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okia has a long history in
committing to the value of
word-of-mouth. We've been
working for almost ten years
now on building advocacy in
social media, engaging with communities, and
finding clear, honest and inspiring ways to
talk to people through channels both on and
offline. And we've had some incredible
moments along the way, from gathering
some of social's best young developers in
Helsinki to brainstorm future products,
to installing Foursquare-activated vending
machines in retail stores and at festivals to
dispense Nokia gifts.
But there is still one thing that drives
me crazy about brands and word-of-mouth.
And, although all these factors all play their
challenging part, it isn't budget, or language
barriers, or negative conversation. It is the
still-endemic industry emphasis on numbers

alone. Of course, our social activity has to
show results. We wouldn't put word-ofmouth at the heart of our strategy if we
couldn't demonstrate that it brings us real,
measurable ROI. But the biggest transition
we have taken over the last decade has been
to focus on great storytelling, meaningful
conversations and genuinely relevant content,
rather than channels, number of fans and
photos of phones. The team that runs our
presences has shifted from being on-brand
broadcasters to editorial experts, whose job
is to listen to our current and new audiences,
understand what makes them tick, and meet
them on their own terms with content they
really care about. And that isn't just about
us. Whether their passion is sport, fashion or
music, we want to have a conversation about
what they love, not what we want to sell. Of
course, the irony is, that's the way to profit
in the long run.

One significant driver of the change in how
we think about marketing has been the
spread of the 'stakeholder decision journey'
as an idea and a useful model for describing
marketing investment.
For the past few decades, a great deal of
marketing at Nokia and other major brands
has been organised around the notion of a
sales funnel. Today, the forces of technology
and media change require companies to
reassess the consumer's relationship with
brands and their products and services.
They have also forced different kinds of
communications to reach and affect
consumer decisions at different points.
In his seminal article for the Harvard
Business Review, McKinsey's David C Edelman
describes a new model to replace the
funnel, called the Consumer Decision
Journey (which Nokia has adapted to be the
'stakeholder decision journey' to include
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important non-consumer audiences).
Edelman describes three phases to which
marketers must pay attention:
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• Consider and Buy: This phase, Edelman
says, is often over-emphasised by marketers,
resulting in over-investment in advertising
and retail promotions to raise awareness.
However, consumers take many cues online
from other consumers via word-of-mouth,
especially product reviews.
• Evaluate and Advocate: While
consumers are evaluating their product or
service, we can earn deeper trust by being
on hand with information, support, or
signposting the recommendations of
others, among other things.
• Bond: This is a phase where consumers
repeat purchases with the brand without

reverting to consideration.
Word-of-mouth has a potential role at
every point across the consumer journey,
especially during what the model calls
the Advocate stage. Marketers have
undervalued, and therefore underinvested in,
activity which will encourage, facilitate and
spread consumer advocacy; we believe that
word-of-mouth marketing provides us with
ways to redress this imbalance.
We can also take this idea and extend
it to other important stakeholders, like
potential hires, developers, retailers;
thinking about the way that the people
within the business build relationships and
trust with partners in its product and
business ecosystems.
At its foundation, our brand, and its
reputation, is an outcome of building trust
with our consumers. When they want to
communicate with us in social media we

need to be there; and we need to keep
innovating new places and ways to have
those conversations. It is an inexcusable,
missed opportunity if we do not.
CASE S T U D Y :

NOKIA/TRON

In 2010, Nokia sponsored the Disney box
office smash Iron with Nokia devices
featured in the movie (a sequel to the
1980s cult classic). We made the most of the
sponsorship through point-of-sale, digital and
ATL (above-the-line) promotions but, with
the help of our retained agency lOOOheads,
we also put social right at the heart of the
project.
For example, Nokia's access to
exclusive content, such as a Nokia version of
the trailer, was used to inspire a 'takeover' of
key Nokia social presences (Facebook,
Twitter and blog) by the fictional Encom

Global conversation
heat map
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numbers, the data and insights that help us
to understand what is happening, the
opportunities to learn and adapt, and the
impact on the business?
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When it comes to word-of-mouth,
Nokia should be looking for two valuable
behaviours as signs (and causes of)
success. They are: more interaction between
Nokia employees and its consumers; and
more consumers talking to each other about
Nokia. Both of these behaviours support
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Marketing is the front line of Nokia's
encounters with the social web. So our
marketing team has an important role to play
in two ways beyond their normal functions.
First, Nokia's marketing teams can practically
support other parts of the business with the
insights they gain from actively listening to
consumers in social media.
Second, those teams can pass on the
lessons they learn about how to work with
social media: what's needed in terms of skills
and capabilities, how to build networks and
communities, and how to effectively manage
many-to-many communications. Our teams
must focus on the Stakeholder Decision
Journey in their planning for social media; at
the same time they must remain mindful of
the need to support the rest of the business,
and the product development teams.

o

THE M A R K E T I N G TEAM

One example of investing for the long-term,
which is currently happening at Nokia,
can be seen in the global Nokia Connects
programme. As part of this strand of work,
our global team of community managers are
monitoring Twitter to look for opportunities
to open up conversations with existing and
potential advocates.
In one case, an influential blogger in India
tweeted to his followers that he was fed up
with his new phone, which was prone to
break. As a former Nokia consumer, he
wondered aloud to his followers whether
he should think about switching back his
loyalties. The @NokiaConnects team
spotted this and contacted him, asking him if
he would like to trial a new Nokia phone for
a couple weeks, no strings attached.

s

and enable advocacy and recommendation,
ultimately the most effective kind of
marketing in the world. They are both
also evidence of a growing ecosystem of
conversations and relationships.
At Nokia, we strive to explain social
media in terms that make sense to people
outside Soho; in ways that focus on word-ofmouth, rather than channels or tools. When
technical jargon is stripped away, there are
three main facets that our employees talk
about:
• Stories: The elaboration of the large and
small ways in which Nokia and its products
and services are changing people's lives.
Content assets, insights, folklore, the
scattered matter that makes up what the
brand is, both for its employees and its
customers. Stories bring to life the essence
of Nokia's brand for our customers and
employees alike.
• Conversations: The connections with
customers and other influencers online; the
dialogue that keeps us open and honest; the
conversations between customers that we
can learn from.
• N u m b e r s : The data and insights that
flow from Nokia into the social web and vice
versa; the measures and evaluation methods
to understand what is happening and how
decisions can be made.
These three are a loose, but useful,
construct with which to think about social
communications and the value they can
deliver. At the planning, execution and
evaluation stages, our employees must look
at its social activity through each of these
lenses. Where are the stories that will be
valued and passed onto others? What
conversations are taking place, how do
they need to be supported, how can the
connections be sustained? Where are the

a

business that features in the movie.
Users from the target gaming audience were
challenged to solve clues left in binary and
Konami Code (appealing to the movie's fans)
to unlock the exclusive content.
The activity not only drove over a 150%
increase in daily activity on Nokia's Facebook
page, it attracted a new audience: 70% of
those engaged in the Tron campaign on
Facebook had never spoken about Nokia
before. There were over 80,000 participants
in this conversation during a single day at the
height of the activity.
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CASE S T U D Y :
@NOKIACONNECTS

This single contact generated a very
positive outcome. The blogger himself was
delighted to have been contacted. He liked
the new phone and wrote several blog posts
about it. His authentic, earned advocacy
reached a wide group of people online people that Nokia wouldn't or couldn't
have reached directly itself.
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Fonte: Admap, Washington, v. 47, n. 9, p. 20-23, Oct. 2012.

