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What is new, however, is the advent of the internet and the ever-increasing power of social 
media platforms. With social, conversations and engagement traveling at supersonic speeds in 
unprecedented ways. Tweets, Facebook posts, reviews, blogs—these methods deliver real-time 
WOM (both positive and negative) around the web, and subsequently, around the world. Essentially, 
it’s the new-and-improved version of WOMM.  

This new version of word of mouth—let’s call it                        —is changing the way brands 
communicate with their customers in the social stratosphere. This is because WOMM 2.0 marks 
the first time that companies are able to obtain detailed insights about their communities in order 
to truly engage the most relevant audiences—the right audiences. Social media allows brands to 
gather extraordinary amounts of data about their customers without ever conducting so much as 
a survey. Interests, hobbies, geographics, opinions, likes, dislikes and more: it’s all out in the open 
and ripe for the picking. These user-provided social insights and data make it possible for brands 
to execute more effective WOM strategies than ever before. The Insightpool WOM platform 
proactively starts the conversations from predictive social data. With advancements in technology 
and data, for the first time, brands are able to analyze this data, pull out clusters of topics and create 
marketing strategies around it. For the first time, brands can make intelligent marketing decisions 
based on data. This gives them the opportunity to drive conversations and word of mouth on 
social, predicting the success by using data.

Taking into account the fast-and-furious nature of this form of communication, it’s time for brands 
and business to join in on the conversation. As the most trusted form of marketing, WOM cannot 
and should not be ignored, especially considering that, according to Nielsen, 92% of consumers 
believe recommendations from friends and family over all forms of advertising. But is it possible, 
considering its highly personal and authentic nature, for companies to harness its power? Yes—and 
we’re going to tell you how to harness WOMM 2.0 with 6 tips on how to generate, monitor and 
manage WOM around your brand in order to take advantage of this powerful form of marketing.
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WOMM 2.0WOMM 2.0

INTRODUCTION:

As the original “social media,” Word of Mouth Marketing (WOMM) is hardly a new concept when 
you consider its ancient, storytelling origins. Since the dawn of communication, people have 
been finding ways to express their opinions, share their likes and dislikes, and gather information 
from trusted sources throughout the ages. From ancient markets to modern-day media, this 
highly personal, highly effective form of expression plays a vital part in the customer journey.
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1. IDENTIFYING RELEVANT AUDIENCES 

The fi rst and arguably most important step in generati ng WOM starts with identi fying 
relevant audiences. How do you reach your core audience and the people that would be 
interested (or already are interested) in what you have to off er? One way to do this is by 
identi fying those who have an infl uenti al voice or specifi ed knowledge on a parti cular 
topic or product related to your brand. Additi onally, you should aim to have a hyper 
relevant audience that will share and broadcast the conversati on. If you can reach these 
infl uencers, then they can ulti mately spread the word (your word) to their audience. 
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Using infl uencers to create word of mouth around your brand is about much more than 
who has the most followers. Let’s pretend, for example, that you’re a major athleti c 
brand coming out with a new line of baseball bats, and you’re looking for an infl uencer 
that can help spread the message. Would you work with, let’s say, Kim Kardashian West, 
who now boasts almost 35 million followers on Twitt er? Or would you team up with 
MLB player Alex Rodriguez, an athlete with signifi cantly less followers? While the reality 
star’s following is impressive to say the least, A-Rod’s career and fan base make him a 
more credible source and bett er-matched infl uencer for your company.

When identi fying relevant audiences to create WOM, it’s important to recognize the 
diff erent “communiti es” of infl uencers that exist and how they vary. Here are the 
diff erent community categories you need to know:

INFLUENCERS

Infl uencers are the individuals who have the power to aff ect purchase decisions due 
to their (real or perceived) infl uence, authority, knowledge, positi on, or relati onship. 
In consumer spending, members of a peer group or reference group act as infl uencers. 
Infl uencers aren’t just the Kim Kardasians and Derek Jeter, even though they have their 
own level of celebrity infl uence. There are also audiences that are hyper focused on a 
specifi c niche or community—these are called citi zen infl uencers or industry infl uencers.  
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“It’s important to have a hyper relevant
audience that will share and broadcast the 

conversation. If you can reach these influencers,
then they can ultimately spread the word—your

 word—to their audience.”
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BRAND ADVOCATES 

These are the individuals who talk favorably about a brand or product, and then pass 
on positi ve word-of-mouth messages about the brand to other people in their network. 
Considering that 85% of brand-fans, according to Syncapse, recommend good brands 
to others via social media, this is an important category to get involved with. Brand 
advocates are usually fans but not customers (yet) and can help brands measure senti ment, 
as they are usually the ones to convey positi ve or negati ve opinions towards the brand. 
Additi onally, brand advocates (as are customer advocates), are the best referral business 
you can have. 

CUSTOMER ADVOCATES

Comparati vely, customer advocates are individuals, typically sati sfi ed customers, that 
act as facilitators between other customers and the company. Customer advocates are 
your champions that drive the best word of mouth about your brands. These advocates 
can be fans and customers, and happy customers show that they are not only happy with 
your product but with your customer service. Customer service comes from the account 
managers as well as the community managers that engage them on social channels.managers as well as the community managers that engage them on social channels.managers as well as the community managers that engage them on social channels.
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2. HYPER-TUNED SEGMENTATION

Market segmentati on has long been used to classify consumers into groups in order to 
reach specifi c targets based on common interests and/or demographics. These days, the 
amount of audience data available is almost unfathomable, making market segments 
much more specifi c, highly detailed and hyper relevant. Thanks to social media, we 
now know more about our targets than ever before: personal facts, interests, hobbies, 
acti viti es, connecti ons and more are all out in the open and provided by the sources 
themselves. 

This rich source of informati on comes in handy when you’re looking to generate WOM 
about your brand. Tapping into the “right” market segments—segments whose interests 
and values are aligned with your brand—can be the catalyst your word of mouth campaign 
needs. But there are many ways to divide people into groupings, and not every opti on 
works for WOM. 

SEGMENTS BASED ON MARKETING INITIATIVES

Segmenti ng your audience based on marketi ng initi ati ves and campaigns is one way 
to group consumers in order to drive acti on. Let’s say, for example, your company is 
planning an event on infl uencer marketi ng in a specifi c city. Your fi rst steps would be 
to build out a segmented audience based on 1) their interests and 2) their locati on. As 
we know, fi nding and targeti ng people that are interested in your cause (in this case, 
infl uencer marketi ng) are more likely to engage and act on your message. Once you’ve 
grouped your audience by relevant interests, narrowing that segment based on locati on 
is the second step. If your event is taking place in Atlanta, it’s unlikely that people from 
Los Angeles will be able to att end your event. Don’t waste your ti me and resources 
reaching cross-country demos—instead, focus on local folks that will realisti cally be able 
to att end. 
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3. PERSONALIZED MESSAGING 

Word of mouth is a highly personal, highly human exchange that occurs organically on 
an everyday basis. The reasons why people parti cipate in WOM are also highly personal. 
Social acceptance, disti ncti on, and the desire to share experiences with others are all 
reasons why people engage with this type of promoti onal communicati on. 

Subsequently, shouti ng to the masses is no longer an eff ecti ve way for brands to reach 
people on this personalized plain. In order to create WOM, companies must deliver 
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relati onship retenti on are all part of the philosophy that “brands need to become more 
like people” in order to succeed.  

That’s right brands, It’s ti me to get personal. Here are a few ways to create personalized 
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Today’s market leaders demand curated, hyper-personalized messages and relevant communicati on. Word 
of mouth marketi ng stems from fi rsthand experiences—so why not create a positi ve one? Discerning the 
interests, connecti ons, likes and dislikes of your intended audience makes them more likely to engage with 
what you have to say. 
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because someone initi ally likes your brand does not mean they will conti nue to like your brand. Being 
proacti ve versus reacti ve and starti ng conversati ons with the audience will allow  your brand to lead the 
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strategy in order to maintain those relati onships you’ve worked hard to build. 
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A 6-STEP GUIDE TO MASTERING SOCIAL WORD OF MOUTH MARKETING

@Insightpool W W W . I N S I G H T P O O L . C O M

4. AUTHENTIC ENGAGEMENT 

The success of any WOM campaign hinges on authenti city. Is your brand communicati ng 
genuinely? Does your brand come across as trustworthy? Once you start the conversati on 
with your audience, it’s important to conti nue to nurture those relati onships through 
real interacti ons. Your community cares enough to engage with your brand, so make 
sure they know you care, too. 

Keep it real with these quick tips:

• Focus on the individual with personalized messaging and 1:1 interacti ons. 

• Truly listen to what your audience has to say.

• Be honest and don’t over-promise if you can’t deliver on something.

• Admit when you’re wrong—everyone makes mistakes, even big-ti me brands.

of U.S. online consumer’s purchase 
decisions are infl uenced by their 
friend’s social media posts versus 
78% who are infl uenced by the 
posts of the brands they follow on 
social media.

( MARKET FORCE )
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A 6-STEP GUIDE TO MASTERING SOCIAL WORD OF MOUTH MARKETING

@Insightpool W W W . I N S I G H T P O O L . C O M

5. DATA-DRIVEN MARKETING INITIATIVES 

Using social data to infl uence marketi ng strategies and decisions is a defi nite “do” when it 
comes to generati ng word of mouth around your brand. As we touched on previously, there 
is endless amounts of data and informati on made available thanks to social media. And 
when you collect this data and analyze the insights, you can ulti mately disti ll your strategy 
and opti mize your game plan. Now, thanks to the ability to access PYLON Facebook Topic 
Data, brands can get insights into their communiti es like never before. 

ORGANIC INSIGHTS

Uti lizing organic insights can help power paid media spend. In fact, WOM amplifi es 
the eff ect of paid media by 15 percent according to WOMMA. We also know that word 
of mouth leads to twice as many sales as traditi onal adverti sing methods, and that 
53 percent of a brand’s sales volume change can be att ributed to changes in online 
advocacy. Knowing these numbers about the impact that WOM  has can help you hone 
your approach.
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of mouth score is the score used to measure how many people are talking about your 
brand and how infl uenti al and topically relevant they are to your brand based on specifi c 
topics. The score is found using proprietary big data technology to capture every brand 
interacti on based on a topic based taxonomy engine. Using this score, which Insightpool 
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Word of Mouth is the 
primary factor behind 

20%  50%
of all purchasing 
decisions. 

(McKinsey&Co)

of consumers trust 
recommendations 
from other people92% 

—even if they don’t know them 

personally—over promotional 

content that comes directly
from brands.
(Nielsen)

to

of consumers identify 

WOM as a key influencer

In their purchasing

decision. 
[Ogilvy/Google/TNS]74% 

 On social media,

 58% of consumers 
actively share 

their positive experiences 
with a company, and ask 
family and friends for 
their opinions on brands. 

[SDL]

of social media users report buying a 

product after sharing or favoriting 

it on Facebook, Twitter, or Pinterest. 43%
Over half of purchases inspired by social media sharing 

occur within one week of sharing or favoriting, and 

80% of purchases resulting from social media shares 

occur within three weeks of sharing. 

[VisionCriti cal]

ranked WOM as the
influencer in their purchasing decisions about clothes, packaged 
goods, big-ticket items (like travel and electronics), and financial 
products. Baby Boomers also ranked WOM first as the marketing 
influencer in their purchasing decisions about big-ticket items and 
financial products, and ranked it as the third highest influencer 
on their decisions to buy packaged goods. [Radius Global]
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A 6-STEP GUIDE TO MASTERING SOCIAL WORD OF MOUTH MARKETING

@Insightpool W W W . I N S I G H T P O O L . C O M

WHY INSIGHTPOOL?

Before Twitt er, before Facebook, before review sites and even before the internet, word 
of mouth (WOM) was a powerful way for people to share experiences, give advice and 
connect with others. In essence, WOM was the original social media: real life, face-to-
face communicati on that served a purpose. 

Today, WOM is alive and well. In the digital age, word of mouth has gone beyond in-
person interacti ons and now takes place on online social channels. Aft er all, 92 percent 
of people trust what others say over all other forms of adverti sing, according to Nielsen. 

The problem? As a resource with such power and infl uence, businesses are searching for 
marketi ng tools to help manage what people say about their brand on social as well as 
proacti vely starti ng conversati ons with the most relevant audiences.

Insightpool, the Predicti ve Word of Mouth Marketi ng Suite, is revoluti onizing word of 
mouth marketi ng through data powered social soluti ons. Insightpool’s data science and 
insights drive eff ecti ve consumer targeti ng, messaging and acti vati on at scale that drives 
real ROI. The challenge for many brands is fi nding a soluti on that combines data and 
social. 

Insightpool is able to achieve this within an intuiti ve cloud suite that provides marketers 
with an end-to-end soluti ons to manage brand campaigns and make educated decisions 
on marketi ng strategies.

Interested in learning more about Insightpool’s Predictive Word of Mouth Marketing 
Suite? Contact us today at marketing@insightpool.com.
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