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NEXTOQ&A

I want to be “talk
worthy"! How do | make

that happen?

First, give people a reason to talk
about you. Tf your business is merely
fine, no one is going to care. You have
to do little special things that people will
go home and tell their friends about. The
Carnegie Deli in New York gives you
the best corned-beef sandwiches in the
| world—and they pile it up 7 inches
high. If it were only 2 inches, it
would still be the best, but you
wouldn’t run home and
tell your friends.

What's new is the extent to which
consumer opinion drives reputations.
A third of the population has reviewed
something online, and any one of those
reviews can be read by millions of people.
The other side is, we can do something
about it. All these phenomena are
also tools that marketers can use
to participate. We can join the
conversation.
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Okay, but the
Carnegie Deli has
been around since 1937.
What's new?

Andy Sernovitz > CEO, Word of Mouth Marketing Association

Sernovitz does buzz. In two years, WOMMA has attracted
mbers—qualifying the discipline, S

ement

ernovitz avers, as a
(See? He's a buzz machine!) He's also author of Word
outh Marketing: How Smart Companies,GetsPeople Talking (Kaplan

Publishing, 2006). Herejifié talks about getting theword out

I'm not a conversationalist. Help me out.

There are three very basic word-of-mouth tools. |
The first is just asking people to tell a friend. It's|
50 obvious. Put up a sign on the cash register, or|
include a sample in the box with the note “Don’t|

forget to tell a friend.” Then, create tell-a-friend

links on every page of your Web site: crick HERE, |
ENTER AN ADDRESS, PRESS THE BUTTON. Make it insancly|
easy. And finally, put everything in an email. It's
the classic viral tool. The greatest idea on your|
‘Web page is stuck on your Web page; the same
idea on your email is one click away from going
to thousands of friends. J. Crew and Gap get this.

They send around these supposed “friends and

family” emails. We all get them from somewhere,
and it’s wonderful; everyone wants to get a special
deal. We share it with our friends, and we feel
important because we were in on the offer.
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