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HARNESSING THE POWER OF YOUR TOP ADVOCATES

Whether it's a small targeted group, or a broader base of brand loyalists, your top brand
advocates matter. Let's take a look at what impact even a small group of 50 influential
advocates can have, the actions your brand should take to engage them, and the positive
effects their word-of-mouth has on successful marketing strategies.
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Those that have had little
digital engagement with the
brand. Can range from a
single like on a brand post,
to sporadic comments and
shares.
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WHAT CAN 50 ADVOCATES DO FOR YOUR BRAND?
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Quantify the actions, reactions, and chain of influence generated
by your selected advocates. Use this to attribute their direct
earned reach.

Closely monitor how often your level groupings change. Ensure that
as you build your relationship with your advocates, you see that
group of individuals in Levels 6-10 increase over time.

Brand value derived from advocates as a resource for internal insights.

Get visibility and analysis of the actions they take, and collect, survey,
preview, and solicit information from this base directly.

Brand value derived from ambassadors as an externally-facing
resource to seed and amplify brand initiatives. Closely track the
engagement generated specifically by these individuals.

|dentify advocates in the segments that matter to your brand. Build
on broad segments like positives vs. negative, but also focus on
growth in smaller, more targeted segments, and track that growth.
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