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which advertises P&G brands like 
Tampax. In the same way, the 
change-seeking conversations 
Nike answers include “How can I 
better the time of my last run?” “I 
love basketball—how can I improve 
my basketball skills?” “Where can 
I fi nd a pickup game?” Typing 
these into a Google search, one 
fi nds Nike is facilitating answers with conversations that include content they and their 
customers and employees provide. For example, on Facebook, Nike will help you fi nd the 
nearest pickup game, or post your favorites for others to join. 

As you can see, contributions themed 
to daily passions, daily routines or 
daily rituals are great for habituating 
conversations. Habituated conversations 
have the greatest opportunity for 
generating ongoing revenues and almost 
unbreakable loyalty. Because when we 
recall that brands are social constructions 
(pg. 3) we can understand that leaving the 
conversation is tantamount to divorcing 
friends, losing your daily routine and 
forsaking your self-concept. 

This means that, for marketers who get 
their brand’s meaning and contribution 
strategy right, consumers will take over 
the conversations for you, making your 
marketing more profi cient. This makes the 
marketer a “genius” in the role of Chief 
Conversation Offi cer.  

love basketball—how can I improve 

“You must constantly be monitoring 
and contributing because the minute you leave ‘they’ 

will defi ne you, and to someone that is the truth.” 

– Eric Schwartzman, Founder of iPressrom.
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CONVERSATION ECONOMY MEASUREMENT

What are you tracking now? Success as measured by an industrial or knowledge-based 
economy? Or a conversation economy? 

There are many software tools today that measure the incidence of online conversations, 
track conversation content and the conversation sentiment regarding your brand or 
competitors. Tracking conversations with these measures gives you insight on the 
degree to which your brand meaning, message and contribution strategy are resonating. 

There are also methods to measure 
what jumpstarted conversations: The 
source, topic and timing. Search is 
just one way a consumer jumpstarts 
conversations. Of course a marketer’s 
success at anticipating and affecting 
this is measureable. In fact, positive 
search metrics are highly predictive; 
a leading indicator of brand and 
business health. 

There are actually a lot of 
conversational metrics one can put 
on a performance dashboard today. 
They include leads, sales and revenues 
along with what prompted them. 
This is the beauty of systems like 
Salesforce.com, which as noted 

previously can connect a prospect list with who’s gone to a website, who’s requested a 
quote and who’s ultimately purchased. But other measurements include those used by 
marketers like Chrysler, who recently perfected an analytical model that correlates which 
TV spots are most productive in inspiring search, the length of time a URL needs to be 
on a TV spot to jumpstart website interaction and the correlation of online appointments 
for test drives and sales. 

Other easy to track 
metrics are number 
of unique 
visitors to a 
website, how 
long they 
stay, number 
of blog posts 
and the degree to 
which emails, content 
and videos are bookmarked 
or passed along. These allude to 
the quality of the conversation.

Whatever dashboard of conversational metrics you compile, consider this:

1)  Conversations are one thing that actually connects emotions about your 
brand to your performance; connects what takes place in the real world 
with the virtual world. 

2)   The conversations don’t all have to be underwritten by you. They can be 
consumer-generated and still drive results. This makes your marketing even 
more effi cient, with a greater ROI.

Other easy to track 
metrics are number 

and the degree to 
which emails, content 
and videos are bookmarked 
or passed along. These allude to 
the quality of the conversation.

“If you are going to engage in social media marketing, 
you had better be focused on something your CEO really cares about. You 

must rank it among the most important corporate goals. And include in your 
metrics some of these used for your existing marketing goals so you can see if 
social media are helping you reach those goals. You might want to track a net 

promoter score: How often do people recommend your brand? Or your metrics 
might focus on increasing net lifetime value of customers. The surest route to 

failure is engaging in social media without knowing why you’re doing it.”

–Charlene Li, coauthor of the book “Groundswell”
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3)  Conversations are a 
holistic measure of 
performance in today’s 
multi-tasking, multimedia 
ecosystem where, for 
example, to measure a 
banner campaign alone 
is to ignore the TV ads, 
blogging and prior search 
that might have infl uenced 
the eventual click through.

4)   Not all conversations can or should be measured. Just knowing they’re being 
observed, tracked and measured can turn many participants away from the 
conversation. 

CONVERSATION BEST PRACTICES

So far, we’ve got an organizational model, a planning model, strategic approach, 
measurement philosophy and a job description for a Chief Conversational Offi cer. That 
leaves only the conversational practices used by all great conversationalists today. Some 
go back to the time of the caveman, others were codifi ed by early Eastern and Western 
philosophers. Still others arose from France’s Louis XIII who elevated conversation to an art 
form. Whatever the era or tribe, there’s a consistency with what defi nes good conversation. 
Here’s a quick list reinterpreted for Chief Conversation Offi cers: 

 1)  Engage in conversations with those most interested in conversing back.

 2)  Know where the most active conversationalists and critics are hanging out online: Map 
their locations, listen in on their conversations. 

 3)  At the time and place the conversations are starting, be there with search words, 
websites, blogs and easy ways to engage and contribute. And when you respond to 
contributions…

 4)  Speak their language which could be keywords, text messages, video, gaming, tweets 
and more. 

5)  Know what to say and how to say it in the most persuasive way. For example, in their 
e-marketing, Kraft learned that saying: “Learn to cook stir-fry in 15 minutes” was not 
as effective a pickup line as: “Stir-fry in 15 minutes.” That’s because “Learn to cook” 
sounded like work. “Stir-fry in 15 minutes” was interpreted as “eat soon.” 

 6)  Like all great communicators, be relevant, clear and memorable. 

 7)  Be opportunistic: Jump on the hot buttons, the fresh topics, the trends, the news. 
Examine your own behaviors. In what way might you be unintentionally killing 

“Listening may be your best selling device. 
Listening is more than hearing. In a corporation, listening means hearing 

what is said and changing what we do in response. Listening means doing 
something different because of what someone said. Establish listening posts 

throughout the organization. Engaging in a conversation with customers isn’t a 
task that only resides in marketing. You also need to engage the people in sales, 

product development, customer service and every other point of customer contact 
in the organization. You have to change the culture and make it a listening culture 

that wants to understand the world outside. Your job is to help guide 
conversation that’s already happening.” 

–John Hayes, CMO of American Express

“It’s human nature to overvalue the things 
we can measure and undervalue what we can’t. Yes, 

there are elements of the new media conversation that are 
not yet measurable. But we still need to value them.” 

–John Hayes, CMO of American Express
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conversational opportunities that come your way? Are you blocking them? Just plain 
acquiescing so the engagement opportunities are lost? Or regardless of the volley you 
are given, are you practicing “Yes and…” 

 8)  Continuously monitor what’s being said, when and by whom, so you can turn on a 
dime and optimize it. That means, if your brand has a Twitter account or a blog, assign 
someone to monitor it constantly and converse on it regularly or risk being seen as 
uninterested. 

9) Practice good chat-iquette: 

 •  Don’t make the conversation all about you. 
 •  Disclose who you are. Be honest.
 •   Don’t pick silly fi ghts. Don’t play the victim. And don’t 

take umbrage over everything
as so many bloggers seem to have as their stock in trade.

 •  Be generous and contribute selfl essly.
 •  Do small favors for others. 
 •  Have a sense of humor.

 10) Of course, don’t bully. Because the means, methods and 
appearance with which you converse will communicate 
just as much if not more than what you actually say. 

 11) And fi nally, remember to be succinct. After all, it’s a 
conversation, not a speech.

THE CONVERSATION IS JUST BEGINNING

In sum, technology has enabled on a large scale what is innate within us all. And 
this deep desire to change and be changed by conversations, now scaled, is driving 
our culture, economy and our businesses. Like coping with all worldwide upheavals, 
survival requires that we adjust our self-concept, revenue generation model, marketing 
objectives and the strategies we use to deliver on them. 

However, the conversation economy is in an early stage. What we’re in for is just 
becoming apparent. Only recently have the number of Chinese Internet users surpassed 
those in the U.S. (Advertising Age. Oct 20, 2008, page 22.) 

And as more and more people adopt 
conversational tools—and technology then 
increases their speed—the speed of social 
interaction will also increase. The result? 
“Faster shared awareness allows otherwise 
uncoordinated groups to begin to work 
together more quickly and effectively to 
address problems of the world,” Clay Shirky 
notes in his book “Here Comes Everybody.” 
“The magic happens when everybody 
knows something, and everybody knows 
that everybody knows, and when everybody 
knows that everybody knows that everybody 
knows.” 

This suggests there’s a conversation you, as a 
marketer, should have with yourself: In what way 
can you jumpstart and habituate conversations for peace, 
prosperity, health, generosity and goodwill? 

. Oct 20, 2008, page 22.) 

knows that everybody knows that everybody 

This suggests there’s a conversation you, as a 
marketer, should have with yourself: In what way 
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It’s not so crazy to presume the smallest or leanest marketers 
can make a difference. A new study done by a Harvard 
sociology professor shows that when one person quits 
smoking, loses weight or becomes happy, others in their 
conversational network follow suit. (British Medical Journal as 

reported in Oprah, May 2009, page 136.) 

Perhaps more than we realize, everyone does come to 
conversations with the intent to be changed by them. So as Chief 

Conversation Officers, let’s work to make the change…for good. 
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