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At what point does your/your clients’ program ask customers to sign
a legal release form for a reference material?

Client responses Agency responses
9% Commencement
21%
36% 18% I Final droft
55% M Roth

14%

Il At no point
18%

29%
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The majority of client-side reference professionals understand the importance of obtaining legal sign off
for customer reference materials, with 79% requesting legal sign off for reference materials

14% of client-side reference professionals request legal sign-off of reference participation/materials at
both the beginning and end of the creation process (this could indicate that organisations struggle fo
obtain legal sign-off at the beginning of the process, thus are having to duplicate the request af the end
of the activity)

The fact that 50% of organisations are requesting customer sign-off at the start of the process
(commencement 36% and both 14%) could indicate that they are looking at engaging customers at an
early stage for participation in wider reference activities (and not just for a one-off case study) from the
outset (reference planning at its best)

Further investigation of the responses indicates the smaller an organisation is, the less likely it is to request
a customer signed legal release form for reference materials




How much do you agree or disagree with the following statement?

Client responses Agency responses
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a -
b -
C -
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e -

Strongly agree [ Somewhat agree [l No opinion [l Somewhat disagree [l Strongly disagree

Companies delivering via the channel cannot have reference relationships with customers
Closed-loop operation is business critical

Social media has no relevance for CRPs

Incentives are allowable

Unexpected customer rewards are acceptable

f — References must be freely given

Analysis
a) Companies delivering via the channel cannot have reference relationships with customers
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This was always going fo be a controversial statement and the responses are not a surprise; 92% of
client-side reference professionals disagreed or strongly disagreed

Agency responders also strongly disagreed however there are signs of a sympathetic response to this
statement too. Pernaps the statement was a little extreme, clearly the consumer segment has no such
difficulty and there are some successful channel programs. Customers buy brand but experience shows
that indirect reference relationships are far harder to come by in the enterprise segment




b) Closed-loop operation is business critical

. With 80% of client-side and 83% of agency-side reference professionals surveyed agreeing with this
statement, it's clear that the majority of advocacy professionals are thinking the same way —
demonstrating program ROl is key

. No agency disagreed with the proposition however a surprising 8% of responses from client-side
reference professionals that do not see closed-loop operation as business critical

c) Social Media has no relevance for customer reference programs

. 67% of client-side and 81% of agency-side reference professionals surveyed disagreed with the statement
‘Social Media has no relevance for customer reference programs.’” Add this fo the result of question
number 17f (page 22) and it is clear that Social Media is going to play a big part in customer advocacy

d) Unexpected customer rewards are acceptable

. This question refers to the philosophy of providing an unexpected reward to a reference customer as a
‘thank you' in recognition of how their advocacy and relationship is appreciated and has helped your
organisation. An example would be upgrading the rooms for your top reference customers at an annual
conference, or maybe a telephone call from your CEO. The point being that the reward in no way
incentivises the reference customer to be an advocate for your company. 56% of client-side and 65% of
agency-side reference professionals surveyed agreed with this statement

e) References must be freely given

. We don't see any conflict with this and the previous statement and as predicted it always polarises
opinion

. No responses from clients or agencies said ‘no opinion’ on this one; it is a clear 83% agreement from
clients while agencies disagree, with 55% against this statement and 45% concurring

. Many advocacy professionals believe that any form of customer incentive/reward is out of the question,
working on a ‘words of the customer, freely given' approach (and indeed many reference programs
state this in their documentation). Others work on an incentivised referral basis or ‘payment by activity
type,’ host a site visit and you (or your chosen charity) receives money, products, services, fraining or
event admiftance
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management tools

Which type of reference program management application do you use?

Client responses Agency responses

Custom created

38%
I Adapted CRM program

50%
Il Off the shelf program

I XL spreadsheet

25% 9 %
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Analysis

. The maijority of organisations covered by the survey have a custom-created reference management
program

. Interestingly custom-created, adapted CRM and ‘off-the-shelf’ reference management applications all
had roughly the same amount, with integration with other systems at 40-42%

J More than one response was permitted for this question thus the 21% of customer reference programs

that use excel spreadsheets is not quite as alarming as it first sounds; only 11% of programs are run solely
on excel

o The majority of agencies have a custom created program to manage projects and programs and
provide client reporting. Agency-side reference professionals have a higher usage of an excel
spreadsheet compared to client-side, this is no doubft related to custom reporting requirements for
projects, programs and budgets
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The future

Q How do you see the following areas changing in the next twelve months?

Client responses
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a - Size of 'pool’ of reference customers
b — Use of Net Promoter
c — Customer incentives
d - Sales feam incentives
e — Demand for references
f — Social media as part of the advocacy mix
g - Budgefts

h — Program outsourcing

Interestingly, the most popular answer for every question in this section was the same for both
client and agency-side reference professionals, this consensus demonstrates effective
communications and a shared philosophy
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Analysis
a) Program measurement

o Agencies have already seen an increase in requests for measurement and 75% of those surveyed predict the
demand for program measurement will increase again in 2009

. Clients are unclear with regard to best-practices and process and will be looking fo agencies and special
interest groups such as the Customer Reference Forum’s Metrics SIG for advice and direction

b) Pool of reference customers

o Organisations feel more strongly about the increase they foresee in the number of reference customers, than
agencies do. However both sefs of responders agree that the number of reference customers will increase

. This demonstrates great confidence in the customer experience for the organisations covered by this survey
and also the effectiveness of their team or agency fo recruit

. Size of reference poolis an element of any reference program that is very easy to measure and one that a
reference manager’s role is based on, thus one would expect client optimism to be higher as lack of
confidence in seeing an increase = lack of self confidence or company performance

J Agencies are probably more cautious as they are often at the sharp end of reference customer recruitment
and may also differentiate between ‘agreement’ and actual activity

c) Use of Net Promoter®

J Client and agency-side reference professionals have very similar views, with the agencies being slightly more
optimistic for the increase of Net Promoter® adoption in 2009. We are watching developments with interest as
Net Promoter® adds implementation detail and certification courses

d) Customer incentives

o Organisatfions and agencies are firmly saying ‘no change in 2009’ however as we have seen previously this
subject completely polarises the reference community

e) Sales team incentives

o A much easier topic, sales team incentives are always there in some form or another, whether positive
(or negative cash) or ego boost. Organisations and agencies both agree that there are no planned
changes here

f) Social media as part of the advocacy mix

o Agencies currently feel social media will become more important in the reference program mix than clients
do(14% difference)

o Organisations are traditionally more cautious and have yet to see how social media fits in an enterprise
context

g) Demand for references

J With a resounding 81% of client-side and 73% of agency-side reference professionals anficipating an increase
in demand for references in 2009 and the same clients anticipating no change in budgets (bear in mind the
different economic situation in October 2008 when the responses were collected) clearly there is an issue
here. Marketing budgets have been under pressure for the last 18 months thus a lof of ‘working smarter’ has
already taken place

o There may be trouble ahead; many organisations that had the funds to invest in ‘references on demand’ two
years ago are ok short term; most companies are expected to resort to reference screening procedures to
ensure resources are allocated to quality opportunities and may refuse low-level activities. This scenario
requires strong control of reference customers/account feam access

h) Budget

J Whilst the answers were more or less split over ‘no change’ and ‘decrease’ it was only the agencies who
believed budgets would increase, although their highest answer was ‘decrease’ compared to the highest
answer for clients which was ‘no change.’ This is the only question that didn’t promote a single definitive future
direction, which shows how little this aspect can be predicted. Note also that the timing of this survey was
during of a period of economic uncertainty which may have influenced peoples answers

i) Outsourcing

o It is clear that agencies are much more optimistic about the prospect of an increase in program outsourcing
than clients! This can be an emotive subject; especially in the current financial climate thus this mismatch in
response was inevitable. We will see what happens in next-year’s survey!
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Advocate

APAC/APJ
CABs

CFig

CRP

Detractor

EMEA

Net Promoter®

Outsourced

Pool

Podcast

TCO

ROI

SIG

Social Media

TCV

Transactional CRP
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A satisfied customer or influencer that will proactively endorse your organisation. A
supporter or defender

Asia Pacific and Japan

Customer Advisory Boards

Customer Focused Insight Quotient — a measure from IBM which is aimed o be a

more predictive and commercially viable view of advocacy. It is similar fo

Netpromoter in many ways and is based on an advocate agreeing with three

statements:

1. I'would recommend my XXX to friends and family

2. I'would buy my next product/service/solution from XXX

3. If another XXX offered me a competitive product/service/solution | would
remain with XXX

Customer Reference Program

A dissatisfied customer or influencer who will proactively generate negative opinion

about your organisation - a reference ferrorist

Europe, Middle East and Africa

A loyalty metric and a discipline for using customer feedback to fuel profitable
growth. See also ‘The Ultimate Question’ by Fred Reicheld, and Satmetrix

When a business process, or part of a business process is passed to a third-party
provider

Population of reference customers

(iPOD broadCAST) An audio broadcast that has been converted to an MP3 file or
other audio file format for playback in a digital music player. Can also be
scheduled

Total Cost of Ownership

Return On Investment

Special Interest Group

Internet and mobile-based tools for sharing and discussing information

Total Customer Value — an inEvidence metric for the value of a customer measured
by direct revenue PLUS any additional revenue generated through their
parficipation in reference activities

Reference programs that only deal with reference materials and content for RFPs

as opposed to ‘live’ reference customers for Sales calls, AR/PR interview, events or
site visits






