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1. Why is online 
advocacy important 
to your consumers?  
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Potential customers rely on online advocates and 
badvocates when making a purchase decision  

Online recommendations are the second 
most trusted source of information, after 
friends and family *  

75% of consumers say they take into 
account online advocacy when making a 
purchase decision *  

*Nielsen, 2012, Global Trust in Advertising and Brand Messages  
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Each online recommendation has a broader 
influence than an offline recommendation  

Å Although the majority of advocacy  occurs offline, online 
recommendations have a much broader and global reach :  

º A study published by Forrester*  estimates that online influence reaches about 500 
billion impressions a year  

º For the equivalent reach to be achieved with offline recommendation, everyone on 
the planet would need to make 71 recommendations per day  

 

Reach of offline advocacy  Reach of online advocacy  

*Forrester, 2009, Introducing Peer Influence Analysis  
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2. Why is advocacy 
more powerful than 
general discussion?  
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Å Millions of online conversations occur each day, but only advocacy 
explicitly aims to influence the purchase behaviour of others:  

º Advocacy is impactful because consumers believe that others will share the same 
experience as them and hope that they will be seen as a trusted and reliable source 
of information  

 

Advocacy differs from general discussion as it 
aims to influence the decisions of others  

General discussion  

ñThis product is goodò 

Little impact on 
purchase consideration  

Advocacy  

ñYou should buy this 
productò 

Strong impact on 
purchase consideration  
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EXPLICIT  

Strongest influence  

on othersô actions 

IMPLICIT  

Indirect influence through 
statements of merit  

PROMPTED  

Recommendations incited by the review 
forms on shopping sites  

There are three ways in which consumers can 
recommend: explicit, implicit and prompted  

Similarly to offline 
conversations, 
explicit and implicit 
advocacy occur 
naturally in online 
consumer discussion  

Prompted advocacy is 
the result of certain 
sites requesting a 
concluding 
recommendation in 
consumer reviews  

The WaveMetrix Advocacy Pyramid  
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Explicit advocates directly tell others to choose 
your brand or products  

Å Explicit advocacy is a direct call 
to action, telling potential 
customers to choose you:  

º Explicit advocates ñrecommendò 
others to ñtryò, ñbuyò or ñuseò certain 
brands or products  

º Explicit badvocates ñwarnò other 
consumers to ñnot buyò a product, 
ñstay away ò from it or to ñgetò a 
competitor product instead  

ó I recommend you try the Neutrogena 
Naturals Facial Cleanser. Iôve been using it 
for a week and I already notice how  soft 
and clear my skin is  ô 
 

ó Get a Kindle! It's easy to use, 
convenient and great for cutting down on 
the bulk of books you would normally take 
around with you ô 
 
ó Iôd stay away from Toyota cars as 
theyôve proved unreliable ô 
 

ó Between the iPhone 4S and Galaxy SII 
Iôd get the iPhone 4S as itôs lighter  ô 

Examples of explicit advocacy:  

How can you benefit?  
Make your call to actions resonate with the recommendations that 
customers hear from your advocates  
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Implicit advocates subtly recommend you 
through comparisons to competitors  

Å Implicit advocacy are 
statements of merit or 
comparisons to other brands:  

º Implicit advocates tell others that 
your brand is the ñbestò or ñbetterò 
than others and why  

º Implicit detractors tell others why 
youôre the ñworstò or ñnot as good asò 
other brands  

ó The Neutrogena Naturals Facial Cleanser 
is the best money can buy! It removes 
grease and is gentle on the skin ô 
 

ó The Galaxy SII is the most attractive 
smartphone  around thanks to its 
comfortable screen ô 
 
ó The Kindle is slower than other 
readers when navigating online, 
meaning you canôt use it every day ô 
 

ó The acceleration on Jaguars isnôt as 
good as on Audis ô 
 

Examples of implicit advocacy:  

How can you benefit?  
Ensure that your communication reflects consumersô differentiation 
between your brand and competitors  
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How can you benefit?  
Give consumers every opportunity to recommend you, such as on your 
brand sites or social media pages  

Prompted advocacy offers customers an easy 
differentiator at the point of purchase  

Å Prompted advocacy is triggered 
by review and shopping sites 
asking reviewers if they would 
recommend your product:  

º It provides potential customers with 
an easy way to identify the most 
strongly recommended product in 
comparison to others  

Å Prompted advocacy is 
particularly important as it often 
occurs at the point of purchase:  

º Customers are able to compare 
advocacy levels right before the 
purchase decision  

Examples of prompted advocacy:  

Walmart  

Best Buy  



Page 12  October 2009  Proprietary and confidential. All rights reserved  

Page 12  October 2009  Proprietary and confidential. All rights reserved  

Page 12  July 2012  Proprietary and confidential. All rights reserved  

3. How can a better 
understanding of 
advocacy help you?  
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Placing advocacy at the heart of your activities  

Echo your advocates in communications  

ÅBy understanding advocacy, you can refine marketing 
messages to resonate with the reasons consumers go out of 
their way to recommend you  

Keep your offering aligned with advocates  

ÅAdvocates put their name against your products when 
advising others to buy them, so understanding what drives 
them can help develop products aligned with them  

Make it easy for users to recommend you  
ÅEncourage consumers to discuss and review your products to 

generate implicit and explicit advocacy  

ÅFacilitate prompted advocacy by adding automatic 

recommenders on your commercial sites  

 


