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WOM



V Marketing Healthcare

V Those who need you / those 

who could care less

V Identifying  and Leveraging 

Loyalists

V ñThe Experienceò

V Monitoring the Environment

V Other Crusader Marketing Characteristics

V Intersecting Non-LTC Priorities

Agenda 



Harvard and McKinsey sayséé

2/3 economy influenced 
by word-of-mouth

one word-of-mouth = 
600 advertising exposures

71% prefer friend recommendation 
over advertising









Å1% reduction negative WOM = .41% growth

Å1% increase in positive WOM = .14% growth

According to the London School of Economicsé



Å68% rate what they hear in 

conversation as credible

Å56% are likely to pass along

what they hear

Å39% will seek additional information

Boomer Women

Prevention / Keller Fay Group



51% of administrators ïconsumers donôt care

50% of administrators ïrating would have no effect

PentaStar Collaborative


