能够一一上场。


重要概念

忠实顾客（Regular Customers）

在维奇·兰兹（Vicki Lenz）所著的《情绪行销》（Emotion Marketing）中，将企业与顾客在不同时期产生的情绪联系分成不同周期。作者指出，如果消费者能购买企业产品2或3次之后，就进入了培育期，此时便有机会让消费者与企业建立起一辈子的联系。随着每一次的交流互动，企业会不断强化与顾客之间所建立的“学习关系”，让顾客个别的需求与喜好，扮演企业行销时更决定性的角色。学习关系能向顾客保证，与建立初步关系的公司继续保持联系，绝对是符合顾客本身的利益。研究显示，如果公司不会仅以顾客满意而自满，就有很大的机会能够掌握到忠实的顾客。台湾著名的泰式料理餐厅瓦城餐厅，就相当重视自己忠实顾客的建议。为了维持各家分店的菜色与服务都能达到100％的顾客满意度，瓦城规划了“神秘访客计划”，聘请瓦城的忠实顾客，以一般消费者身份，每周一次巡回各分店，实际体验用餐经验。神秘访客以能达到令顾客感动的标准，审视店内的所有服务。从神秘访客的评鉴中，瓦城认为他们能更清楚的了解顾客的需求、感受，以及每一个需要改进的小细节。

推荐人（Talker）

过去在操作口碑行销时，首先必须找出具影响力的推荐人。根据美国社会学家拉查斯斐（Paul Felix Lazars feld）提出的两级传播理论，口碑必须由意见领袖传达给跟随者。意见领袖通常是某类产品的专家，除了追求最佳购买决策，还乐意传递相关资讯给其他消费者，从搜寻及传播资讯的过程获得成就感。学者费克（Lawrence F. Feick）与普莱丝（Linda L. Price）则将推荐人称为“市场行家”（Market Maven），并提出4项特性：1．拥有丰富产品资讯、熟知购物地点及各种市场讯息；2．会主动谈论相关讯息，对于别人提出的消费问题也会知无不言；3．喜欢搜寻市场资讯，并且乐意分享；4．熟知购物地点，注意商场特价活动，还能掌握物美价廉的商店讯息。推荐人会运用口碑散播市场讯息，让他们对市场具有举足轻重的影响力，但是过去要找到推荐人并不容易，拍卖网站与博客兴起之后，行销人员要找出推荐人就容易得多。

投机取巧的行销技巧（Stealth Marketing Technique）

时下热门的美容电视节目，大多会请专业人士介绍美容技巧，并且使用“指定商品”来讲解这些技巧。观众在刚开始时，对这种行销方式的反应相当好，但是当他们发现这其实是常态的行销手法时，信任感就会快速消失，就像是网友发现博客作者收钱写心得一样。只要消费者明显体会到，节目背后隐藏着广告意图，购买的欲望就会大大下降，如果实际使用这些商品的效果，并不如节目般有效、神奇时，负面体验的口碑就会形成反作用力，让专业人士、节目与商品同时受创。以上方法就是现在常见的置入性行销，一般人会认为这种手法是投机取巧，往往是因为这种手法被滥用。

要识别自己接收的资讯是不是置入式行销，可以参考以下方法：1．先看相关资讯属于哪个版面？大多数杂志对于报导型的广告内容，仍然会在版面边缘放置“广告部企划制作”字样，报纸里有广告性质的工商报导版面，通常位置会在比较后面的版面，并以“XX讯”的形式开始，不是挂上记者名字。2．观察版面有多大？是不是连续报导？如果有些资讯，总是落在前面几版的新闻版，同时占的版面也特别大，甚至独占版面，那么就很有可能是广告。3．观察是不是主要媒体都有类似报导？这就是要观察资讯曝光的“广度”，如果主要媒体都有类似甚至相同的报导内容，那么就很可能是广告，当然这也可能是业者运用公关策略，召开记者会或发布新闻稿，这也可以归为同一类。



5分钟摘要





英文



口碑行销的核心，其实不在于行销人员，甚至不在于行销活动。口碑行销最重要的目的是，先让顾客满意，然后让顾客替公司大大宣传。只要顾客喜欢你公司的商品，自然就会想要向亲友推荐你的产品或服务。这就是口碑行销最主要的意义。

口碑行销之所以会对你的公司大有助益，是因为具备了下列几项特性：

[image: 008.01]


适合所有产品、所有服务，以及所有企业或组织，即使是非营利组织也适用。

不需要预算就可以进行口碑行销。要成功进行口碑行销，靠的是创意构想，不是行销预算。

口碑行销往往太过简单明了，使得大家都忽略了要运用这种方法。

口碑行销可以DIY，要为自己的公司建立广大口碑，不必花大笔经费聘请公关公司。



什么是口碑行销？　
英文



主要观念

口碑行销就是要创造话题让顾客谈论，然后设法将这样的对话发扬光大。如果只是提出宣传诉求，这是一般的行销方式；如果顾客也在传述你的诉求，那么这就是口碑行销。

支持概念

一种“活”的行销方式

■口碑行销的定义

我们可以为口碑行销定出以下3种定义：

一门促成沟通的学问，可能是消费者与消费者之间的沟通，也可能是消费者与行销人员之间的沟通，而且沟通是热烈而互惠的。

创造有力话题，让顾客谈论你的商品，然后还要创造机会方便顾客进行这种对话。

提供绝佳的产品、服务以及客服，让顾客自然而然想要向亲友推荐你的公司。

不论是哪一种定义，口碑行销这种行销方式其实一直都存在，因为大家都很喜欢谈话。然而，目前的发展与之前的差别在于，口碑行销已经是可以实际运用的方法，不再是不小心成功的做法，也不只是道听涂说、不明就理的行销名词。口碑行销是目前成长最快速的行销手法，因为有人开发出一系列新的行销工具，把口碑行销发扬光大了。另外，大家对这种行销概念的了解比之前更深入，也懂得怎么善用这种方式，不必再碰运气看看会不会成功。

■可信度高，而且容易被接受

口碑行销最独特的特性是，这种行销方式是“活”的，不会完全照着剧本走。口碑会从公司表现杰出的地方自然涌现，不是精心安排或规划出来的。基于种种理由，口碑行销的可信度比较高，消费者也比较容易接受。口碑是偶然传进消费者耳里的，所以消费者会认为这是真实的资讯，不是通过广告和行销手法，刻意设计出来的结果。如果有一项产品让顾客爱不释手，让顾客忍不住要推荐这项产品，就可以好好运用口碑行销。

获利能力最强的行销方式

说白了，口碑行销就是获利能力最强的行销方式，再没有其他方式会比口碑行销更能创造获利。道理何在？原因有下列几点：

开发顾客无须成本——运用口碑行销开发顾客，完全不必花任何经费。愈是能善用口碑行销，公司开发顾客的平均成本就愈低。

口碑行销就是免费广告——不必花一毛钱，也不会显示在财务报表上。

可以加强其他广告方式的效果——也就是说，打广告时，会引起更大的回响。

能够让业务人员的业绩更亮丽——因为顾客的正面反应，帮助业务人员更容易在未来谈成更多交易。

■顾客是最强有力的行销资产

因此，满意的顾客就是公司最强有力的行销资产。应该要尽全力做到以下几件事：

尊重顾客，还要保护顾客的利益

听取顾客的构想，而且要从善如流

不断让更多顾客感到满意

口碑行销不是行销

口碑行销其实根本不是“行销”，真正的做法有二，一是提供卓越的客服，让现有顾客主动向亲友推荐；另一项做法则是，供应棒得不得了的产品或服务，让顾客为之疯狂，忍不住四处向人炫耀。口碑是“活”的，会从你公司表现杰出的地方涌现。这跟花钱打广告恰恰相反，打广告不过是把公司行销部门的诉求散播出去。

■谁还需要打广告

企业只要能够赢得消费者的尊重，消费者自然会好好报答企业，主动为企业散播口碑。如果有更多企业懂得这个道理，这些企业从明天开始就不会再打广告，改把所有资源用来提升客服水准。数位录放影机制造商TiVo，就是这样引起消费者的兴趣。TiVo几乎不打广告，但是大家都认识TiVo。这是因为TiVo的用户都是死忠支持者，见到任何人都忍不住多说几句TiVo的好话。结果这家公司成长的原因，就是因为口碑推荐，不是因为花钱打广告。

■创造口碑不能有欺骗

口碑行销就是要让顾客为自己宣传，要做到这一点，就必须诚实。不能运用投机取巧的行销技巧，或是欺骗顾客；不能用操弄的方式，让顾客推荐自己，当然更不能假造口碑。要成功运用口碑，商品一定要是真材实料的，而且一定要做到自己当初对顾客的承诺。

如果想要假造口碑，最后一定会东窗事发。消费者很容易就看破造假资讯，判断能力绝对出乎你的意料。如果到处看到一模一样的评价，发表评论的却又都是不同的人，消费者一定会发觉这是刻意捏造的。这么一来，口碑就会造成反效果。消费者会开始一个告诉一个，让其他人知道你想要欺骗消费者，其中必定有鬼。只要在一开始就先表明自己的身分，说明自己的立场，当然就可以加入目前谈论中的话题。另外也一定要让员工或支持者，按照同样的高标准自我要求，清楚表明自己的立场。

■放弃投资报酬的思考模式

如果你好好思考自己公司的状况，大概就会明白，口碑的影响力，比自所知道的要大得多。企业会运用各种术语来称呼口碑，而且口碑不必花任何一毛钱，所以真的没办法计算口碑行销的投资报酬率。在预算书上，是看不出口碑这个项目的，既然没有投资，自然就没办法算出报酬率。但是，口碑为公司吸引到的新顾客，大概多过各种传统行销战术加总起来的效果。


关键思维

“口碑行销的重点不在行销人员，也不在行销活动。真正的重点是顾客以及值得推荐的理由，让顾客想要推荐你的公司以及商品。口碑行销适合用来行销各式各样的产品或服务，也适合用来宣传各种理想、观念、慈善团体以及组织，只要你希望引起大家讨论，都可以运用这种方法。行销其实不难，要达成最杰出的行销成果更不是难事。人都喜欢聊天。口碑行销最重要的目标就是，引发对公司有利的谈话。”


安迪·塞诺威兹



“传统的行销方式不再保证有效。传统行销方式可能会让你觉得比较放心，但是有愈来愈多企业发现，这些方法的效果愈来愈差。现在应该用全副心力让顾客满意，也就是要赢得顾客的信任与尊重，让顾客推荐你的商品。”


安迪·塞诺威兹



“口碑行销一直都是新兴商机最重要的来源，也一直都是开发顾客最省钱的方式。从现在起，正式采行这项最有效的行销策略，不要再执迷不悟。在预算书和营运计划书上，加进口碑行销这个项目，然后设定明确的目标，并且评量执行的绩效。把口碑行销列为最重要的待办事项，不要让口碑行销被其他比较熟悉、比较传统的广告方案排挤。”


安迪·塞诺威兹





放大镜

真实的资讯

消费者往往能分辨真实口碑与置入性行销。美国Pay Per Post（PPP）网站的服务是，承接广告客户的要求从事置入性行销，由PPP付费给博客作者撰写口碑资讯，这种做法从PPP创立之初就备受争议。批评者指出，PPP让被收买的博客作者在没有标记“本篇为付费广告”的相关讯息下，继续提供读者商品的口碑资讯。即使PPP在各方压力下开始规定，所有博客作者必须自我揭露（disclose）这篇文章是被“买通”的，批评声浪依然持续燃烧。



3项成因与4项原则　
英文



主要观念

顾客会想要推荐你的公司或商品，有下列3种原因：

欣赏你的公司和商品

推荐会让顾客有成就感

跟他人讨论公司或商品，会让顾客觉得彼此是同好

要运用口碑行销，必须注意下列4项原则：

商品要有趣，要让顾客想要讨论

要让顾客满意

要能赢得应有的信任与尊重

创造机会，方便顾客为你宣传

支持概念

顾客为什么愿意推荐？

当然，如果不了解有哪些原因会吸引顾客推荐，就没办法真正见到口碑行销的成效。人天生就喜欢谈天，但是顾客之所以愿意提及你的公司或商品，通常有下列3项原因：

■欣赏你的公司和商品

只要让顾客喜爱你的产品、售后服务，以及交易过程中的消费体验，就能赢得顾客的认同。如果顾客深深为你的商品着迷，就会想跟自己的亲友分享。进行引人瞩目的活动，让顾客有推荐的理由，举例来说：

举办趣味活动，例如开放顾客在情人节的时候，在汉堡专卖店订位。

找出自己的特点，制作成书面资料让顾客了解。

举办跳楼大减价特卖会。

推出酷炫的新系列产品，让顾客大力颂扬。

■推荐会让顾客有成就感

大家都希望自己是内行人，这样才可以向亲友透露最新的消息。内幕消息是非常奇妙的，可以让你在跟别人分享的时候，觉得自己很有学问。要让顾客因为能够分享对你公司和商品的了解，显得很有学问、很有办法，还很有面子。让顾客深入了解公司的状况，然后鼓励顾客和亲友分享。推荐自己喜欢的产品和品牌，可以让人展现出自己的特色和个性。让顾客觉得，推荐你的公司是又酷又时髦的。

■跟他人讨论公司或商品，会让顾客觉得彼此都是同好

渴望成为团体的一员，是对人类影响非常大的一种情绪反应。讨论大家都熟悉而且喜爱的产品，最能让人觉得自己与他人有共同点。这种共同点把许多跟自己志趣相投的人连结起来，让我们觉得自己是大家庭里的一员，不是影响力薄弱的消费者。要促成这种认同感，通常不能太刻意操作，因为如果提供实质奖励，鼓励顾客参与讨论，整个互动过程就会减少了部分的乐趣。比较适切的做法通常是，规划互惠的方法，让主动推荐的顾客以及接收到口碑推荐的顾客，都能借此获得益处，这样大家都会感到满意。

运用口碑行销的原则

想要运用对自己有利的口碑达成行销效果，必须遵守下列4项原则：

■商品要有趣，要让顾客想要讨论

没有人会想要讨论稀松平常、没有特色的产品。一个简单的道理是，如果商品很平凡，就没有人想要谈论。要给顾客值得讨论的理由，并且采取一些与众不同的做法。在进一步宣传之前，先认真自我检讨一下。问自己的另一半，看看自己提出的诉求有没有趣。如果并不有趣，再找出其他更有趣的诉求。

■要让顾客满意

研发令人眼睛为之一亮的产品，提供顾客卓越的售后服务，还要尽心尽力让顾客感受到非凡的体验。让顾客满意，是进行口碑行销最核心的要务，所以要制造出货真价实的产品，让产品发挥应有效能，然后要好好服务顾客。只要能够真正让顾客满意，长期下来一定会看到数倍的回报。

■要能赢得应有的信任与尊重

顾客不会推荐自己根本不信任的公司，这种反应是非常自然的，因为顾客不希望自己在亲友面前丢脸。要让顾客觉得，成为你的顾客是值得骄傲的事。要做到这一点，有时候只是举手之劳，例如记住顾客的名字等，有时候则必须有杰出表现，超越顾客的期待。不论要多么努力，一定要赢得应有的信任与尊重，让口碑行销发挥神效。

■创造机会，方便顾客为你宣传

实务上来说，就是要想出简单明了的诉求，并且建立具体的管道，让顾客可以与他人分享这个诉求。诉求最好是一句简单好记的句子，举例来说：

本公司软件绝对不会当。

我们有巧克力芝士口味的冰淇淋。

在您候位时，本餐厅会提供小点供您品尝。

我们公司名字怪怪，但服务一流。

只要能够把有趣的点子，精炼在一个句子里，就可以准备引起大家的讨论。想出各种方法，让自己的有趣点子好记又容易传播。做法可以很简单，例如在官方网站上公布这个点子，或是把点子加进广告文宣里，另外也可以把这个点子列在电子邮件中，或是张贴在博客上。要让自己的点子传播出去，有各种各样不同的做法，重点就是要引发讨论，而且要让讨论在自己没有直接主导的情况下，自然而然产生。



5大观念与12项要点　
英文



主要观念

口碑行销有5大观念，分别是：

口碑掌握在顾客手上，要习惯这一点。

你的作为，就是使用者体验，要给使用者绝佳体验。

网络会永远记录你的所作所为。

诚实是口碑行销最基本的要素。

口碑改变了计算盈亏的观念。

支持概念

细说口碑行销5大观念

■口碑掌握在顾客手上，要习惯这一点

不论你了不了解，其实顾客早就在他们自己的博客等线上论坛，讨论你的公司和商品。你可以善用顾客的讨论，或是完全不介入，让顾客自由发言。挑战在于，一定要让顾客长期给予正面的评价。如果能够做到，那么口碑推荐就能为你带来源源不绝的潜在顾客，而且这些潜在顾客都有意采购，要想办法做到这一点。

■你的作为，就是使用者体验，要给使用者绝佳体验

在现在，行销的重点不再是诉求内容，而是实际作为。因为顾客会在网络上给予评价，使得产品与服务的品质成为有力的宣传工具，宣传效果远大于各种广告形式加总起来的成效。如果品质真的像诉求一样好，就能赢得更多顾客的尊重，顾客也就会愿意购买你的商品。如果广告中说的是一回事，实际上品质完全不是那么回事，久而久之，顾客一定会发现。

■网络会永远记录你的所作所为

如果公司有品质不良、服务不佳的状况，一旦顾客把这种状况张贴在网站、博客还有留言板上，这种纪录就会一直跟着你。要避免这种状况，就一定要让大家对于公司形象的评论保持公允。一定要改正过去的纪录，不可以轻忽不良纪录，奢望大家会自然淡忘。

■诚实是口碑行销最基本的要素

不可以用大笔经费举办行销活动，掩盖产品品质不佳的事实，就好像不可以因为品牌的名声响亮，就奢望借此掩盖服务不佳的状况一样。要运用口碑，必须绝对诚实而且坦荡。口碑让顾客有发表意见的权力与机会，如此顾客不但可以吸引其他顾客，也可以警告其他顾客不要购买你的商品。尊重顾客、让顾客满意，自然就能获得理想的结果。

■口碑改变了计算盈亏的观念

口碑会让负面的形象快速蔓延，如果把负面形象造成的损害列入计算，那么许多看起来可以获利的点子，其实可能会是不当的营运措施。例如，在赌城拉斯维加斯的饭店，考虑向使用健身房的顾客每天收取29美元的费用。会计师可能会直接把这项措施列为获利，因为这可以为饭店带来额外的营收。等到顾客开始在博客或是其他网站上讨论你的饭店时，顾客的评论可能是：“这家饭店还不错，只不过会想尽办法榨干你身上的每一毛钱。”采取这项类措施，原本是希望能够在短期内创造营收，长期下来却会影响到企业的整体营运。要记住，只要妥善服务顾客，就能创造出商业上最强大的力量，那就是满意的顾客。最后，许许多多满意的顾客，能够让你赢得大家对公司的信任，而信任又能让业绩一路上扬。口碑会直接影响获利。

牢记12项要点

综合以上说明的各项口碑行销观念，我们可以得出，企业在网络时代从事行销活动，应该注意到下列12项要点：

现今最有效的广告形式，就是满意的顾客，要尽一切努力让顾客满意。

行销其实很容易理解，就是要设法赢得顾客的尊重和口碑推荐，然后让顾客为自己行销。

职业道德和卓越服务是最重要的，因为所有你想要追求的目标，都必须从这两项基础上出发。

真正的使用者体验就是公司的实际作为，不是广告上的诉求，更不是公关部门希望达成的效果。努力让顾客获得难以忘怀的体验。

负面的口碑是成长的机会，可以借此了解自己还有哪些地方必须改进。不要把负面口碑当成人身攻击，要真心倾听并且学习。

顾客其实已经在讨论你、你的公司还有你公司的商品。唯一可行的办法就是，加入这场持续进行中的讨论。

一定要能吸引顾客的目光，否则就会自动隐身在众家商品之中。如果不采取引人注目的独特做法，就可能会沦为平凡无奇的企业。

商品如果无法引起顾客讨论，就不要生产这种商品，一定要做到独特、出众。

把公司的发展历程，变成会让大家想要传颂的故事。

在大家热烈讨论的公司工作，一定比在无趣的公司工作，要有趣得多。

有效运用口碑行销，促使公司提供顾客更优质的服务，是相当明智的做法。顾客理应获得更优质的服务，要努力做到这一点。

在行销上，对顾客诚实以告，绝对比欺瞒顾客更能为公司带来获利，诚实以告是让顾客了解公司和商品真正的状况，而欺瞒则是告诉顾客与事实完全相反的资讯。一定要忠实面对顾客。


关键思维

“口碑行销就是要妥善服务顾客，只要顾客欣赏你的公司、公司的商品以及公司的作为，就会为你推荐。顾客的口碑，传播效果绝对比世界上任何广告形式都还要强大。口碑是非常神奇的，满意的顾客能够推动企业成长。毕竟，如果自己服务的公司是受到顾客尊重的，而且行事正直、商品有趣，还能妥善服务顾客，那么每天到这种公司上班，绝对会有趣得多。这也是缔造成功企业的绝佳方法。只要努力，一定可以做到。”


安迪·塞诺威兹







进行口碑行销的方法　
英文



主要观念

要成功运用口碑行销，必须做好下列5件事：

找到推荐人，也就是愿意推荐的顾客。

创造话题，让顾客有讨论的重心。

提供传播工具，让行销诉求进一步传播出去。

参与讨论，加入大家目前进行中的对话。

追踪口碑，了解顾客谈论的内容。

支持概念

强调5项要务

要有效运用口碑行销，必须根据下列5项要务，妥善规划行销计划。这5项要务分别是：

口碑行销计划
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■找到推荐人

所有行销诉求都一定要有传播媒介，通过媒介把诉求传达给听众。就口碑行销来说，顾客就是媒介。首先必须找到值得信赖的顾客扮演推荐人的角色，这些顾客要愿意推荐你的公司或是产品与服务。要赢得口碑，必须跟推荐人建立关系。

要跟推荐人建立起关系，可以采行以下4个步骤：

找出合适的推荐人——最适合的对象应该是热忱、人脉广，值得信赖的忠实顾客。只要仔细观察，有哪些人非常热爱公司商品，或是非常乐于在公开场合，穿上印有公司标志的服饰，起步应该就不会太难。有时候，员工或是专业的咨询顾问，也会是不错的推荐人。

建立可用的传播管道，定期与推荐人联系——基本上就是要订定计划，接触这些适合担任推荐人的人选，邀请这些人选向亲友推荐你的公司。如果能够坐下来写下一张备忘录，记下各个人选的状况，应该会很有帮助，在备忘录上要记的内容包括，这些人选在谈论的内容、经常往来的对象，以及最有效的联络方式等。只要能厘清各个人选的状况，就能规划出详尽的计划，有计划地接触这些人选，请他们帮忙推荐。可行的做法包括，专为推荐人设计快报，用电子邮件寄给合适人选，或是为推荐人设立专用聊天室或博客，邀请人选加入会员。一定要设法持续和这些人选联系。

创造有趣话题方便推荐人推荐——因为推荐人的天性就是，想要不断吸收新鲜资讯。推荐人会希望比一般顾客更早了解最新状况，这样才能维持自己在亲友面前的地位，要帮助他们站稳这个地位。提供推荐人下列资讯：

公司目前营运状况的详细资料

新产品和创新的研发进度报告

人事异动资讯

公司最即时的讯息

让推荐人满意，还要让他们时时跃跃欲试——时时关心他们，并且用一些简单的方法表达谢意。要做到这一点，可以考虑以下做法：

精心举办聚会活动，邀请所有推荐人参加，与公司成员面对面接触。

寄给推荐人感谢函，或是特价优惠和推荐人独享的折价券。

提供推荐人新产品的试用品，请推荐人指教。

安排推荐人参观工厂或生产设施。

为推荐人架设专属博客，感谢推荐人的努力，特别标记出张贴评论的推荐人，或是链接公司博客的推荐人。

采取上述4项步骤之外，也要方便新的推荐人加入。在公司官方网站上设置一个网页，专门让网友登录为会员，成为公司的新推荐人。另外也可以考虑设立顾客建议留言板，让推荐人集思广益，人数不必太多，大约在15到20人左右。这种留言板可以让公司听取推荐人的建议，建言可能含括公司营运的各个实务层面，尤其是研发中的新产品。另外也可以举办年度集会等活动，让推荐人聚在一起交换心得。

■创造话题

要真正促成口碑行销，必须不断提供推荐人有趣的话题，让推荐人可以跟亲友讨论。所谓创造话题，不是要构思精心设计的行销金句让推荐人宣传，而是要想出许多有趣的话题，让大家可以在适合的时机讨论一番。

在行销计划中，创造话题的步骤应该要尽量简单，不必太过复杂，以下分别说明：

找出目前真正值得讨论的话题——也就是说，话题要能引发兴趣和讨论。至于什么话题才真正值得讨论，大致上要看你公司的状况，但是以下几种话题，应该可以引起广泛的讨论，分别是：

大特价或是特惠活动

极为奇特的产品

一般大众买不到的独家或限量产品

杰出客服的模范

引人发噱的蠢事

与慈善团体合作

举办行销活动，活动内容要有趣，还要让人想要讨论——或许还可以配合令人难以忘怀的广告。另外，甚至可以进行病毒行销活动，设计电子邮件形式的文宣，方便大家转寄。如果在文宣中附上兑换券，让消费者兑换试用品，也可以让行销活动非常成功。如果能用一些耍宝的举动让人会心一笑，大家都会很开心地把记载这些噱头的快报，转寄给自己的亲友，也可以提供免费报告或是市场研究等资讯。另外还可以举办比赛，或在猫王的冥诞日赠送奖品给打扮成猫王的客人。不管怎么做，只要能促成口碑传播，就值得尝试。

采取适切做法，让大家想要讨论你的公司——这样才能改变公司的状况，从原本要花钱传播广告诉求，转变成可以通过口碑的力量，不花一毛钱就吸引到新顾客。该采取什么做法来达成这一点，完全由你自己判断，不过通常可以采行以下做法：

生产令人无法抗拒的绝妙产品。只要让顾客喜爱你的商品，就算不再进一步提示，顾客也会热情推广你的品牌。

采取产业里独一无二的做法。或许可以学习耐吉的经验，让顾客自己设计自己要的鞋子，或是简单一点，推出“只此一家，别无分号”的独门商品。美国美劳产品公司Crayola就研发出一种神奇麦克笔，这种笔只有在特殊纸张上才能书写，在房间的墙壁上就写不出来。像这种事情，就是有趣又令人想要讨论的。

让顾客享有难以忘怀的顾客体验。

在品牌中埋进能够引发口碑的种子。美国“先进保险公司”一直都会列出竞争对手的报价让保户了解，即使竞争对手的报价比较优惠，还是一样明列出来，这么做引起了许多人的讨论。同样地，电子零售商百思买的电脑维修服务团队“奇客小组”，也是很能引起讨论的，因为维修人员会穿得拙拙的，开着“奇客车”到府服务。上述种种观念，都可以让顾客自然而然想要向亲友推荐。

■提供传播工具

创造出小小话题之后，接下来就必须提供传播工具，让行销诉求可以广泛传播。如果能够确实做到这一点，就可以让现在已经在散播的口碑，更一进步发挥作用。不用说，网际网络会是散布口碑行销诉求时，最得力的好帮手。

下列口碑行销的工具，是你一定要具备的，包括：

直接请顾客推荐——因为如果不请顾客推荐，大多数顾客其实是不会想到要推荐的。只要真心请顾客帮忙，就能引起顾客注意，使他们实际为你推荐。我们可以发挥创意，用不同方式呈现这样的请求，例如：

在网站上放一句：“别忘了呷好到相报喔！”

在网站上放一句：“别忘了告诉亲朋好友哦！”

训练业务人员，要业务人员请顾客向亲友推荐。

在收据上印上请帮忙推荐的字样。

在一封电子邮件中载明所有行销资讯——才能方便顾客把邮件转寄给其他人。有时候，想要请顾客转寄邮件，只要直接开口请顾客转寄就行了，有时候则要反向操作，特别注明：“私人邮件，请勿转寄”，这么做几乎可以保证，顾客一定会转寄邮件给亲友。

在公司官网的每个网页上，都放上“推荐此网页”的链接——这样可以让口碑毫不费力地自然产生。你甚至可以允许顾客加上个人想要发表的内容，不过不一定要这么做。影音分享网站YouTube就是靠这种方式快速走红，对YouTube的会员来说，要向亲友推荐是再简单不过的事情。

努力加速分享——推出“两人同行，一人免费”的优惠办法。这样可以吸引更多人散布口碑。要让顾客可以很方便地邀请亲友一起惠顾。

提供有趣文宣，方便顾客跟亲友分享——可行做法包括，设计电子文宣，方便顾客剪贴、转载，也可以在购物袋里放进传单，或是在产品包装里放进折价券，告知更多优惠讯息等。只要能方便顾客跟亲友分享，顾客通常就会帮忙推荐。

设立博客——让顾客可以畅所欲言。设立论坛，吸引死忠顾客上网发言。克制自己控制言论的欲望，因为负面评论可以让大家觉得博客的内容是真实可信的，只要尽可能回应每一项负面评论，网友一定会尊重你的作为。

在公司官网上设立专用留言板——让顾客可以上网交换心得、讨论最新消息。留言板能够吸引许多志同道合的网友，也能够让公司获得许多建议，这些宝贵建议，对公司未来进行口碑行销活动，会非常有帮助。

善用独家、内幕还有惊喜——因为这些要素都是有力的口碑行销工具与方法。采用VIP会员制，让VIP会员享有一般顾客没有的特权。只有获得邀请，才能成为VIP会员，还要让现有会员拥有提名权，可以推荐自己的亲友入会。接下来就要让VIP会员有机会在商品上市之前，早一步一窥究竟。VIP会员对于新产品的热忱，很快就会感染到其他人。你甚至可以运用这种VIP会员制，帮助自己进行产品研发。

■参与讨论

至少要有两个人才能进行对话，如果光是一个人在说，就没有办法交谈。因此，如果发现有人在谈论自己的公司，一项很重要的工作就是要加入这个对话，还要设法吸引有意愿讨论的人加入。愈是认真投入这个对话，参与对话的人就会因此对你更加了解。想要引起对自己有利的口碑，就要参与对话。

那么，到底应该怎么加入这些对话？可以采行下列方法：

指派特定员工负责，每天搜寻各种跟公司以及产品或服务有关的讨论——这样至少可以知道大家讨论的内容。

尽量提出回应——这样才能向称赞自己的顾客表达谢意，并且回覆那些有问题要处理的顾客。想出可行办法让顾客满意，例如可以这样回应顾客投诉：“您好，我是XYZ公司的佛瑞德，得知您使用本公司产品Floozebrator时发生问题，令我感到十分意外。请试着按照以下建议操作，如果还是不能解决问题，请以电子邮件通知我，我会安排专人为您解决。”

定期发表意见——这样使用这种沟通方式发表意见的顾客，才会知道你很注重顾客的意见。运用自己的知识和专业，在这个对话里发表有价值的意见。

鼓励每位公司员工加入目前进行中的讨论——因为职务高低真的不重要。如果员工发现问题并加以回应，就应该给予奖励。公司里最真诚的博客作者，一定是第一线员工，不会是行销或公关部门的员工。鼓励员工对顾客诚实以告，但是也要订出回应的方针和原则供员工依循。要让每位员工都加入讨论。

在加入这类对话时，态度要合宜——也就是说要真心讨论，不要总是在推销。谈话内容要符合目前讨论的话题，不要不断推销公司的产品。遵守留言板现行的规范，还要提出真正有价值的意见。没有人有兴趣知道，你跟竞争对手比起来好在哪里，顾客只想知道，自己的问题该怎么解决。帮助顾客解决问题，而且一定要表明自己的身分。如果试图假冒其他人的身分，一定会有人揭发你，然后公司的信誉就会岌岌可危。

最重要的是，要全心为顾客解决问题——努力让顾客满意。大家都知道，错误是一定会发生的，但是在顾客看来，怎么改正错误，才是真正重要的。如果有顾客批评公司，就要诚恳回应，并且勇于改正错误。只要能妥善处理发生错误的状况，通常就能让最热忱的博客作者，成为自己最大的支持者。如果这些博客作者知道，公司有人认真阅读自己当初发表的意见，会感到非常高兴。如果接下来能够采纳博客作者的建议，并且尽力解决他们关心的问题，就能赢得他们的尊重。但这并不表示，你就能够说服最顽固的批评者，因为这是不太可能的事，不过至少要表明自己的看法，并且提出证据，证明自己努力改正错误，这样一来，态度持平的网友自然会自行判断。这么做最主要的目的，就是要赢得信任与尊重。

■追踪口碑

顾客之间的口碑最有价值的地方在于，你接收到的讯息都是最真实的，不是行销或公关人员过滤过后的讯息。因此，口碑比其他各种行销研究都更有效。口碑是顾客最真实的反应，也是绝佳的提示，让自己了解公司未来该如何改进。

因此，必须评量并且了解顾客对自己的评价。要做到这一点，可以采行以下简单的方法：

运用免费网站搜寻各种博客——这样才能追踪到推荐人是从哪个网站发表评论，以及推荐人还会浏览哪些网站等。找出自己希望影响的推荐人，了解他们的背景，看看这些推荐人有没有什么共同之处，可能会形成意见的盲点。

鼓励顾客提出建议——运用简单的方法，让顾客可以在公司官网上提出建议。如果还能增设留言板，方便顾客发表正面或负面的评论，这样可以让顾客了解，你行事非常坦荡。另外还要在每个产品包装里，附上邮资预付的意见卡，让顾客了解，你非常想要了解顾客的意见。

把各种推荐管道都整合在官网上——这样每次有人使用某一种管道，网站都会回报。检视各种顾客正在讨论的话题，了解目前最热门的话题是什么。

鼓励所有员工倾听顾客声音——尤其是公司的高阶经理团队。如果公司的执行长设立了个人博客，就能够让员工清楚了解，大家都应该起而效尤。如果官网上有很多公司员工，认真回应顾客的要求，就能跟顾客进行有实质意义的对话，不会只是要顾客接收广告讯息。

在广告邮件上使用回应代码？——借此了解订购商品的是原来收到邮件的人，还是其他人。如果购买的是其他人，就表示顾客会想要把你的广告邮件转交给亲友，这是很好的现象。如果不是，那么就要考虑改进做法，提升广告邮件的传播效果。

在各种线上订购表格中，加进回应功能——让顾客可以用评分方式，回答下列这个问题：“您会不会向亲友推荐这项产品？”，分数可以定在1分到10分。这样应该可以明显看出，有多少顾客感到满意，又有多少顾客感到不满，接下来就要好好让自己的分数进步。顾客的评分愈高，就会有愈多人愿意推荐，公司获利也就会愈高。



口碑行销工作表范例　
英文



要进行口碑行销，只要做好下列5项简单的步骤：
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关键思维

“消费大众的信任以及满意顾客的推荐，是你最有力的资产。一定要把这项资产，列在资产负债表以及营运计划书中。不论是要评估产品的品质、客服人员的可信度与应对态度，或是特定行销或业务人员的表现，都必须把口碑行销对获利的影响列入考量。传统广告方式的效果已经下降，因为消费者不相信广告，他们能够看透广告华而不实的真面目，因此不理会广告。如果每位行销人员都懂得尊重消费者的口碑，行销诉求就会变得更实在。”

安迪·塞诺威兹



放大镜

回应代码

一般公司在设计广告应用程式时，会在要寄发的邮件里加入回应代码，用不同代码代表回覆邮件者的身分。当公司主机收到回应邮件，就可以通过代码判断，对方是不是预设收件者，并且借此看出，公司发出的邮件被转寄的比率高不高。



MAIN IDEA





中文



Word of mouth marketing really isn't about marketers or even marketing. It's all about creating happy customers and making them your best advertisers. If people like what you do, they will want to tell their friends about your product or service as well. This is word of mouth marketing in a nutshell.

The characteristics that make word of mouth marketing great for your business are:
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It works for any kind of product, any kind of service and any kind of company or organization, even non-profits.

You don't need a marketing budget for word of mouth. You replace capital expenditure with creative thinking to make it work.

Word of mouth marketing is often so simple and so obvious that people forget to try it.

You can do it yourself. You don't have to hire an expensive agency to create impressive word of mouth for you.



What Is Word of Mouth Marketing?　
中文



Main Idea

Word of mouth marketing is giving people a reason to talk about you and then finding ways to amplify and accentuate that conversation. When you say something, it's marketing. When your customer says the same thing, then that's word of mouth.

Supporting Ideas

An "Organic" Form of Marketing

■The definition of word of mouth marketing

Word of mouth marketing can be defined in a number of different ways:

The art and science of building active, mutually beneficial consumer-to-consumer and consumer-to-marketer communications

Giving people a good reason to talk about your stuff and then making it easier for that conversation to take place

Having such great products, services and customer service that people just naturally want to tell all their friends about you

Regardless of how it is defined, word of mouth marketing has always been around because people love to talk. The difference today, however, is that word of mouth marketing has evolved to become actionable rather than accidental and largely anecdotal. Word of mouth marketing has become the fastest growing form of marketing today because an array of new tools have emerged that help facilitate this. People also understand the concept better and have learned how to harness it rather than allowing things to happen by chance.

■Credible and believable

The key distinguishing feature of word of mouth marketing is the fact that it is organic rather than tightly scripted. It springs naturally from what you do well rather than being orchestrated and managed. For this and other reasons, word of mouth marketing is more credible and believable. It comes across to consumers as being genuine rather than the end result of carefully designed advertising and marketing. If you have a product that people love so much they just can't stop talking about it, that's a very nice place to be.

The Most Profitable Form of Marketing

Simply put, word of mouth marketing is the most profitable marketing you can do. Nothing else you can do will make you more money. Why is this a fact? There are several reasons:

No acquisition costs-any customers you acquire through word of mouth marketing are free. The more you can get in this way, the lower your average costs of acquiring new customers becomes for your business overall

Word of mouth is free advertising-it doesn't cost a cent and won't show up on your financial records

Word of mouth can increase the effectiveness of all other forms of advertising-meaning you get more bang for your buck when you do advertise

Word of mouth makes your salespeople more productive-because positive feedback makes it easier for them to close more deals in the future

■Customers are the most powerful marketing asset

With this in mind, satisfied customers are the most powerful marketing asset you have as a business. You should be doing everything possible to:

Treat them with respect and protect them

Listen to their ideas and act on them

Keep adding new people to this pool of satisfied customers

Word of Mouth Marketing Isn't Marketing

Word of mouth marketing really isn't "marketing" at all. It really comes down to providing such great customer service that your existing customers want to tell their friends, or supplying such fantastic products or services that people rave about them and can't resist showing them off. Word of mouth is "organic"-it springs naturally from the positive qualities of your company. This is the opposite of paid advertising, that is merely the amplified wishes of your marketing department.

■Who needs advertising?

Consumers reward the companies that earn their respect with great word of mouth. If more companies understood this, they would stop advertising tomorrow and instead put all their resources into better customer service. This is what has made TiVo such an interesting company. They hardly advertise at all, but almost everyone knows what TiVo is. This is because TiVo owners are fanatics who can't stop talking about it. The result is that the company grows through word of mouth endorsements rather than paid-for advertising.

■Word of mouth can't involve deception

Word of mouth is about giving your customers a voice. To achieve that, you have to be honest. You can't use stealth marketing techniques or deception. You can't trick customers into giving you a word of mouth recommendation. Nor can it be faked. Word of mouth only succeeds when you are the genuine article and when you deliver on what you have promised in the first place.

If you try to fake word of mouth, you'll get found out. People are incredibly good at sniffing out fake information. They will take note if the same review pops up again and again, supposedly submitted by completely different people. If you do that, word of mouth will work in reverse. Everyone will start passing on the fact that you tried to be deceptive and that therefore something weird is probably going on. There's no problem whatsoever with you joining in any ongoing conversations as long as you disclose who you are and what you stand for right up front. You also have to make sure all your employees or volunteers follow this same high standard of disclosure.

■Give up the investment return mentality

When you pause and think about your business, you'll probably realize that word of mouth already has a much larger impact than you've acknowledged thus far. Businesses have a number of ways to describe word of mouth using different terminology. Also, since word of mouth doesn't cost anything, you really can't calculate your rate of return on investment. It doesn't show up as a budget item, so you can't calculate what the return is on zero investment. But it's probably been there generating more new customers than all of your more "traditional" marketing tactics combined.


Key Thoughts

"Word of mouth marketing isn't about marketers or marketing. It's about real people and why those real people would want to talk about you and your stuff. Word of mouth marketing works for any kind of product or service. It also works for causes, ideas, charities and organizations-anything you want people to talk about. Marketing shouldn't be hard, and the best marketing never is. People love to talk. Word of mouth marketing is about earning that good conversation."


Andy Sernovitz



"Traditional marketing is no longer the safe way to go. It may make you feel more comfortable, but it is becoming gradually less and less effective for more and more companies. It's time to focus on making customers happy-earning their trust and respect and getting them talking about your stuff."


Andy Sernovitz



"Word of mouth marketing has always been your most important source of new business. It's always been your least expensive source of new customers. It's time for your most effective marketing strategy to become official, to move out of the marketing orphanage. It's time to create a space for word of mouth marketing in your budget and business plan, setting clear objectives and measuring the results. Put word of mouth at the top of your to-do list. Don't let it get lost or buried under much more comfortable, traditional advertising programs."


Andy Sernovitz







The 3 Reasons and 4 Rules of Word of Mouth　
中文



Main Idea

The 3 reasons people will talk about you:

They like you and your stuff

Talking makes them feel good

They feel connected when they talk with others

The 4 rules of word of mouth marketing:

Be interesting and worth talking about

Make your customers happy

Earn the trust and respect you want

Make it easy for people to talk about you

Supporting Ideas

What Makes Customers Talk About You?

Of course you won't really get any decent amount of word of mouth marketing happening until you genuinely understand what motivates your customers to talk about you. People naturally love to talk, but there are three general motivations that will get them talking about your business:

■They like you and your stuff

This happens when people love your products, your after-sales service and their overall experience in dealing with you as a customer. If people are passionate about what you offer, they will be interested in sharing that with their friends. Do something noteworthy so you give people something to talk about. Some ideas:

Try something fun-like allowing people to make reservations at a hamburger joint on Valentine's Day

Find something special and publish a report about it

Have an insanely great sale

Stock a new line of products that are so cool people will actually rave about them

■Talking makes them feel good

Everyone likes to feel like they are in the know. They can then enjoy bringing their friends up to speed. Inside information is a wonderful thing because it makes you feel smart when you share it. Let people look smart, help others and feel important by sharing what they know about your company and what you offer. Bring customers into your inner circle and then encourage them to share. People express their individuality and personality by talking about the products and brands they like. Make it cool and trendy for people to be talking about you.

■They feel connected when they talk with others

The desire to be part of a group is a powerful human emotion. Talking about products we know and love is a great way to make those connections. It creates a bond with like-minded individuals who share our passions. We feel like part of a larger family rather than a powerless consumer. Encouraging this to happen more often takes a light touch, because if you offer prizes or rewards, part of the fun goes out of the entire interchange. It's usually better to engineer some kind of deal where both the initiator and the recipient of word of mouth recommendations receive a mutual benefit of some kind or another. Then everyone feels good about it.

The Rules of Word of Mouth Marketing

If you want some worthwhile word of mouth marketing to take place, there are four rules you need to follow:

■Be interesting and worth talking about

Nobody wants to talk about boring products that are generic or indistinguishable. The simple dynamic is that if you're boring, nobody will talk about you much. Give people a reason to talk. Do something extraordinary. Before you run more ads, run a reality check. Ask your spouse if what you're saying is interesting. If not, find something else to talk about that is much more interesting.

■Make your customers happy

Create amazing products, provide superior after-sales service and go the extra mile. Do everything possible to make the experience of being your customer remarkable. Having happy customers is at the core of word of mouth marketing, so make products that do what they are supposed to do and then treat people very well. It will pay you back many times over if you can create genuinely delighted customers.

■Earn the trust and respect you want

People won't talk about a company they don't trust themselves. This is a natural thing because people don't want to be embarrassed in front of their friends. Make people proud enough to tell others they are a customer of yours. Sometimes this is little things like remembering their names; at other times it will be doing nice things beyond what people expect. Whatever it takes, earn the trust and respect you want and need to make word of mouth marketing amazing.

■Make it easy for people to talk about you

In practical terms, this means you need to find a very simple message and help people actually share it in some tangible way. You'll need a one sentence message anyone can remember, along the lines of:

"Our software doesn't crash."

"We offer chocolate cheese flavored ice cream."

"We give you snacks while you wait for a table."

"We have a quirky name but great service."

Once you've got an interesting idea encapsulated in a single sentence, you're then ready to get the conversations started. Come up with a whole bunch of ideas that will make your interesting idea portable and easy to spread. This may be something as simple as announcing it on your website or including it in your brochures or other promotional materials. Put the idea in your e-mails or use it in some blog postings. There are loads of different ways to get the idea circulating. All you need to do is seed the conversations and enable them to happen without any direct involvement on your part.



5 Big Ideas and 12 Points of Word of Mouth Marketing　
中文



Main Idea

The five big ideas of word of mouth marketing:

Customers are in control-get used to it

You are the user experience-make it great

The Web creates a permanent record

Honesty is essential for word of mouth

Word of mouth changes the math of business

Supporting Ideas

Taking Each of These Ideas in Turn

■Customers are in control-get used to it.

Whether you realize it or not, people are already talking about you on their blogs and in other online forums. You can either use this fact to advantage or let things happen without you. Your challenge is to make sure what is being said about you is good on an ongoing basis. If you can achieve that, then word of mouth recommendations can deliver a steady stream of people predisposed to buy. Learn how to make this work.

■You are the user experience-make it great

Marketing today is much more about what you do rather than what you say. Online word of mouth means what you deliver to customers counts for more than all your advertising combined. If you do what you say, more people will respect that and choose to do business with you. If you advertise one thing but deliver something entirely inferior day to day, people will be aware of that too.

■The Web creates a permanent record

Problems and foulups live on indefinitely when they are posted to websites, blogs, message boards and so forth. To offset that, you need to ensure the human face of your company gets equal coverage. You need to correct the record rather than ignoring it and hoping it will go away.

■Honesty is essential for word of mouth

You can't hide a bad product behind an expensive advertising campaign, in just the same way that you can't hide bad service behind a big brand. Word of mouth requires absolute honesty and transparency. It gives the customers a voice and provides a platform for them to either attract others or warn others away. Respect them, make them happy and everything will work out just fine.

■Word of mouth changes the math of business

When you factor in the negative value of bad publicity multiplied by word of mouth, ideas that look profitable on the surface may end up being bad business moves. For example, consider a Las Vegas hotel that charges $29 a day to use the gym. An accountant may look at this as pure profit because it is an additional revenue stream. When customers start reviewing your hotel on their blogs or other sites, they may add comments like: "The hotel was nice, but they went out of their way to squeeze you for every last dime." What started out as something that would make you money in the short-term ends up hurting your business over the long haul. The moral is that if you treat your customers well, you end up creating the most powerful force there is in business: a satisfied customer. Ultimately, loads of satisfied customers translate into public trust that greases the skids for more transactions in the future. Word of mouth has a direct impact on bottom line profits.

Remember the Following 12 Points

When you combine all of these ideas together with everything that is known about word of mouth marketing, you end up with a 12-point marketing manifesto for the Internet era of business:

The best form of advertising that exists are happy customers. Do everything you can to make your customers happy.

Marketing is actually quite easy to understand. Earn the respect and word of mouth recommendations of your customers, and let them do your marketing for you.

Ethics and great service come first, because they lay the foundation for everything else you want to do.

You are the user experience-not what your ads say and not what your PR department hopes. Give customers memorable experiences.

Negative word of mouth is an opportunity to learn what you need to fix. Don't be offended. Listen and learn.

People are already talking about you, your company and your offerings. Your only viable option is to join the ongoing conversation.

Be interesting or you automatically become invisible. You risk fading into the general background of business unless you do something noteworthy and exceptional.

If it's not worth talking about, it's not worth doing. Stand out from the crowd.

Make the story of your company one worth talking about to other people.

It's always more fun to work for a company others are talking about than it is to work for a boring company.

It's smart to harness word of mouth productively to make businesses treat people better. Customers deserve a better deal. Give it to them.

Honest marketing about what you are will always make more money than dishonest marketing that tries to paint a different picture. Be yourself.


Key Thoughts

"Word of mouth marketing is about being good to people. Real people will talk about you when they like you, your stuff, and the things that you do. The word of mouth they create is far more powerful than all the advertising in the world. It's a wonderful thing. Happy people grow your business. In the end, it's much more fun to go to work each day at a respected company that is honest, fun, and treats people well. It's also a great way to become a successful business. You can make that happen."

Andy Sernovitz





How to Do Word of Mouth Marketing　
中文



Main Idea

Five T's of great word of mouth marketing:

T-1-Talkers-find people who like to talk

T-2-Topics-give them something to discuss

T-3-Tools-help the message travel farther

T-4-Taking part-join the ongoing conversation

T-5-Tracking-study what people are saying

Supporting Ideas

Emphasize the Following 5 Elements

To get some effective word of mouth marketing happening, you need to develop a plan with five elements:

Word of mouth marketing plan
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■Talkers

All marketing has a medium that carries it to the listeners. When it comes to word of mouth, other people are the medium. Your job is to find real and credible people who like talking about your company or your products and services. To generate word of mouth, you've got to take care of your talkers.

There are four steps in taking care of your talkers:

Identify the right talkers-who more than likely will be regular customers who are passionate, well connected and credible. If you keep an eye out for people who are enthusiastic or who are happy to wear your logo in public, you'll be off to a good start. Sometimes employees or professional advisors make good talkers.

Create a communications channel you can use to reach your talkers regularly-basically a plan to reach the right people and invite them to have some hand son involvement. It may help if you sit down and write a one-page memo that profiles your talkers, what they are already talking about, who they typically inter-act with and how best to contact them. Once you have their profile in mind, you can then develop a detailed plan for reaching them and enlisting their aid. You may choose to create an e-mail newsletter specifically for them or invite them to a chat room or b log developed just for them. Make sure you can connect with these people on an ongoing basis.

Give these people interesting topics to talk about-because talkers live on a constant diet of fresh information. They want to know what's happening before anyone else so they can maintain their status with their friends. Help them do that. Provide them with:

Detailed data about your current business operations

Progress reports on new products and new innovations

The comings and goings in your staff

Up-to-the-minute company news

Keep your talkers happy and motivated-by paying attention to them and doing little things for them that say thanks. To do this, you might consider:

Throwing a great party and inviting all your talkers along to meet your people in the flesh

Sending them thank-you notes and vouchers for special and exclusive deals

Supplying them with samples of new products and inviting them to give you their opinions

Arranging tours of your factory or production facility

Running a b log specifically for talkers that acknowledges their efforts and gives prominent links to people who post comments or link back to you in some way

By the way, you should also make it easy for new talkers to get involved. Have a page on your corporate website where people can sign up to participate. You might consider setting up a customer advisory board where you can get talkers working together in small groups of 15 to 20 people at a time. These boards can provide feedback on every practical aspect of your company's operations, but in particular on new products under development. You can also run annual conventions or other live events where these people can get together and compare notes.

■Topics

To really encourage word of mouth marketing to happen, your job is to keep feeding these talkers interesting things to discuss with their friends. This is not about providing them with a highly structured and scripted marketing sound bite, but more about generating a smorgasbord of interesting topics worth discussing as the opportunities arise.

The steps involved in this part of your word of mouth marketing plan should be simple rather than over the top:

Find a topic well worth discussing today-something that will just naturally spark interest and conversation. What this is will depend on your business to a large degree, but a newsworthy topic may include:

A great sale or special offer

Some highly unusual product offer

An exclusive or private offer not available to the public

An example of some exceptional customer service

Something silly that will make people smile

Your new partnership with a charity

Create a campaign that is interesting and well worth talking about in and of itself-perhaps that has some memorable advertising as an integral part. You may even create a viral campaign by sending out some e-mail messages that are designed to be forwarded to lots of other people. Including something as simple as a coupon that is redeemable for a product sample can be hugely successful. If you do something wacky that gets a few chuckles, people will happily forward a newsletter about your stunt on to their friends. Or you may offer a free report, some market research or other information products. Hold a contest or offer free products to everyone who comes in dressed like Elvis on the anniversary of his birthday. Whatever you can do to stimulate more word of mouth is worth trying.

Do something that makes your company "buzz worthy"-so you can make the transition from a company that is paying to send out advertising messages to one that is pulling in new customers for free through word of mouth. How you do this is up to you, but generally it will be a mix of:

Extraordinary products that are irresistible. If people love your stuff, they will become ambassadors for your brands without any further prompting.

Doing things that are, by their nature, unique within your industry. This may be something along the line of Nike letting customers customize their shoes or simply stocking hard-to-get items that nobody else offers. Crayola developed a magic marker that works only on special paper and not on the walls of a house. Things like that are interesting and buzz worthy.

Offering an unforgettable customer experience

Building little word of mouth clues right into your brand. Progressive Insurance always provides quotes from its competitors, even when those competitors are offering better prices. That gets people talking. Similarly, Best Buy's computer repair service, the Geek Squad, is very newsworthy because the technicians dress as nerds and arrive at your home in a special Geek mobile. Everything about the concept is something customers will just naturally talk about with their friends.

■Tools

Once you've got a little bit of buzz, you then need to provide some tools that will help your message travel far and wide. If you can do this effectively, you can amplify all the word of mouth that is happening. The Internet is obviously going to be your most powerful ally in spreading word of mouth messages.

Some must-have word of mouth marketing tools are:

Simply ask people to spread the word-because the fact is most of your customers won't think to do this until you ask them to. By asking nicely, you trigger their awareness and get them into action. This invitation can be couched in several different and creative ways:

Put "Don't forget to tell a friend" on your website

Train your salespeople to ask customers to tell their friends

Print the request on the receipt

Put all your information in an e-mail-so people can easily forward it on to others. Sometimes you can get people to forward an e-mail by inviting them to do so, while at other times if you add a warning "PRIVATE: DO NOT FORWARD" this will almost guarantee they send it on to all their friends.

Add a tell-a-friend link to every page on your corporate website-so you make it very easy and painless for word of mouth to happen. You can even allow them to add in a personal message if they want, but this isn't absolutely essential. This is how a site like You Tube became so big so quickly. It was super-simple for one user to be able to spread the word to their friends.

Try to multiply the sharing-by offering two-for-the-price-of-one deals. This gets more people involved in spreading the word. Make it easy for people to involve their friends.

Give people interesting stuff to share with their friends-whether this is electronic stuff ready to cut and paste, handouts in shopping bags, coupons for more great deals in shipped packages, etc. Make it easy for people to refer their friends and they often will.

Set up some blogs-where customers can say whatever they want. Provide a forum where great raves can be made available. Resist the urge to censor, because negative comments provide authenticity and credibility. Just respond to each negative comment as best you can, and people will respect that.

Create your own message board on your corporate website- where people can come to swap stories and generally discuss what's going on. A message board generates a community of like-minded people. It also creates an archive of feedback that can be very useful for future word of mouth initiatives.

Use exclusivity, secrets and surprises to good effect-because these are all powerful word of mouth tools and techniques. Create a VIP club whose members receive privileges not available to the general public. Make inclusion in this group by invitation only and allow existing members to nominate their friends. Then let your club members get advance notice and sneak previews. Their enthusiasm for what's in the pipeline will then spread to others. You might even be able to involve this VIP Club in your own product development efforts to good effect.

■Taking part

Conversations require at least two people. They die out when there is only one person doing all the talking. Therefore, when you find someone who is talking about you, it's vital that you join the conversation and engage the people who are ready to talk. The more you put into these conversations, the more the other participants will get out of them. If you want good word of mouth to be happening, get involved.

So how exactly do you go about joining these conversations?

Assign someone on your staff to spend time every day looking for conversations that mention your company and/or your products or services-so you at least know what is being said.

Reply and respond in any way you can-so you can thank the people who are saying nice things and get back to the people with problems to fix. Come up with workable ways to make people happy by addressing their complaints: "Hello, I'm Fred from XYZ Company. I was appalled to hear you're having problems with your Floozebrator. Try this idea and if it doesn't work, e-mail me and I'll hook you up with the right people to take care of it."

Become a regular contributor-so the people who use that way of communicating know you're interested in what they have to say. Use your know-how and expertise to add something of value to the ongoing conversation.

Encourage anyone and everyone in your company to join the ongoing conversations-because titles really don't count. Reward anyone who finds a problem somewhere and responds. Your most genuine bloggers will be rank-and-file employees rather than your marketing or PR folk. Encourage people to be honest, but also give them guidelines and rules of ethics to follow. Get everyone involved.

Use good manners and common sense when you join these online conversations-that means talking rather than overtly selling all the time. Stick to the topic being discussed rather than trying to constantly push your products. Respect the protocol of the message board in use and be a worthwhile contributor. Nobody really wants to hear about why you're better than your competition, but they do want to get answers to their problems. Help them. And always be quite open about who you are. If you try and pretend to be someone else, someone will always spot you as a fake and then you have a major blow to your firm's credibility on your hands.

Above all else, focus on fixing people's problems-and making them happy. Everyone knows mistakes happen, but it's what you do to respond to those mistakes that matter in the eyes of customers. If people are saying bad things, respond honestly and with a willingness to set things right. If you handle these situations effectively, you'll often find that the most passionate bloggers become your greatest fans. They will be pleased that someone from your company is reading what they wrote in the first place. If you then follow through and go out of your way to address their concerns, they will respect that. This is not to say that you'll win over your most hardened critics because that's not really feasible, but at least when you tell your side of the story and documenting your efforts, fair-minded readers will make their own decisions. This is more a matter of earning trust and respect than anything else.

■Tracking

The great thing about word of mouth conversations is that you're getting the real oil rather than something that has been filtered through your marketing or PR people. For that reason, word of mouth is superior to any other type of market research. It is the authentic voice of your customers as well as a great way to learn how to become a better company in the future.

Accordingly, you need to measure and understand what people are saying about you. There are some simple things you can and should be doing in this regard:

Use all the free websites that search the blogs-so you can track where the talkers are coming from, what other sites they've visited and so forth. Identify the talkers you want to influence and their backgrounds to see if there are any common factors that might suggest a problem.

Encourage feedback-by putting a simple feedback form on your website. If you also add an online message board where people can post their comments good or bad, that will signal that you have nothing to hide. Also include postage-paid comment cards in every package you send out to show you're serious about listening.

Integrate tell-a-friend forms right into your website-and then get your site to send you a report each time the form is used. Look at the topics being discussed for clues on what is a hot topic at the present time.

Encourage everyone to get out there-especially your senior management team. If your CEO has his or her own blog, that sends a good signal to everyone else that they should follow suit. If the site then has plenty of people from inside your company responding to genuine requests from outside the company, you'll have a very robust way to talk with your customers rather than merely pushing advertising at them.

Use the response codes on your direct mail pieces-to see whether the original recipient is responding to your offers or someone else. If others are buying, that would suggest your mailings are being passed along, which is good. If that's not happening, consider what can be changed to improve results in this area.

Add a feedback device to all your online order forms-on that customers can rate their responses to one question on a 10-point scale: "Would you recommend this product to a friend?" This should highlight the number of people who respect you and the number of people you annoy. Over time, work to improve your score. The better your score in this area, the greater the amount of word of mouth that will happen and the higher your profitability will become.
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Everything you need to make word of mouth marketing happen in 5 simple steps
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Key Thoughts

"The trust of the public and the voice of a satisfied customers are the most powerful assets you have. You need to put those assets in the balance sheet and your business plan. Whether in the fundamental quality of your products, the reliability and courteousness of your service team, or a specific marketing or sales effort, you have to take into account the impact of word of mouth on your bottom line. Traditional advertising is hurting because consumers don't trust it, they see through the slick production values, and they tune it out. When all marketers learn to respect consumers' word of mouth, all marketing will become more honest."

Andy Sernovitz
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