


From Browser To Customer 

Welcome 



Introduction 

Paul Tansey 



Agenda 

1. Introduction stuff 

2. Getting On The Same Page 

3. Word of Mouth (WoM) Marketing  

1. Customer Delight & The Value of a ñFanò 

2. Measuring Your Customer Delight  

3. The Power of Testimonials 



Agenda 

4. WoM Marketing with Facebook 

5. Mobile & Local (MoLo) Marketing 

6. Mobile Payments & Googleôs Vision 



About You 

Å You own or manage an SME 

Å You are passionate about marketing your business 

Å You have an understanding of Websites & Web Marketing 

Å Facebook, LinkedIn, YouTube, Twitter & Blogs are not mysteries 

Å You suspect you could get much better results this stuff 

Å Youôd like more enquiries or sales 

Å You want to understand how things are changing 

Å Youôd like a morning snooze and a free lunch 



About This Presentation 

Å What it is 

Å What it isnôt 

Å Your role (and itôs not making notes from the slides) 



1.Getting on the Same Page 



Marketing Today 

So much 
more to do 

So much 
more to learn 

Dwindling 
returns from 

traditional 
spend 

Slow 
economic 

growth 

Less new 
businesses 

around 

Savvy 
competition 

Every £ has 
to be 

justified 



The Flip Side 

New 
opportunities 

ñLow costò 
tools and 

tactics 

Easy to use 
technology 

Constant 
change 

Learning, 
adopting, 
testing, 

measuring, 
refining 



Once Upon A Time, Online Marketing Was Simple 

 

1% 



We Asked Ourselves Simple Questionsé 

 

1% 

 Or better 

relationship?  More 

traffic? 

Better 

conversion  

rate? 



Then Came The Social Web 

 

http://farmacia.ugr.es/BBM2/rss_logo.jpg


And Then, Before Weôd Even Scratched The Surfaceé 

 

Mobiles 

Applications 

Location 
based 

marketing 
Vouchers 

Offers 

M-commerce 



Search vs Social 

Å Demand vs. Discovery 

Å Facebookôs view 

 



The Evolution Of Search Engines 

Å Localisation 

Å Personalisation 

Å Realtime 

Å Social influences 

Å Recommendations 



The Evolution Of Search Engines 



The Evolution Of Search Engines 



Social Graph Objects 

Groups 

    cause 

    sports league 

    sports team 

Activities 

    activity 

    sport 

Businesses 

    bar 

    company 

    cafe 

    hotel 

    restaurant 

Organisations 

    band 

    government 

    non profit 

    school 

    university 

People 

    actor 

    athlete 

    author 

    director 

    musician 

    politician 

    public figure 

Places 

    city 

    country 

    landmark 

    state province 

Products and Entertainment 

    album 

    book 

    drink 

    food 

    game 

    product 

    song 

    movie 

    TV show 
Websites 

    blog 

    website 

    article 

http://developers.facebook.com/docs/opengraph/#types 

http://developers.facebook.com/docs/opengraph/


Facebook & Bing Blending Search & Social 



Social SEO 

Å Getting Found on LinkedIn 

 

Å Getting Found on Facebook 



Optimising Social Media Objects 

Å Profiles in social network sites 

Å Status updates in social sites 

Å Blog posts 

Å Tweets  

Å Pictures on picture sharing sites like Flickr 

Å Social bookmarks 

Å Videos on video sites 

Å etc.  



Summary of Section 1 

Å Itôs crucial we continue to learn and adapt 

Å Search = Demand driven 

Å Social = Discovery & Recommendation 

Å Search and social are converging 

Å You need both skill sets 



2. Word of Mouth Marketing, Customer 

Delight & The Value of a Fan 



4 Ways to Grow A Business 

ÅCold calling 

ÅAdvertising 

ÅPR 

ÅWord of mouth 

 



Old School Marketing 



How Social Changes Marketing 

Diagram adapted from the book ñSocial Media Marketing ï An Hour A Dayò, by Dave Evans 



How WoM Sharing Happens 

Å Social network posts 

Å Likes 

Å Retweets 

Å Shares 

Å Comments 

Å Reviews 

Å Testimonials / Recommendations 

 



Where WoM Sharing Happens Online 

Å Email still works 

Å Mostly in Facebook 

Å Twitter 

Å B2B is largely on LinkedIn 

Å Social Bookmarking sites 

Å RSS / Youtube / Flickr etc. 



Making Sharing Easy 



The Importance of being Remarkable 

Å Whatôs special about your business? 

Å Whatôs unique about what you do? 

Å Who says so? 

 



What is a Fan? 

Å Fans on Facebook 

Å Followers or subscribers to social channels 

(YouTube, Blogs etc.) 

Å RSS subscribers 

Å Regular (weekly) visitors to your Website 



The Engagement Food Chain 



The Value of an Engaged Fan 

Å They are NOT sad 

Å They average 310 friends on Facebook rather 130 

Å They are the ñSneezersò 

Å A truly engaged Fan is one who comments, retweets, 

or shares your content 

Å If 15 engaged fans share your content it reachesé 



15 Engaged Fans Tell 

4,650 New Potential Fans 

Unless some of these share as wellé. 



The Value of an Engaged Fan ï Case Study 

Å Thomas Baekdal (www.baekdal.com) calculated that: 

Å It took 106 Website visitors to create a fan 

Å Most fans are passive ï only 0.7% were active 

Å This means it takes 15,142  Web visitors to create an active fan 

Å His active fans averaged 445 fans themselves 

Å He had 179 active fans of 24,108 

Å An engaged and active fan generated 4 new fans every month 

Å 179 x 4 = 716 New Fans a month 

Å Q. Were these new fans more likely to be engaged? 

From the book ñSocial Media Metricsò by Jim Sterne 



Fans & Testimonials 

Å A happy customer tells 3 peopleé 

Å Scale of testimonials 

Å Soliciting & using testimonials 

Å Does your business have fans? 

Å Who are they? 



Nett Promoter Score (NPS) 

ñCustomers who are willing to 

evangelise, based on direct 

experience, are the only 

sustainable source of long-term 

profitsò 

Fred Reichheld, from his 2006  book ñThe Ultimate Questionò 



Nett Promoter Score (NPS) Principles 

Å Good Profits Vs Bad Profits 

Å Creating a Growth Engine 

Å Why customer surveys suck 

Å The ultimate question 

Å The other question 



Promoters, Passives & Detractors 

Å 0-6 Detractors 

Å 7-8 Passives 

Å 9-10 Promoters 



What They Mean To Your Business 

Promoters  Passives Detractors 

Score 9 or 10 Score 7 or 8 Score 0-6 
Definition: Loyal 

enthusiasts who keep 

buying from the 

company and urge their 

friends to do the same 

Definition: Satisfied but 

unenthusiastic customers 

who can easily be wooed 

by the competition. 

Definition: Unhappy 

customers trapped in a 

bad relationship 

      

High retention rate   Low retention rate 

Less price sensitive   More price sensitive 

High repeat purchase 

potential 

  Low repeat purchase 

potential 

Likely to upgrade / 

cross buy 

  Unlikely to upgrade / 

cross buy 

Unlikely to complain / 

low maintenance 

  Complain frequently / high 

maintenance 

Produce 80-90% of your 

referrals 

  Unlikely to refer 

Unlikely to produce 

negative word of mouth 

  Produce 80-90% of 

negative word of mouth 

Energise staff through 

appreciation 

  Demoralise staff with 

complaints and demands 

Enhance company 

reputation 

  Damage company 

reputation 

      



Calculating Your NPS Score 

 ñYour Net Promoter Score is the percentage of 

Promoters minus the percentage of Detractorsò.   
Fred Reichheld, from his 2006  book ñThe Ultimate Questionò 

Reichheldôs research over a ten year period confirms 

that in most industries, companies with the highest 

ratio of promoters to detractors in their sector 

typically enjoy both strong profits and healthy 

growth. 



Your Feedback Information 

Å What you learn 

Å Earned Growth Vs. ñBoughtò Growth 

Å Exceptions to the rule 

Å To increase your score, simply:  

Å Increase % Promoters  

Å Decrease % Detractors 



UK NPS Score Examples 

Å Bullet 1 

Å Bullet 2 



LinkedIn Recommendations Case Study 

Trusted 
Source 

Like or 
relevant 

to me 

Å Why we did it 

Å Why we like LinkedIn testimonials 



LinkedIn Recommendations - Background 

Å Recommendations for the business more 

important than for individuals 

Å Staff need to be on LinkedIn and comfortable 

Å Work together to Like and Share each otherôs 

content 

Å Begin routinely harvesting testimonials 

Å Incentivise staff if necessary 

Å Agree some ground rules 



LinkedIn Recommendations 

 November 2010 ï LinkedIn introduces new feature 



LinkedIn Recommendations 


