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This presentation is from:             

Learn more about WOMMA and how we can help you 
improve your word of mouth marketing program at 
http://www.womma.org.

(c) 2005 Word of Mouth Marketing Association.  You may share 
this presentation if it is not altered in any way.



 

creatingcustomerevangelists





The willingness of someone                   
— a customer, an employee, a 

friend — to make an investment 
or personal sacrifice in order to 

strengthen a relationship.

Loyalty



The loyalty ladder

As much as, or more than, what was expected

Source:  Adapted from The Value Profit Chain by Heskett, Sasser, Schlesinger

Satisfaction
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The loyalty ladder

A larger “share of wallet” among repeat customers

As much as, or more than, what was expected

Source:  Adapted from The Value Profit Chain by Heskett, Sasser, Schlesinger

Frequent purchasing

Satisfaction





The loyalty ladder

Good loyalty that generates word of mouth

A larger “share of wallet” among repeat customers

As much as, or more than, what was expected

Source:  Adapted from The Value Profit Chain by Heskett, Sasser, Schlesinger

Commitment 

Frequent purchasing

Satisfaction





The loyalty ladder

Evangelist behavior
High loyalty while convincing others to purchase

Good loyalty that generates word of mouth

A larger “share of wallet” among repeat customers

As much as, or more than, what was expected

Source:  Adapted from The Value Profit Chain by Heskett, Sasser, Schlesinger

Commitment 

Frequent purchasing

Satisfaction
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The loyalty ladder

Evangelist behavior

Ownership 
Taking shared responsibility for continued success

High loyalty while convincing others to purchase

Good loyalty that generates word of mouth

A larger “share of wallet” among repeat customers

As much as, or more than, what was expected

Source:  Adapted from The Value Profit Chain by Heskett, Sasser, Schlesinger

Commitment 

Frequent purchasing

Satisfaction
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Number one 

 

indicator of growth:

“Would you recommend us to a friend 
or colleague?”

Source: Harvard Business Review, Dec. ‘03, “The One Number You Need to Grow”





A few connections 
that have helped 
SolutionPeople land 
over 160 of the 
Fortune 500 as 
clients

 

A “buzz map”



 Spreads the word
 Recruits new customers
 Helps you improve products and services
 Defends you
 Supports you

of an evangelist:
Characteristics
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