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Initiating online word-of-mouth marketing
via social referrals with your customers is
not just any trend or new strategy in the
market.

Already in 2009, Godes and Mayzlin have
empirically proven the significant
correlation between online activities
leading to social referrals and an increase
in online sales.

But of course, we do not need academia
to tell us that more referrals lead to
desirable business outcomes.

But how do businesses with limited
budget and time create that popular
online buzz about their coaching, training,
or online course?

How do we activate the power of social
referrals and how does a successful
social referral campaign look like in
practice?

Our team already supported hundreds of
such businesses to achieve word-of-
mouth marketing with more than
100.000s of happy customers actively
promoting their businesses.

What we learned is that every successful
campaign had at least one of the following
4 simple characteristics.
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MAKE IT NORMAL

In terms of online social referral
marketing we must understand one of the
greatest challenges:

“The acceptance barrier of sharing
something online.”

Sharing content means being exposed to
the opinions of the outside world. Being
exposed includes the risk of not being
accepted. Your customers want to fit in
and belong. Especially within their own
social networks.

If you want to gain momentum with your
campaign you need to focus on the
following:

How do my customers think that their
network will perceive the shared content? 

Setting up a campaign that provides proof
that other people frequently share their
experiences online is one way to succeed.
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MAKE IT ATTRACTIVE

Don’t we all like to be “bribed” a bit? A very
popular way to achieve online buzz is to
offer your customer something in return.

The “What’s in it for me?” -technique is an
effective and easy way to gain reach.

Nevertheless, it is worth mentioning that
there are downsides to the popular
corporate lottery (“among all people who
share, we give away XYZ”) or the
“Gift4Share” campaigns.

Besides the obvious cost of execution, the
content quality hardly keeps up with
authentic and intrinsically motivated
customer referrals.

Raising attractiveness by offering
compensations may give your customers
the idea that there is no other value being
created for them by sharing your content.
And that is the opposite of what you want
your customers to think.

Our recommendation is to use the
attractiveness feature with caution and
even omit it altogether if possible.
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MAKE IT EASY

Besides the massive number of users on
social media, only a fraction of them
creates and shares meaningful content.

Why is that?

And more importantly, how can I still
ensure that people create meaningful
content about my business that converts
their network into prospects for my
business?

The answer is simplicity and
standardization.

Instead of asking your customers to create
something, you can predefine a frame
that they can fill with little effort. 

This frame can include a certain format
(picture, video, text) and a specific content
type and direction.

The more you standardize the more you
decrease the effort on your customers’
end.

Of course, you must be careful not to
define the final content word for word, so
that its authenticity is not negatively
affected.
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MAKE IT MEANINGFUL

Does your campaign have any meaning?

Creating a compelling reason behind user-
generated content proves to be hard, but
it is the key to strong social referral
marketing campaigns.

In the end, it all comes down to the
question: “Why should anyone see value
in sharing something about your
business?”.

The value must be intrinsic and is not
being derived by any compensations
(compare 1. Make it attractive).

This can be an altruistic purpose, a
common cause, a movement, or a service
specific characteristic that offers your
customers value.
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A successful  campaign in
practice?

So much for the general elements. But
how can these 4 characteristics be
translated into a successful campaign in
practice?

Fortunately for trainers, coaches, and
online courses, there is a referral
campaign reserved almost exclusively for
their services.

The magic word is “online certification”.

Your participants are being educated in
your course. They invest in their
knowledge and are proud to share their
newly acquired skills with their social
network.

If set up correctly with adequate technical
infrastructure, certificates can be issued
seamlessly with clear calls-to-action that
motivate sharing across social media.

An example for such a referral campaign
with online certificates is one by the Social
Selling Trainer Richard van der Blom.

His requirements for his social referral
campaign were:

More relevant reach on LinkedIn;

Generating more referrals;

Measurable performance;

Establishing his authority in the

coaching domain “social selling” on

LinkedIn;

He implemented an infrastructure where
his trainees would automatically receive
an email with access to their digital
certificate.

Once receiving this email his trainees can
share their individual certificate with one
click on different social media platforms. 
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They can personalize it with their own social media profile picture, and add details of their
unique experience during the training.  
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As a support tool to set up this infrastructure to meet his requirements, he chose
virtualbadge.io.

As a result, an average of 40% of his attendees is sharing their insights of his training online
with their network. 

contact@virtualbadge.io

Richard van der Blom - Social Selling Expert and Top Speaker

Being able to leverage my customer advocacy 
with my satisfied trainees was a great game-changer

for my social-selling program. 
 

In my opinion, virtual badges should be a new
standard for coaching programs.

http://www.virtualbadge.io/
http://www.virtualbadge.io/

