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BY DOROTHY WETZEL

Learning to Leverage the Love

In an increasingly digital-centric marketing world, successful brand communication strategies are moving from
just creating awareness to building advocacy for the brand.

> At the risk of sounding like Tom
Cruise bouncing on Oprah’s couch, |
have a confession to make: | love
Advil. | have for almost 25 years. Now
a lot of that has to do with having
worked on the brand in my “forma-
tive marketing years” But | am not
alone in my passionate response.
People have loved Advil from the
very start.

| remember an Advil team meet-
ing in the late ‘80s, talking about a
magazine article where women
waxed on poetically about their love
of the brand. We knew there had to
be something we could do to lever-
age that love, but just didn’t really
know what to do. So we just went
back to talking about our upcoming
advertising copy rotation plans.

Fast-forward 20 years: there's
plenty marketers can do to leverage
the love using social media market-
ing. The first step is to listen and
learn. Take the OTC analgesic catego-
ry, for example. According to Patrick
Furey of Consumersphere, a social
media tracking and solutions com-
pany, while Tylenol has twice the
number of comments as Advil, Advil
edges out Tylenol in terms of conver-
sation sentiment, with 42% of the
Advil mentions being positive com-
pared with just 34% for Tylenol.

A further dive into the blogos-
phere reveals how right Advil’s cur-
rent campaign, “Say Yes to Advil”is.
The campaign highlights how Aduvil
can be used for any type of pain. An
analysis of the conversations in the

blogosphere supports this strategy,
as there is almost a 10-point differ-
ential in the discussion about Advil
for general pain as there is for
Tylenol.

GETTING THE COMMUNITY
INVOLVED

Once a brand is aware of what its
digital footprint is like, the next step
is to try to influence it in a genuine,
helpful way. What are the key com-
munities where the brand is men-
tioned? Who are key consumer opin-
ion leaders (COLs)? Then it is time for
some agenda mapping. What is the
community’s agenda and how can
your brand contribute to it in a
meaningful way? The next stop is to
create a mutually beneficial shared
agenda. Lastly, once the brand has
proven it can be a valuable contribu-
tor to the community, how can the
community help forward the brand'’s
agenda?

The Groundswell-

Mattel able to weather the storm, it
came out stronger at the end with
sales in the important fourth quarter
up 6%. (Source: http://www.for-
rester.com/Groundswell/listening/
mattel_playground.html)

What if you have a good footprint,
but it is dwarfed by that of a com-
petitor (the Advil/Tylenol situation
being a case in point)? One strategy
is to employ some “bricks & clicks”
thinking. Can you create an offline
experience that compels people to
talk about your brand online? To
facilitate the transfer, what sort of
infrastructure do you provide to
enable the flow of good feelings
from offline to online? This could be
as simple as a Web site link or as
involved as a training session about
blogging. Strategically creating a
presence using the new social media
tools such as Facebook, YouTube and
Twitter is another way to increase a
brand’s digital footprint.

winning Mattel case
study is an excellent
example of the benefits
of investing in the com-
munity. Having taken
the time to build a com-
munity of 500 moms,
Mattel was able to draw
upon this highly
engaged group during
a product recall for
advice and updates that
helped shape their
response. Not only was
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2008, in part due
to the increased
communication
options the digital
sphere offers.
Cultivating
these brand advo-
catesisn’tjusta
matter of winning
an online popular-
ity contest, it’s
about the bottom
line. Fred Reich-
held in his book,

FINDING BRAND ADVOCATES

Your digital footprint matters
because consumers are increasingly
turning to their peers for advice
about products and services. Accord-
ing to the consulting firm Satmetrix,
branded referral rates grew +8% and
+14 %, respectively, in 2007 and

“The Ultimate
Question,” provides compelling
proof of the linkage between a com-
pany’s financial fortunes and the
number of brand advocates it has.
Companies with higher net promot-
er scores (simply the percentage of
brand promoters minus detractors),

outpace their competitors in terms
of both sales and profitability.

Brand communication strategies
need to evolve from creating aware-
ness to building advocacy. Or put
another way, we have to start build-
ing and leveraging the love. Not in a
chest-beating (or couch jumping
way), but in a way that builds eco-
nomic and social value for both the
brand and the consumer. &

Dorothy Wetzel is a co-founding partner
of Extrovertic [www.Extrovertic.com], a
new type of agency that helps clients
build brand advocates by strategically
infusing social media and other non-tra-
ditional communication solutions into the
marketing mix. She also is a former con-
sumer marketing leader at Pfizer and led
the start-up agency GlowWorm, a unit of
Publicis’ Saatchi & Saatchi division. She
can be reached by e-mail at Dorothy@
Extrovertic.com.

A closer look at the authors behind the feature articles of OTC Perspectives

Kevin Clancy serves as chairman of Copernicus, a
research-driven marketing consulting firm that takes
a scientific approach to marketing strategy develop-
ment, planning and implementation to identify the
most profitable strategies, marketing plans and pro-
grams. Clancy can be reached by e-mail at
kevin.clancy@copernicusmarketing.com, or by tele-
phone at (781) 392-2500. To read the article he co-

wrote with colleague Eric Paquette, turn to page 29.

Bob Hogan is president and founder of cognito!
communications, a company offering marketers
ways to create Knowledge Brands that raise the
“healthcare IQ” of target audiences via spon-
sored content and interactivity. With more than
30 years of advertising/marketing communica-
tions experience, Hogan has held management
positions on both creative and account sides,
working in a wide range of general consumer and

consumer healthcare categories. To read his review of the campaign
for Airborne, turn to page 35.

Jim Lucas is executive vice president and director of
the Shopper Marketing Division at Draftfcb Chicago.
In this role, he helps retailers, manufacturers and
service providers to motivate shoppers through
value-added experiences. The acknowledged
founder of the science of retail ecology, he is inter-
nationally recognized as an experienced marketer
and leading retail expert. He brings more than two
decades of experience to today’s changing retail land-
scape and is one of the industry’s foremost practitioners — and a leading
authority on the science of understanding how consumers interact with

Eric Paquette is a senior vice president at
Copernicus and has been with the firm for eight
years. Paquette bridges the gap between
research and marketing for clients by translating
information and insights from marketing
research into marketing strategies, programs
and tactics and new-product launches. He can
be reached by e-mail at eric.paquette@
copernicusmarketing.com, or by telephone at

brands and how they behave in retail environments. He can be reached
by telephone at (312) 425-5267. Turn to page 38 to read his article.

(781) 392-2527. Turn to page 29 to read the article he co-wrote with
colleague Kevin Clancy.

JUNE 2009 OTCPERSPECTIVES.COM 43





