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The WOM Opportunity
Decisions Are Conversations Today

1
1 /2 Word-of-mouth is valued 1%z times more
today by consumers than in the 1970s

2 Word-of-mouth is valued twice as much by
consumers as traditional media

2 Certain people are at center: the Influential

Americans® are twice as likely to be sought out
— and to recommend — as the total public

(...and 1% more than coll grads, $75k+) : &

) Source: Roper Reports, 1977-2003 NOP World



The WOM Opportunity:
Decisions Today
are Conversations

1977: Best sources of ideas, information

Word-of-mouth 67
Advertising 53
Editorial 47

Today: What's changed? W.O.M.

Word-of-mouth
Advertising
Editorial
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Word-of-Mouth Nation
Half of Americans Have Buzzed
in the Past Week — 1 in 6 in the Past Day
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B Past day
B Past week
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Influentials: “At the Center of the Conversation”
66% of Influentials®™ Have Buzzed

in the Past Week — 25% in the Past Day

8

B Past day

B Past week
[0 Past month
[0 Longer/DK

+9 day, +18 week (total) vs. total public
+7 day, +12 week (total) vs. coll grads
+9 day, +12 week vs. $75kt hh 'S
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Influentials*": Broad WOM Networks

% of Influentials making recommendation to type of person in past year

Pt. Diff. Total Pub.

Friends 96 +8

Family 93 +6

Share hobbyl/interest 82 +16
Colleagues, work +14
Cmty group, activity +26
Neighbors +16

Ran into in store/POS +12

Via kids' activities
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How Americans WOM
In-Person, Primarily —

& E-Mail Used by Majority of Influentials

% of public saying they used method to recommendation in past year

Influentials

In person 80 +10

By phone 68 +11

Individual e-mail 37 +16
Forwarded e-

mail 32 +7

Mass e-mail +6
Posted review

online .8 ogs
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Conversation Starters

‘Traditional’ Media & Marketing Lead Way

% of public saying contributed to recommendation of theirs in past year

Influentials

Magazine 54 +7

Television 53 +5

In-store 53 +2
Newspaper +16
Coupon, discount +5
Radio +7

Web +10

Free sample +8
E-mail +8
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Personal Experience Counts Most
- But Buzz Marketing Is In the Game

91% of public would be likely to use a product or service

recommended by someone who had used it themselves

(including 42% who would be “very likely”)
versus...

62% ...recommended by someone who’d heard or
read good things about the product (11% “very likely”)

60% ...by an employee saying good things about
company’s products (including 11% “very likely”)

52% ...by someone who was given an incentive to
iIntroduce the product to you (including 12% “very likely”)
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Buzz Marketing has Credibility.
The Key: Familiarity + Trust

Q: If someone you know and trust recommended a
product he or she had been given by a company that
wanted to create buzz...

760/0 trust the person wouldn't

recommend the product unless
he/she thought it was good

versus...

1 90/0 wouldn’t trust the recommendation
because he or she got product for free
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The State of WOM: 2005

* Consumers engage in a lot of WOM, and rely increasingly on
it for consumer decision-making

* Successful WOM campaigns should focus on integrated
approaches:

+ “In-person” WOM still tops other forms

+ Magazines, TV, in-store are leading conversation starters

+ The internet is an emerging force, especially among Influentials
+ Buzz campaigns are credible if the “agent” is trustworthy

* Influence = being known, trusted, respected

+ Appropriate targeting and messaging -- adapted to meet the needs of
WOM -- are keys to success

+ Active Advocates: build on base of interest, passion, influence and a
wide network to spread WOM
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Thank You!



For More Information, Contact

Ed Keller
CEO, NOP World Consumer
ekeller@nopworld.com
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