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    Brand Ambassadors

 From Customers to

How to find 
them, create 
them & keep 
them working 
for your brand
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A person that buys goods or services.

An army of deliriously happy customers who can’t wait 
to spread the word about how much they love your 
products and services.

 Brand Ambassador-Advocate

 Customer
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Brand 
Ambassador

Brand 
Advocate

People use the terms interchangeably. 
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 Brand Ambassador  Brand Advocate

In marketing circles the distinction is: 

• �A brand ambassador is identified as an influencer and  
recruited into a formal relationship with the brand that  
includes compensation.  

• �The brand is in regular contact to help brand ambassadors 
better promote the brand and educate their friends and 
people they come in contact with.

• �The brand will give brand ambassadors specific tools and 
deals to promote online or on the ground.
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 Brand Ambassador  Brand Advocate

In marketing circles the distinction is: 

• �There is software that will track and measure the  
brand ambassador’s effectiveness.

• �Brand ambassadors are organized into communities.

• �A brand ambassador should give the brand feedback 
from their circle of influence.

• �A brand ambassador program is planned and budgeted 
for within the marketing budget.
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All Types of Brands create Brand Ambassador Programs
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Sample of Brand Ambassador Program

• �EWGA put the call out via email

• �Respondents vetted

• �Community set-up

• �Monthly web meetings

• �Content planning

• �Assets (copy & images) provided

• �Use of #hashtags

• �Encouraged to personalize & add 
our own voice
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Software that manages Brand Ambassador Programs.
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 Brand Advocate Brand Ambassador

• �Brand Advocates are the people that love your brand  
or product so much they are willing to pro-actively  
recommend it to others. 

• �Trust is critical to the value of a 
Brand Advocate’s recommendation 
and so you can’t “hire” true brand 
advocates, you “earn” them. 

• �Engaging your loyal customers turns 
them into a “volunteer sales force”. 
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 Brand Advocate Brand Ambassador

• �Brand Advocates self-identify and cannot be controlled. 

• �Brand Advocates have their own 
reasons (passion, status, rec-
ognition...) for promoting your 
brand.

• �Brand Advocate’s are not paid 
but they can be rewarded for 
their loyalty with inside access, 
coupons, points, and perks.

• �Brand Advocate’s are tech-savvy and on social media.
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Brand Ambassadors Brand Advocates

The Goal: The Golden Middle

Advocate 
Influencers: 
people with 
a wide reach 

who love 
your brand

Influencers with a 
wide reach

people who love your 
brand and endorse it 

in their daily lives
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According to the ‘Global Trust In  
Advertising’ report by Nielsen:

92%
of consumers around 
the world say they trust 
earned media, such 
as recommendations 
from friends and family, 
above all other forms  
of advertising.

18%
An increase of 

since 2007. 
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The New Word of Mouth:
How are customers finding you?
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Online consumer reviews  

are the 2nd most trusted source of  

information, with 70% of global consumers  

surveyed indicating they trust messages on this  

platform—an increase of 15% in four years.”
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Over 1/4 (27%) of consumers regularly  

use online reviews to determine which business to use.
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People give weight to the number of reviews
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What does this mean to businesses?
• �The most powerful marketing tool—Word of 
Mouth—combined with Social Media and 

Mobile Devices has given consumers the  

power, the tools and platform to promote the products 

they love to anyone who will listen.

• ��Consumers will typically trust a brand  
advocate.

• �ALL businesses would be very wise to engage and  

empower as many brand advocates as they can.
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How do you find Brand Advocates?
Why would someone be an Advocate?

authentic
brand  

position

valued 
product 

or service

loyal  
customers

cultivated
community
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What Brand Advocates do:

• ��Purchases your products & services
• ��Raves about them to their family  

& friends in-person & online
• ��Makes referrals & recommendations
• ���Posts positive reviews online
• ���Writes blog posts
• ����Post on Facebook, Google+...like, 

share, comment
• ���Tweet and retweet
• ����Pin, Instagram, Snapchat, 4-square, 

Vine... 
the list goes on!
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Self-Analysis... 
what are you a Brand Advocate for  
in your daily life?

hotels 
you’ve 

stayed in?

coffee 
shop?

clothing 
store? book?

where do 
you live?

favorite 
team?

What music 
do you like?

favorite 
movie?

grocery 
store?

favorite  
tv show?

technology
tool?

favorite 
restaurants?

fitness  
center?

favorite 
sports?

vacation  
spots?
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Self-Analysis...
What are you passionate about?
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Self-Analysis...
What would you be comfortable  
posting, liking, sharing?
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What inspires YOU to be more than just a customer?

I’ve bought:	 Are you a 	 Brand  
	 Customer? 	 Advocate?

- gym membership	 yes	 yes
- baby gift	 yes	 no
- make-up	 yes	 no		
- gift basket	 yes	 no
- mozzarella	 yes	 yes
- golf shoes	 yes	 yes
- lift tickets	 yes	 yes
- necklace	 yes	 no
- men’s sweater	 yes	 no
- smoothie	 yes	 no
- Jawbone UP	 yes	 yes
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To convert a customer to brand  
advocate you have to: 

1) �Know the competitive landscape 

2) Identify your target audience

3) �Know what they think & feel and 
why they need your product 

4) �Know how to talk to them and hit 
their hot buttons 

5) Determine your positioning
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Step 1: What is the competitive landscape?
How do you break out of the pack?
Is there a need not being met? What is it? 

website screens

blogs

facebook twitter

professional 
organizations LinkedIn Pinterest

instagram
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Step 2: Identify your target audience.
Who needs your product/service?
...don’t say “everyone”. Get specific.

Women over 40 
who want to be 

fit & healthy

homeowners in 
Westchester with 

houses valued 
over 1 million 

families 
who want 
to be fit & 
healthy  
together

female 
teenagers 
14–18 in 

Westchester

young 
professionals 

looking for  
insurance

outdoor  
enthusiasts

in NYC
over 50
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Step 3: What do they think and feel now?
Find out through research, surveys, and 
interviews. Get out and talk to them.

Families with 
specia

- I can’t lose weight.
- I’m too old. 
- I can’t change
- I have no time.
- I’m so stressed out at work.
- It’s too expensive.
- I have no time to eat right and cook.
- I want to look good in my clothes.
- It won’t work.
- I have injuries.

Women over 40 
who want to be 

fit & healthy
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Step 4: Hit their hot buttons when creating 
a content and messaging plan. 

Families with 
specia

1) How to prevent injuries at our age.

2) �Dealing with business social obligations 
without sabotaging the fitness plan?

3) �Getting in shape to retire? 

4) �Spend time with the kids while getting  
a workout in.

6) �Your arthritis doesn’t have to stop you.

7) �No it’s not photoshopped! 

8) �Working out as a couple.

9) �Lifting weights while cooking dinner.
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Step 4: Grow your community with social 
media & consistent content.
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Step 4: Engage the community by hitting 
their hot buttons. 
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Step 5: What is your brand position?
When you are specific, you are relateable.

Families with 
specia

What: GFO40 is the only website and blog 
How:  that provides fitness advice, workouts,  
motivation, recipes, and health information
Who:  appropriate for women over 40, of all shapes, 
sizes, health and fitness levels,
Where: easily accessed online 
Why:  who desire to feel better, be fit and active, as 
they head into their retirement years
When: in time where people expect to live much more 
active, and healthy lives in retirement than previous 
generations.
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Conclusion:  
When you’re authentic & real you:
• Develop brand value
• Create brand loyalty
• Develop a community
=Brand Advocates!

authentic
brand  

position

valued 
product 

or service

loyal  
customers

cultivated
community
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Research: 

http://blog.getambassador.com/word-of-
mouth-marketing-statistics/

http://www.steamfeed.com/brand-influ-
encers-brand-ambassadors-different/

http://www.stargroup1.com/blog/why-
brand-marketers-need-more-brand-am-
bassadors

http://mashable.com/2011/07/13/fans-
brand-ambassadors/

http://blog.brandexcitement.
com/2013/01/14/use-brand-ambassa-
dors-to-expand-your-brand/

http://www.clickz.com/clickz/col-
umn/2282850/influencers-vs-advocates-
knowing-your-brand-goal

http://blog.gigcoin.com/working-with-
brands-as-a-brand-ambassador/

 

http://dynamicsignal.com/2013/10/24/
why-employees-are-your-best-brand-am-
bassadors/

http://deardebt.com/side-hustlin-how-
to-become-a-brand-ambassador/

http://www.clickz.com/clickz/col-
umn/2282850/influencers-vs-advocates-
knowing-your-brand-goal

http://betabait.com/social-influencers-
digital-marketings-most-overlooked-and-
misused-resource/

http://www.sideqik.com/brand-aware-
ness/create-a-brand-ambassador

Software:

http://ww2.readypulse.com/products/
pulse-ambassadors/

http://betabait.com/

http://www.sparkthebrand.com/


