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Critical Acclaim for Jerry R. Wilson’s
Word-of-Mouth Marketing:

“This action-oriented book relies on how-to, not theory. Writ-
ing in plain language and using stories, humor, and easy-to-
understand diagrams, Wilson shows how businesses can harness
and direct the powerful force of word-of-mouth marketing.”

Booklist

“Every entrepreneur understands an effective marketing pro-
gram is necessary . . . and expensive. . . . Jerry R. Wilson
shows how to market your business for free by providing great
service and spreading your business’s reputation by word-of-
mouth.”

Entrepreneur
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Preface

You say you don't advertise? Wrong!

You advertise in a thousand different ways in the hundreds of
transactions you conduct every day. What you do and how well you do
it either generates talk about you and your organization, or it doesn't.
This results in positive advertising, neutral advertising, or negative
advertising—in the form of word of mouth. And, as you're about to
discover, word of mouth is the most powerful advertising of all.

Consultant Bob Levoy says, “The proof of the pudding is not in the
tasting but in whether people return for a second helping.” Failure to
grasp that simple wisdom is one of the reasons most new businesses fail
within five years. The majority of those who do survive still wallow in
mediocrity. They make enough sales and profits to keep their doors
open, yet fail to achieve the growth and momentum to become legen-
dary.

To understand why so many businesses fail to succeed, you must
understand the awesome power of word-of-mouth marketing. While
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viii Preface

American businesses are the best in the world at getting the first sale,
the awful truth is that they are horrible at getting customers and clients
to take that second taste; to buy a second time.

Weknow how to do slick direct mail campaigns, television spots, and
radio commercials. We choose expensive locations, spends millions on
atmosphere and ambience, and yet fail to capture the customers’
attention so they are motivated to buy again. Why? I suggest that the
cause is negative word of mouth. Helping you to overcome that problem
is the purpose of this book. On the other hand, if you motivate buyers
to talk positively about you, you also win the word-of-mouth referral
factor—the most powerful and profitable marketing tool available
today.

As you read this book keep these thoughts in mind:

Word of mouth is rarely based on one thing you do . . . or don’t do.
Instead, it’s the result of hundreds of little things you consistently do a
little bit better than your competition.

Success at a pro-active word-of-mouth campaign requires a “top-
down” obsession with managing what people are saying about you.
Everyone in your organization must listen to everyone, from customers
to employees, from suppliers to yourlandlord, from stockbrokers to the
custodian.

Word-of-mouth marketing is not limited to businesses. Just as the
butcher, baker, and candlestick maker can profit from these strategies,
so can pastors, volunteer leaders, executive directors, and fund raisers.
Businesses and organizations, both large and small, can use the tools of
word-of-mouth marketing.

You may need to substitute your unique term for what we frequently
refer to as customers. Doctors call them patients, attorneys call them
clients, hotels call them guests, and associations call them members.
For the purpose of this book, we'll call them customers.

Word-of-mouth marketing is not intended to replace the things you
currently do well. Instead, use it to supplement and enhance your
current efforts in all the other areas.

There is an order to word-of-mouth marketing. When you use the
strategies in this book to capitalize on that order, what you will have is
a word-of-mouth marketing plan that can supplement an existing
marketing plan.
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Most of all, remember that word of mouth can be managed. You are

not merely at the mercy of those who talk. You can take control and use

these ideas to put together your own word-of-mouth marketing pro-
gram. What are we waiting for? Let’s get going!

Jerry R. WiLsoN

Indianapolis, Indiana

For a live interpretation of the principles of word-of-mouth mar-
keting at a convention, conference or sales meeting, call Jerry
Wilson at 1 (800) 428-5666 or (317) 257-6876; or write to Jerry
Wilson and Associates, 5335 N. Tacoma Avenue, Suite 1,P.0.Box
55182, Indianapolis, IN 46205.
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The Dynamics of
the Talk Factor







“You can be just as organized, thoughtful, and
systematic about ‘word-of-mouth advertising’ as

about media buys.”
—Tom Peters in Thriving on Chaos

What Word-of-
Mouth Marketing Is
and What It Can Do
for You

The talk factor is a term I coined to describe the dyn-
amics of word of mouth, but it's a concept you're completely familiar
with in practice. I'll bet I could name a dozen cases where you have lived
the talk factor. Let me describe one of your most common experiences,
the dining experience. I know you'll remember it because of what
Samuel Johnson said: “A man seldom thinks with more earnestness of
anything than he does his dinner.”

You've just finished eating at the Hungry Heifer Restaurant where
the food hasn’t been bad, but the service has been slow. The waiter has
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had to be reminded to bring your side order, and you had to use your
napkin to wipe water spots off the silverware. It hasn't been really
terrible, but you've had a bad day, so instead of enjoying the dining out
experience, you get annoyed. The waiter brings your check and asks,
“Has everything been all right?” You say, “Fine.” Outside, walking to
your car, you turn to your spouse and grumble, “We're never going back
to that place.” The next day, one of your friends says, “I'm looking for
a good place to take my friend for dinner—anybody have a suggestion?”
You say, “Yes, if you're looking for a good place, stay away from the
Hungry Heifer. I had dinner there last night. The food’s not bad, but the
service was one little disaster after another.” Your friend says, “Glad you
told me that before we wasted our money. We've always gone to
Charlie’s. The food’s great and the service is consistent. We'll probably
go back there.” Your friend turns back to work putting screws in screen
doors on the assembly line. A third party says, “Heard about that new
restaurant, the Hungry Heifer?” The friend says, “Yes. I hear bad things
about it. In fact, the joint is terrible. Don’t go unless you want ptomaine
poisoning!” The third party later goes to the barber shop, where the
conversation turns to the Hungry Heifer. “The health department ought
to shut the place down,” says the third party. “I hear a couple of people
nearly died of food poisoning.” Later, you see the place has shut down.
The reason? Competition? Location? Maybe. But I always wonder just
how much can be attributed to negative word of mouth.

Although the story is obviously fictional, I'm positive you have
experienced something like it. In a nutshell, it’s a portrayal of the talk
factor dynamics that make up what is commonly called word of mouth.
This book focuses a microscope on the talk factor and word of mouth.
The larger point of this story is that word of mouth is eating up
thousands of organizations across America, one bite at a time—and the
people inside don’t even know what’s happening until it’s too late. If
you're the owner of your own Hungry Heifer—or a department manager
in a company, or a volunteer coordinator, or even a pastor of a
congregation—you’ll want to know the strategies that put word of
mouth to work for you instead of against you.

You could trace the history of word of mouth back to the Bible’s
creation story, when the serpent tempted Eve to sample the forbidden
fruit. Then Eve talked Adam into the same offense, whereupon they



