The Customer
Advocacy Playbook

Operationalizing Loyalty for
Compounding Growth
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The Loyalty-Advocacy

Nl Step 3: Advocacy u

K\ \ \ \\ \ The customer voluntarily shares |

: positive experiences, influencing | H

Step 2- Loyaﬁy peers and amplifying brand reach u
through emotional connection. |

Step Function

Step 1: Satisfaction

The customer gets what they
paid for. Highly transactional.

N

N

The customer returns and

continues purchasing. Focuses
on retention.
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The ROl of Active
Advocacy

Lower Acquisition Costs

High conversion rates driven by
peer trust naturally lower CAC and
reduce reliance on paid advertising.
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Enhanced Credibility

Authentic peer recommendations
cut through market noise with a
persuasive weight traditional
advertising cannot match.
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The Innovation Loop

Deep emotional connection creates
a feedback loop where advocates
provide the specific insights needed
to refine products and services.
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Activation Strategies

\ / Exclusive /77 N\ Incentivized
Experiences () S22\ Referrals
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Public
Recognition

Solidify the ambassador role
by publicly celebrating
advocates through social
media shout-outs and
featuring them in official
marketing materials.
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The Amplification
Mechanism

Community Building

.| Grouping these authentic voices
together to create a compelling,
attractive narrative that pulls in new
prospects.

User-Generated
Content (UGC)

> Deploying specific campaigns and
hashtags that invite customers to
share authentic stories and photos.
Community Building

.| Grouping these authentic voices

”

together to create a compelling,
attractive narrative that pulls in
new prospects.
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1he Reputation
Shield

Crises

Negative Reviews

Vocal Grassroots Support
(The Advocates)

Customer advocacy acts as a vital buffer in the digital landscape. Grassroots vocal support and positive
testimonials counterbalance adverse comments, maintaining brand trust even during public challenges.
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Measuring Advocacy

Success

Sales Growth Impact
I
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Tracking referral rates and the volume of
new customers acquired directly through
existing advocate recommendations.

Engagement Velocity

Monitoring the volume of social media
shares, comments, and likes within
advocate networks.

85% ==

Sentiment Shift

Comparing baseline Net Promoter Scores
(NPS) and Customer Satisfaction (CSAT)
survey results from before and after
program implementation.
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Real-World Application

l
[

I Airbnb (Live There Campaign)

Core Mechanism

User-Generated Content showcasing authentic
travel experiences.

Platform
Social Media (#LiveThere)

Business Outcome

_€t:}}; Fostered deep community connection and showcased

Z==sx “-- R authentlc testimonials to prospective travelers.
_ N

Starbucks (My Starbucks Idea)

Core Mechanism

Direct ideation and feedback submission from
customers.

Platform
Dedicated proprietary submission platform.

Business OQutcome

Empowered customer voices resulting in numerous

highly successful, user-generated product launches.
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The Advocacy Flywheel =
" Identify ——> Activate

(Behavior & (Experiences
Engagement)/g & Rewards) |

Advocacy is not a
one-off marketing

campaign. 7
It Is a continuous,

Grow
(New Customer
measurable, and Acquisition) i

compounding engine
for holistic
business growth. :

Amplify
(Social & UGC)

= Measure - Defend
(Referrals & (Reputation |
NPS) /( ] Shield) /
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