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Overview

• Class Roll
• Discuss Evaluate 

Organized WOM Program 
& Company Project & Form 
Teams

• PPT: Introduction to WOM 
& CGM (Part II)

• Discuss readings
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We’ll Pick Up With…

• Key challenges facing 
industry

• Emerging (or diverging?) 
visions of the nascent 
industry
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Key Challenges

• Ethics & Societal Effects
• Credible Metrics
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Most Common Critiques of 
Peer-to-Peer Influence Programs
• Minors
• Undercover, stealth
• Commercialization of chit-chat
• Corporate colonization of the life world

“Fake Tourist”
Campaign
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Credible Metrics
• Companies say…

– “Show me the ROI!”
• Outcomes 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
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© 2004. Nielsen BuzzMetrics. CGM 101. Blackshaw & Nazarro.
Full paper can be downloaded at http://www.nielsenbuzzmetrics.com/whitepapers.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
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Relational basis:
- Trustworthiness
- Caring/Goodwill
- Experience-based 

knowledge
-Relevancy

Organizational basis:
- How does an 

organization build
WOM principles
into its business
practices?

Listening
Empowerment
Engagement
Community


