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THE PASSION CONVERSATION 
Understanding, Sparking and Sustaining Word of Mouth Marketing 
 
PRESENTATION SUMMARY | January 13, 2014 
 
 
BRAND EXPLORATION 
 

Why did your founder start the company?  
When did your company know it was onto something special? 
 
KEY QUOTE: 

“A business that makes nothing but money is a poor business.” 
 

Henry Ford | iconic American businessman 
 
 
Marketing Problems are People Problems in Disguise 
 
KEY QUOTE: 

“We are not in the coffee business. It’s what we sell as a product but we are in the people business serving 
coffee.” 

 

Howard Schultz | Starbucks chairman and ceo 
 
Companies face all sorts of marketing problems. If they would reframe those issues 
as people problems, their perspective would change. 
 

• A company is suffering from sluggish sales growth because not enough people are buying.  
• A business is experiencing low retention rates because not enough people are buying repeatedly.  
• A brand reeling from poorly conceived products and programs doesn’t have enough people truly 

interested in what they offer.  
• An organization dealing with low engagement hasn’t been able to make its cause relatable to 

people who can help them sustain support.  
• A business hurting from unsatisfactory customer service must confront the problem of too many 

unhappy people. ��� 
 
TAKEAWAY 

Products and programs do not grow sales. Only PEOPLE grow sales. 
 
 
 

THE PASSION CONVERSATION 
the stories PEOPLE tell about you 
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Sparking a Passion Conversation 
 
Three Conversation Motivations: 

 
#1 FUNCTIONAL | Factual Knowledge, Nuts & Bolts Information 
 

People engage in Functional conversations about brands to get information needed ��� to make decisions and to 
better interpret the world around them. 
 
With new and/or complex products, people need help to understand why to use it, how to use it, when 
to use it, and where to use it. Brands that are new and complicated to understand will benefit most from 
sparking a FUNCTIONAL word of mouth conversation. 
 
Examples referenced: iPhone or Android, Nissan Altima 2014, Pinterest, Bikram Yoga 
 
TAKEAWAY 

Focus marketing efforts on getting current customers to tell their friends and friends of friends to spark 
and spread word of mouth. 
 
 
 

#2 SOCIAL | Show Distinctiveness, Express Individuality 
 

People engage in Social conversations about brands to impress others, to express uniqueness and to increase 
their reputations.  
 
Academics refer to this as “Social Signaling.” People will signal to society their uniqueness, their 
expertise, and their passions by talking about brands they uniquely identify with. Social Signaling is a form 
of self-enhancement. People can feel better about who they are by talking to others about brands that 
are as distinctive and interesting as someone views him or herself. 
 
The more distinct a brand, the easier it is for customers to project their uniqueness by visually 
identifying with the brand. 
 
Examples referenced: Concert t-shirts, Whole Foods Market bag, Anytime Fitness logo tattoos, “Beer Coach” 
 
TAKEAWAY 

Dedicate efforts to using online marketing activities to get people sharing images and experiences on 
how and where they use your brand, product and or service. 
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#3 EMOTIONAL | Love & Hate, Shock & Awe, Giggles & Glares 
 

Brands that invoke strong emotions are more likely to be talked about. When we are overjoyed about a 
brand, we tell others. When we are disgusted about a brand, we also tell others. And, when we are 
indifferent about a brand, we don’t tell others. 
 
High arousal emotions, like amusement and anxiety, spark word of mouth conversations. Low arousal 
emotions, like contentment and sadness, are less likely to spark word of mouth conversations. 
 
Examples referenced: Apple iPad advertising, Dos Equis “Most Interesting Man in the World” advertising,  
Love 146 (video: bit.ly/Love146story) 
 
TAKEAWAY 

Bring forth brand-related stories that evoke strong emotional reactions to spark conversations. 
 
 

Sustaining a Passion Conversation 
 
Foundational Thinking: 
 

NO STORY. NO STRATEGY. 
KNOW STORY. KNOW STRATEGY. 

 
Three Brand Story Strategies: 
 
Strategy #1 | Improve a Life 
 

The brand story of how a product/program/service can improve a person’s life is one that will get 
shared for years and years.  
 
The Sleep Number story continues to be shared because it’s a story that clearly improves the lives of 
the people who use the unique mattress. In all of it’s marketing, the Sleep Number bed from Select 
Comfort tells the story of individualizing comfort. If you enjoy a firm feel in bed, you can adjust your 
Sleep Number bed to be firmer at the same time your spouse or partner can adjust their side of the bed 
to be softer. One side of a bed can be firmer while the other side can be softer. That’s a forever talkable 
brand story. 
 
 
Strategy #2 | Right a Wrong 
 

When a business corrects a perceived injustice in the world, it not only wins new customers, it also 
sparks word of mouth conversations.  
 
There are so many wrongs with airline travel from surly employees to excessive fees to hassles upon 
hassles. Southwest Airlines was founded upon the principle of righting the wrongs in airline travel from 
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making it less expensive to making the in-flight experience more tolerable to making their website easier 
to navigate. Southwest does not charge change fees to reservations nor does the company charge 
baggage fees. The company’s advertising has long shared its brand story of not charging baggage handling 
fees not charging people with change fees when altering a reservation.  
 
Other example referenced: Whole Foods Market 
 
 
Strategy #3 | Make Good Better 
 

Lots of good products and services exist. However, there is always room to make good better. MySpace 
was good. Facebook made it better. Blockbuster was good until Netflix made it better. Then Redbox 
made better better. And now, Hulu is making better far better. 
 
 

 
 
NOTES: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 


