Buzz Marketing -- the Easy Way to Generate Word of
Mouth

Takethesefour stepsto strengthen your business.
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Friday night. Washington Street in Hoboken.

A huge line snakes around the new Ben and Jecg/'sream store. | see a friend in the crowd ancevi@her. She
yells across the crowd, "Hey, llise, come and geiryree cone.”

| didn't see any advertising for this. How didthkse people know? Turns out "free cone day" wasvel the Web.
Buzz. It can make you or break you.
But what is this elusive thing called "buzz" or 'd@f mouth?"

Simply put, it's what people talk about, the cucseaf conversation. And you can proactively getwued out there
and give them something to talk about, which insesayour visibility and, in turn, leads qualifiecgpects to your
door (or your Web site).

First, you need to understand what makes buzz riagkso effective: It's trust, or lack of trusttaally.

You see, trust is eroding. There's so much hypesaaddal in our culture that we just don't belied®t companies
say about themselves anymore. Meanwhile, we de\aelivhat others say about those same companiese Tho
"others" include the people in the media, our betbexperts and celebrities, but also friends afidagues.

So how do you get buzz?

Focus your attention on the "opinion leaders" ad$i in your market. These are folks who serveoascgs of
information and influence to your prospects andntk. They are often specialists on a topic anglpdisten to
them because of their expertise and credentials.

For example, if your prospects and clients are @@te marketing types, who do they read? Who dpltsen to?
Who would they pay big bucks to hear speak at &tence? This "opinion leader" doesn't have to bea He or
she just needs to have influence over the righpleeo

Once you've identified the opinion leaders for ymarket, start a dialogue by responding to somgttiiny have
said or done. Give your opinion. Send a book dnacolate bar. Do they publish a newsletter or lioghich you
could get a mention? The short answer is "yes,"thatls where buzz begins.

Beyond reaching the opinion leaders that your nididtens to, here are four simple things you carnadgenerate
buzz:

» ldentify your best advocates. Focus on the people who believe most stronglhénstuperiority of your
services. They may be your customers or your enggleyand they are in the strongest position taaspre
the word. Help them by recognizing them with awauadstificates, and gift cards. Offer them visityilby
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featuring them in your marketing. Also, providel®e your business cards, brochures, and other
information -- to make it easier for them to spréaelword.

» Giveprospectsataste. You can get a tremendous amount of marketing gddeom a generous sampling
program because allowing people to experience sewices makes it easier for them to spread thd.wor
Since you are marketing intangible services, ysamniple" could be a critique of their existing mitlsror
Web site or a free consultation. (Be careful najit@ too much away.)

» Gather and usetestimonials. When someone offers a compliment, ask what péctically about your
work or your process that had the strongest impatchem. Then ask, "Do you mind if | use your
comments as a testimonial?" Make asking for testiale a standard part of your evaluation procekenT
plaster those testimonials everywhere (your Wef sdles letters, business card, everywhere).

« Encourageviral marketing. Here's another way to respond to a compliment tajmur services: "Would
you mind telling a few people about us?" Add al'aefriend” link to every email message, email
newsletter, or Web page with useful informationt de phrase, "Please forward," in the subjectdise
well as in the text of your messages.

So you see, there is a lot you can do besidesgsitiound waiting for the referrals to roll inydu know how to
spread the word about your services, the clientsagtract will arrive at your door already conviddeey need
what you're offering. And all you will need to dodlose the sale.

Ilise Benun is a national speaker, the author of several books on marketing and self promotion, as well as the co-
founder of Marketing Mentor, a one-on-one coaching program for small business owners.
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