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Key Challenges
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* Credible Metrics P e
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HOW SC'S DEPARTMENT OF HEALTH AND ENVIRONMENTAL
CONTROL BIRTHED RAGE AGAINST THE HAZE

WHAT THEY WANTED: When they received Tobacco Setrlement money, they needed to create an anti-smoking ad
campaign for kids, 30 they came to s,
STEAD: Gave the reigns b the teens and helped them develop a self-sustaining youth-led

movement in Big TDBK(;I'B backyard. No ads. But an original curiculum that empowered teens to spread
the waord viralty.

WHAT HAPPENED: Resalts from.a 2005 shudy found that South Carolina has had ome of the highest smoking rate
deogs in the naticn - 11.5 percent. That's with n mats media. No tax increass on cigarettes. And since 2003 - no
budget.
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Credible Metrics

e Companies say...

— “Show me the ROI!”
e Qutcomes vary by marketing

strategy
* Methods to demonstrate:

— Pre-test, post-test
— Test market, control market
— Linking recommendation rates to

revenue growth
« WOM/CGM can be used to

track effectiveness of programs
13
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© 2004. Nielsen BuzzMetrics. CGM 101. Blackshaw & Nazarro.
Full paper can be at http://www.nie i i asp
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WOM Creationists v.

WOM Evolutionists

* WOM Creationists

— Creating conversations through
capturing attention
 Carl's Jr. & Paris Hilton

« Forehead marketing
« Making the WOM activity remarkable
« Shorter-term strategy

« WOM Evolutionists

— Generating preference through garnering
intention
« Tivo (WOM from passionate loyals)

* Google, Starbucks

« Making the products/service more
remarkable

« Longer-term strategy
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Theory of Managed WOM:

A Contribution from Relational and
Organizational Communication

Relational basis: Organizational basis:

- Trustworthiness - How does an

- Caring/Goodwill organization build

- Experience-based WOM principles
knowledge into its business

-Relevancy practices?

Listening
Empowerment
Engagement

Community
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