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There Is a Lot of WOM Today

There are 3.4 billion word of
mouth conversations each day
IN America

200+ million conversations daily
regarding health and healthcare
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Marketing Success in a WOM Era
Key Questions

1.What's your story?

...why should consumers talk about your product?

2. Who will tell it?

...who are your influencers?

3. How can you faclilitate the

conversation?
...what tools can you create?

4. What's the impact?

...does WOM lead to positive outcomes for my brand?
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TalkTrack®: Monitoring All WOM

* Ongoing study of consumers’ word-of-mouth conversations of the
past day

 All modes of word of mouth
— Face-to-face, phone, online

e Continuous online data collection
— 36,000 interviews per year

* Nationally representative sample of consumers 13- 69
— 350,000 brand conversations studied per year \

 Broad category coverage
— Including health and healthcare
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America’s Health Conversations:
6 Insights for WOM Success
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1. Half of Americans Talk About
Health on a Typical Day

Food & Dining

Media & Entertainment
Sports, Recreation & Hobbies
Beverages

Telecom

Technology

Shopping & Retail

Health & Healthcare

| % Respondents Having Conversation in Category

68%
66%
56%
55%
51%
48%
47%

46%

Automotive

Fnancial

Personal Care & Beauty
The Home

Travel Services
Children's Products

Household Products

Base: 33,464 respondents

44%

* Average daily conversations among those who have discussions about each category. Ke | | e P Fay G HUU P

Source: TalkTrack®, June 2006 through July 2007
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2. Rx Word of Mouth:
Primarily Takes Place Face-to-Face

74% of prescription drug

WOM takes place in-person

Less than 10% takes place online |

Base: Conversations (Prescription Drugs, n=300; All Categories, n=261,919) Ke | I e r Fay EH[]UP .

Source: TalkTrack®, June 2006 through July 2007
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3. Rx WOM Has High Credibility

(% highly likely to agree/take action, 9/10 on 0-10 scale)

B Prescription Drugs O All Categories

69% A major reason for marketers to enter conversation

55%
49% 49%
44% 43%

33%  34%

T T

Credibility/Believability | Likely to Pass Along to Likely to Purchase Likely to Seek More
of What Was Heard Others Information

Base: Brand conversations where someone else provided advice (Prescription Drugs, n=140; Health & Ke | I e I.. Fay GH[]UP .

Healthcare, n=3,619; All Categories, n=111,571)
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4. “Pros” Important, But Family Most
Prominent Rx WOM Advice Givers

28%
Spouse/Partner q@
: 18%
Other Family ! 2
ong T 7%
: 17%
Professional/Expert 304
) 16% B Prescription Drugs
Coorker !
i O All Categories
, 4%
Other Acquaintance -—‘ 6%
St 1%
ranger 204
Ei:li:hS;?gfjnr:;rgé%r?S,A\;Yizgsgzgi?:s?nne:(13|152e,5p{3\)/id6d advice (Prescription Drugs, n=141; Health & Ke | I e r. Fay GH[]UP .
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5. Quality/Efficacy: Leading Subject

(How consumers describe prescription drug conversations)

Focus on the solution: Consumers are 2x
379% as likely to talk about solution as about
side effects and problems

Quality/Efficacy Specific Side Effects, Costs, Expense Relationships Purchase
Condition, Problems (e.g. Family Process
lliness Member)

Since multiple themes can come up in one conversation, items add up to more than 100%

Base: Verbatim descriptions of conversations (Prescription Drugs, n=127) Ke | | e P Fay GHUUP
Source: TalkTrack®, November 2006 through July 2007
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6. When it Comes to Conversation, Not
All Consumers are Created Equal

One American in ten
tells the other nine
how to vote, where to
eat, and what to buy.
They are

The Influentials

TIRIEL
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Influencers Recommend Far
More Than Others

(% of influencers saying they regularly offer advice, insight to others)
Point Difference
from Total Public

Food & dining +33
Travel +30
Beverages H eal t h : . +30
Shopping & retail H I t +30
\ g -
Media & entertainment ea ¥ are y +27
Y ) B
Health & healthcare ‘ 28
+
Lifestyle & hobbies 3
+22
Technology
_ +23
Automobiles
+24
Household products
+23
Financial products & services
+21

Beauty, personal care & fashion

-Srgzrg:?{nls?dg?;eegggir?vsersations of the Conversation Catalysts,” Ke | I e l‘ Fay G BUU P .
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Taking the Next Step

* High levels of WOM about health care and Rx drugs
— DTC marketers have a terrific opportunity to join the
conversation
e What's your story?
— Be solutions-oriented: WOM is about solutions
— Encourage actions: WOM often leads to pass-along,
information-seeking, product trial
 How can you facilitate and join the conversation?
— Consider both online and offline opportunities

— Know who to talk with
* Some consumers are disproportionately likely to spread the word

— Before you talk, listen
Keller Fay GRoup .
www.kellerfay.com 13 Word of Mouth Research & Consulting




Thank you!

u

ekeller@kellerfay.com
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The Keller Fay Group

Bringing best-in-class tools to word of
mouth strategy and measurement
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