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What this Presentation Covers

• The Exploding Referral Spectrum & Growth of CGM

• Implications for Brands & Six Drivers of Credibility 

• Listening & Operations

• The Brand Advocacy Quotient (BAQ) Framework

• Low-Hanging Fruit  

• Final Takeaways
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The Exploding Referral Spectrum
Thanks to the Web, the referral/recommendation zone is growing dramatically

The Value Profit Chain (Heskett/Sasser 1/03)

The Referral Spectrum

Ratings & Review Sites

Feedback/Complaint Sites

Personal Blogs

Message Boards

Fan Sites and Groups

Video Sharing

Twitter 

Photo Sharing

1

Years of customer life Profit from reduced 
operating costs

Profit from price 
premium

Profit from increased 
purchases

Profit from referrals

Base profit

Acquisition

2

3
4

5

6

0



Confidential & Proprietary
© 2008 The Nielsen Company

May 1, 2008

Early Stage Internet
R

ec
en

t I
nt

er
ne

t (
R

ic
h 

M
ed

ia
)

Usenet 
Newsgroups

Internet
Discussion

Forums

Consumer 
Blogs

Moblogs

Video Blogs
(VLOGS)

Micro-community
sites 

Audio 
Blogs

Ratings & 
Review Sites

Feedback 
Portals

Groups

Media 
Blogs

And the CGM Space Just Keeps Growing…
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The Rise of CGM/Social Media Integration
Social Media Integration: Where the CGM/social media platform 
combines with an existing property in a meaningful way so as to 
enhance the customer experience and drive increased value for the 
organization. 

“ Customer Reviews & Ratings speaks to the interest and need that
our community of customers has to share and talk with each other

and to help each other shop smarter and easier. We’re continuing to 
evolve our community elements of the site as well as in the stores 
and to connect the two together to create online / offline activity.”

--Cathy Halligan, CMO, Walmart.com
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How Does This Really Play Out?

5

Points of exposure & engagement 
are magnified by Web 2.0

Customer service (how we “listen and 
respond”)  might just be the “new marketing”

The consumer is in control; more 
leverage and ability to create “media”

Search and brand reputation share 
symbiotic relationship

Web is an “echo chamber” & transparency 
engine into mkt events & processes

March 3, 2008 Edition
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Moreover, Search Drives Reach & Impact
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Speakers Filled the Shelf Space for Seekers 

Positive Advocacy at Work in Search  
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Customer service a highly vulnerable 
issue on the web… for all companies 

Hostility at Work on the Web’s Digital Trail  
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The Root Drivers of 
Expression 
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Key Factors Driving CGM Movement

• Emotional need/desire to be heard

• Desire to connect with one another

• Need to create and make change

• Evangelize for the things and people we love

• Quest for authenticity

• Ease of Use / Low Barriers to Entry

• Better, Faster, Cheaper 

• Power and Leverage 
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Product “Experience” Plays a Role in  
Motivating Speakers to “Speak”

55%

28%

27%

18%

14%

12%

11%

7%

I used the product and I liked it

I used the product and I didn’t like it or wanted a refund 

I read a comment on a website, blog or message board
and responded to it  

I saw a promotion for the product  

I tried the product and had a question on using it correctly 

I saw an ad on television or in print   

I saw the product in the store

I saw and ad or video clip on the internet

When posting content to a Web site, blog or message board, what are the 
reasons for doing this? 

Source: 2007 Nielsen CGM/Homescan BuzzFacts
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Implications for Brands 
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Must Stay Credible at All Cost

Six Drivers of Brand Credibility
Trust Authenticity Transparency

Confidence

Consistency

Integrity

Authority

As Advertised

Real & Sincere

Real People

Informal

Let the Sun Shine In

Easy to Learn

Easy to Discover

No Secrets

Affirmation Listening Responsiveness

Playback

Reinforcement

Search Results

Community 

Accountability

Empathy

Welcome Mat

Humility (we can learn)

Absorbing Feedback

Follow-Up

Invitational Marketing

Solidifying the Solution

Dignifying Feedback
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Brands Also Need to Become Better Listeners  
Key Metric What It Tells You

Volume How many comments about your brand?

Reach Depth of exposure, impressions viewed by others

Dispersion Distribution and virality of issue or conversation

Sentiment To what extent are messages favorable or non-favorable?

Emotion How did consumers feel? Betrayed? Confident?

Issue What specific issues are being discussed in brand buzz?

Source Where is conversation occurring? Boards, Blogs? Forums? 
Video? 

Author Is author credible? What kind of consumer?

Influence News Source?  Brand Website?  Retailer 
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The Ever-Expanding Listening Spectrum 
The online environment introduces a whole new set of mission-critical 
variables for measuring and interacting the consumers.  
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Tying the Listening 
Process to Operations

Aberdeen Research
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Aberdeen Group: Social Media Monitoring and 
Analysis Report, Jan. 2008
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Actions Related to CGM/Social Media

Source: Aberdeen Group, January 2008

29%

36%

40%

49%

0% 10% 20% 30% 40% 50% 60%

Align social media
monitoring capabilities

to overall business
objectives

Build social media
measurement into

marketing campaigns
and brand promotions

Maximize marketing
campaign effectiveness

Improve ability to
respond to customer

wants and needs
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Drivers of CGM/Social Media

Source: Aberdeen Group, January 2008

19%

21%

26%

27%

50%

0% 10% 20% 30% 40% 50% 60%

Need to develop new
products and services

Need to gain
competitive intelligence

Need to increase return
on marketing
investment

Need to improve
customer satisfaction

Need better consumer
insight
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Who Uses Social Media Insights

Source: Aberdeen Group, January 2008

9%

25%

26%

31%

32%

47%

51%

51%

55%

0% 10% 20% 30% 40% 50% 60%

New group designed for this purpose

Customer Service

Interactive Research

Cross-functional Group

Product Development

Market Research

Public Relations

Interactive Marketing

Product Marketing
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Year-over-Year Improvement in Metrics

Source: Aberdeen Group, January 2008

13%

11%

19%

20%

44%

40%

46%

48%

72%

76%

83%

84%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Timeliness of Marketing
Decisions

Ability to Predict
Customer Behavior

ROMI

Customer Retention

Laggards Industry Average Best-in-Class
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A New Listening Framework

The Brand Advocacy Quotient (BAQ)
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Understandings Drivers Informs Where To Invest

Importance Scale
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Threats
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Online check-in

Mobile check-in

Online booking

Meals

In-flight service staff

Boarding process 

Baggage handling

Comfort of seats

In-flight video entertainment

Satisfaction is 
derived from  

quarterly 
surveys

Importance is derived by correlating satisfaction with 
individual attributes against brand advocacy measures 

Feedback Mechanisms

Speed of  Responsiveness
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From Customer Satisfaction to Brand Advocacy

Nielsen’s Brand Advocacy Quotient ™ (BAQ)
Input Method Unaided (CGM) Aided & Prompted Metered (Traffic)

Metrics •Advocacy/Propensity to 
Recommend

•Loyalty

•Sentiment/Emotion

•Key Issue/Talk Driver

•Advocacy/Propensity to 
Recommend

•Loyalty

•Sentiment

•Key Issue

• Conversion rate

• Category exclusivity 

• Direct-to-site traffic  ratio

Issues 
Tracked

All Relevant Issue, such 
as

•Booking

•Boarding

•Flight experience

•Loyalty program

All Relevant Issues, such 
as:

•Booking

•Boarding

•Flight experience

•Loyalty program

Who Passengers. Employees, 
Media, Key Segments 
(Frequent Fliers, Luxury)

Passengers. Non-
Segment by Demos and 
CGM Behavior (bloggers)

Online site visitors

Core Assumption: Advocacy (or lack thereof) around brand “experience” is 
what powers the creation of WOM/CGM and impacts broader perceptions
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How Do You Make the Consumer Feel Valued?

82%

49%

82%
62%

4%

29%

4%
23%

14% 21% 14% 15%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%
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Aug. 07 - Oct. 07 Nov. 07 - Jan. 08
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Customer Perceived Value
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Helping the consumer before the 
purchase?

Explaining how to use the products! 
(Online Video?)

Answering the consumer’s questions 
post-purchase?

Being accessible & responsive on 
consumer’s term.

The Spectrum of “Service”
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Opportunities to 
Nurture Advocacy



Confidential & Proprietary
© 2008 The Nielsen Company

May 1, 2008

Better Profiling & Targeting

0 10 20 30 40 50 60 70

Reviewed or Commented on
a brand or company blog

Participated in an online
community, message board,

or online forum

Participated in an online
product Rating/feedback

questionnaire

Reviewed online comments,
communities or ratings while

researching a product

Provided email feedback to a
company or brand online

Visited brand websites for
key information, shopping 

research or promotions

Likely to Recommend

Not Likely to recommend

Source: Nielsen CGM/Homescan Study (2007)
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28

Empowering the “Third Moment of Truth”

First Moment Second Moment Third Moment
What you See/Seek What You Experience What You Express

Easy Access: External

Easy Access: Internal

All Forms of Search

Finding the Obvious

Finding the Timely

Usability

Sight, Sound, Motion

Transactions: Click to Buy

Information Retrieval

Content Prioritization

Providing Feedback

Feeling Valued

Invitation to Hear

Ability to Share

Ability to Network 

Online Community

*Inspired by A.G. Lafley’s “Two Moments of Truth”
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54%

50%

38%

21%

13%

Provided e-mail feedback to a company about a
brand or product/service

Participated in an internet product satisfaction
survey –on a message board, an e-commerce

store, or other site  

Participated in an internet community, message
board, or internet forum 

Posted reviews or comments about a brand or
company website or blog       

Posted reviews or comments about a brand or
company on a personal website or blog (for

example, Myspace, Facebook type sites, etc.)  

During the past 6 months, which of the following, if any, have you 
participated in while on the internet?

Speakers are brand responsive

Base = Speakers

Leverage the Consumers Already Talking to You

Is consumer affairs and 
untapped opportunity? 
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55%

22%

10%

7%

6%

Company Web site
or blog

Customer referral

News story

Advertisement

None of the above

Exploit Your Website or 2.0 Platform 
When searching for information on the Internet about a specific 
product or brand for your household, which one of the following 
would you be most likely to click on first?

Company Web sites can be an 
initial point of contact to 
communicate with speakers
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Aim for the Northeast Corner
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Final Takeaways

• Lower barriers to providing feedback have opened up gates to CGM, and 
brands are both amplified and implicated in the ensuing digital trail 

• In this environment, satisfaction and retention is no longer enough; 
nurturing and managing advocacy becomes mission critical 

• Advocacy is nurtured from “total brand experience,” including service --
before, during, and after the purchase cycle

• Business operations impact advocacy: consumer affairs, HR, employee 
training, product quality.  Understanding ‘talk drivers’ is critical.  Employee 
ownership (Heskett/Sasser) is more important than ever

• Think beyond quantity to“quality” of conversation (bad quality is viral)

• Opportunity space is huge for getting this right, from CGM measurements 
and Brand Advocacy Quotients (BAQ) to highly participatory Web 2.0 tools 



Confidential & Proprietary
© 2008 The Nielsen Company

May 1, 2008

Staying Smart, Getting Engaged on Topic 

• CGM measurements

- By brand, by category, by specific issue, by competitor

• Brand Advocacy Quotient (BAQ) – Phase One

- Looking for consortium of brands to test, fine-tune, and discuss

- Current clients most ideal given existing CGM data set

- Travel (hotel, airlines) moving quickly 

• Other Nielsen Digital Strategic Services (DSS) Offerings

- Online Content – Strategic rationale for site, blog, video, etc

- Defensive Branding – Troubleshooting & crisis management

- Managing Influencers – identification and follow-up

• Pete’s Blog: www.consumergeneratedmedia.com (or book)
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Thank You & Questions

Contact us:
pete.blackshaw@nielsen.com

jeff.zabin@aberdeen.com

To download a copy of this presentation, visit www.netratings.com


