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A biker wearing a big Harley-Davidson tattoo on his bicep.  This image has 
reigned for years among marketers as the ultimate gesture of customer loyal-
ty.  After all, until a better laser process is developed for removing tattoos, 
these folks have made a commitment they can’t easily ride away from!  A Har-
ley tattooed biker on a Honda?  Not going to happen! 
 

But beyond signifying undying loyalty, we believe the Harley tat serves anoth-
er, even more important role.  As a visible sign of the wearer’s commitment to 
a brand it openly invites others to ask the wearer about Harley, the brand.  It 
identifies the wearer as someone willing to discuss the brand and advocate it.  
We call such signals or triggers, conversation catalysts.    It’s an “Ask Me” 
badge for willing testimony. 
 

Think about marketers’ current efforts to “seed” conversations about their 
brands.  They are: building Facebook pages; paying bloggers to comment 
about their brands; and pushing staff to send Tweets.  But comparatively 
speaking, these efforts actually reach very few total consumers.  Many more 
consumers are reached by word of mouth from everyday advocates (those 
happy customers who, all on their own, write and speak to others about their 
brand choices).  After all, while online social media is important, research 
tells us that some 80% of word of mouth still takes place offline.   
 

Given the importance of everyday advocates, ironically little apparent 
thought has been given to how to better enable them to express their love for 
a brand.  Because they function as passive advocates, they need an opportuni-
ty or a request to voice their opinion about a brand.  That suggests that the 
new owner of a Chevrolet Volt won’t easily serve as an advocate unless he or 
she carries something with her/him that labels them a “Volt owner”.  But sup-
pose Chevrolet gave each new owner a polo shirt or tote bag.  Then they 
would be more visible to the world as “Volt owners” and would have more 
opportunities to serve as an everyday advocate. 
 

Sure, some brands (e.g. Jim Beam, Mercedes-Benz, John Deere, etc., plus every 
major league sports team) have built profit centers by selling “affinity” mer-
chandise.  And sales are good enough to disseminate millions of conversation 
catalysts.  Most brands, however, have barely scratched the surface when it 
comes to actively distributing conversation catalysts.  They’ve additionally 
missed the opportunity to give their current, behaviorally committed, emo-
tionally attached customers more opportunities to generate positive word of 
mouth about their brand.  It’s an area of immense untapped potential. 
 

For more information about Identifying & Arming your Best Customer Advo-
cates please contact Customer Experience Partners.  
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