
Word of Mouth Power

Are you looking to boost your sales in 2012, but lack the needed funds for a big marketing campaign?  
You are not alone.  This has been one of the most common issues that I have heard in the last few 
weeks as I have visited with small business owners.  What I suggest is nothing new…think about what 
is the most cost effective marketing strategy?   You have heard it before.  But this time, put it into 
action and focus on how you can implement it for your business.  The strategy is simple.  Even in an 
age of modern and high-tech communication, the most powerful and effective means of generating new 
business is word-of-mouth.  It is a fact.  People turn to trusted friends or colleagues for 
recommendations regarding product or service providers.

 

And because word-of-mouth referrals are free, you can’t beat the return on investment (ROI)  that a 
positive referral can generate.  So take some time to think about your business and how you might use 
this fact to the best of your advantage.

 

While a successful word-of-mouth marketing chain can sometimes start on its own, don’t assume that 
the phone will start ringing off the hook. Any successful marketing tool—word-of-mouth included—
requires a proactive, patient approach to ensure that the right message gets to the right people.

 

First think about a “pass along” message.  A good way to get started may be to create a simple 
marketing message that is easy for people to pass along. If it’s not simple, it won’t pass the test. But 
make it specific to a real benefit or need, not something vague or general. If you can, include success 
stories or testimonials from real customers. These can have a tremendous pass-along impact.

 

You might also consider the power of social networking to be able to help you spread the word about 
your business.  Combine this tool with your word of mouth focus.  In fact, that is the topic of the next 
Small Business Round Table cosponsored by SCORE and the Chamber of Commerce.

 

To stimulate word of mouth, you might also consider asking customers for referrals and 
recommendations. And put your networking efforts into high gear. If you network and get to know 
people in your community or industry, they will think of you when they need your product or service. 
Join networking groups and local business organizations, and attend conferences.  I have shared before 
that one of my most effective networking groups is BNI (Business Networking International).  Each 
week on Wednesday mornings, I meet with a group of 30 people who are my marketing team because 
each week I remind them of what a good referral would be for my business.   Also, consider donating 
your products or services to local charities. This can generate goodwill and get your name around. 

 

Consider introductory discounts or free samples. People are more willing to try a new product or 
service if they can do so economically. Many small companies have jump-started sales through 
carefully controlled giveaways. 

 

Above all, perhaps recognize that people will happily spread the word about your business if you treat 
them well. Tales of negative experiences or poor performance can be difficult to correct once they are 



passed on. That’s another important reason why it’s important to continually provide superior service, 
address problems quickly, and anticipate your customers’ needs. Those are the things they’ll remember
—and talk about.

 

Lastly, get some ideas from others.  To learn more about marketing your small business, contact 
America’s free and confidential source of small business mentoring and coaching. SCORE is a 
nonprofit association of more than 13,000 business volunteers nationwide that  offers free mentoring 
and low-cost workshops. 
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