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Introduction

– By 2010, 60%+ of fortune 1000 companies will 

have some form of online community (Gartner Research 

2007)
– “A sense of entitlement has blossomed into a sense of 

omnipotence. Consumers are more me-focused than 

ever, and they‟re not afraid to talk about it.” (Seth Godin 2007)

"Stop the Great HSBC Graduate Rip-

Off"
– No longer offering interest-free overdrafts

– Modern day student protest on Facebook

– Members call for boycott of the bank.

– In 2 months HSBC announced it was "not 

too big to listen to the needs of 

customers" and reversed its decision



Personalisation Revolution

• Content now pulled and not pushed by audiences

20th Century 21st Century

• Consumer in 

Control

– „My way‟

– Self Reliance

– Transparency

– Relationship



The Revolution of the Internet – Web 

2.0
2006 was “a story about community 

and collaboration on a scale never 

seen before”, declaring that “TIME's 

Person of the Year for 2006 is you”
– TIME magazine

The statistics…

• 70,000,000 blogs – Technorati, Apr‟07

• 1.5 million posts per day – Technorati, Apr‟07

• 114 million unique MySpace visitors – e-consultancy, Jun„07

• Facebook grew 541% since December 06 – NMA, Sep„07

• 72 million unique users a month on YouTube – NMA, Jun‟07



New Age Business Imperative 

• Undeniable influence on consumer 

behaviour

• Essential need to listen to online consumer 

sentiment 

• Understand the effect on corporate 

reputation 

• Gain a level of management of word-of-

mouth

User generated influence



Identifying the Web 2.0 Opportunity 

• Partnered with „Market Sentinel‟ technology

• More comments about Avis than any other car hire 
company

• 540% rise in Avis comments; Dec vs. Jan 2006

• 8,000+ posts about Avis on Flyertalk.com

• „Avis/XM Radio‟ TV ad; 135,000+ views on YouTube

Trawling the blogosphere
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Identifying the Web 2.0 

Opportunity 
Engaging in Web 2.0

• Identified influential websites

• Categorised topics discussed

• Measured customers‟ sentiments

• Launched WeTryHarder Blog
Influential Sources Approval Index by Topic

Topic Count Percentage

Miscellaneous 102 26%

Customer service 76 19%

Price 64 16%

Location 54 14%

Car Selection 49 13%

Additional Charges 11 3%

Reward Schemes 19 5%

Insurance 15 4%

GPS 2 1%

Total 392 100%

Commentary Share by Topic



Introducing the “We Try Harder” 

Blog

Innovative customer management 
channel

• Launched in March 07

• Seek out Innovation in CRM

• An honest, matter-of-fact 
resource 

• Organic growth

• Consistent measurement 
approach to Net Promoter™

• A customer service 
guarantee



Making a start…

Limit Initial 
Activity 

The Right 
Resource? 

The practicalities of setting up:

Convince 
Stakeholders 

Set the tone of 
the channel



Stewardship

Internal: Dealing with Cowboys
• ID & Train participating employees

• Define and enforce rules

• Writing content not necessarily the 
issue ; Responding to comments is! 

External: Managing Customer 
Participation

• Establish expectations ; 

• Define & enforce rules

• Provide value to participants

• Keep power users engaged

http://images.google.co.uk/imgres?imgurl=http://www.bustedplay.com/wp-content/uploads/2007/06/pacman.jpg&imgrefurl=http://www.bustedplay.com/sports/nfl/tennessee-titans/page/3/&h=421&w=300&sz=13&hl=en&start=24&um=1&tbnid=623SdX3H_ES7mM:&tbnh=125&tbnw=89&prev=/images%3Fq%3Dpacman%26start%3D18%26ndsp%3D18%26svnum%3D10%26um%3D1%26hl%3Den%26sa%3DN


Participate on 3rd Party Social 

Networks

Proactive customer service

• Answering customer queries on review websites

• Bring expertise to discussions

• Establishing self as a trusted member of the community

• Demonstrate “We Try Harder” values



Future Challenges

• Internal Motivation: 
– When will the blog team 

lose drive?

• Resource:
– Finding new resource to manage 

growth

– Develop „champions‟ of 
departments.

– Reduce controls. 

• Opening the throttle:
– When?

– How? 



The Results so Far…

With over 400 comments, customers are engaging and 

recognising the value and providing us with constructive 

criticism…

"Shows how powerful your 

blog can be for listening to 

issues and turning those 

people into good customer 

evangelists…“

“…It’s good to see Avis 

leading the way as the 

first car rental company 

to have one.“

"Excellent Customer Service. Nice 

flashy reception area compared to 

the competition. After initial 

problem, went away very happy. 

Staff very helpful“

“Thank you Robert for your 

comprehensive reply…

now resolved the situation to 

my satisfaction”

“… this May it all went 

wrong… The feeling is 

Avis are “Not trying 

harder”.

“Glad to hear the new C class 

will be around in Sep, and 

even happier to hear about 

the 2.0TDI Passat’s”



The Results so Far…

And the blog has even withstood the critics…

Bloggers

• "So there you have it, Avis UK really does want your feedback. 

Not only that they seem to act on it too." 
http://www.thecooler.info/travel/457.html

Travel Agents

• “As a travel agent you can feel safe about sending your 

customers to www.wetryharder.co.uk”
http://www.websailingdesigns.com/blogs/avis-rent-a-car/17/

Publishers/Press

• “If a travel company needs an example of a good commercial 

blog then they should look here.”
http://travolution.blogspot.com/2007/06/avis-and-its-blogging-strategy.html
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The Rewards

• “The SOCAP Award for Innovation in Customer 
Service”

– UK National Customer Service Awards 2007

• Blog was short listed for the “Best Use of Social 
Media”

– 2007 Travolution Awards

http://www.customerserviceawards.com/ncsahomepage/
http://www.travolutionconference.co.uk/


This is still uncharted territory but…

• Its likely the next generation of measuring customer 
loyalty/brand

• Customer involvement that drives product/service 
development 

• Companies will be forced to engage with customers this 
way

We Try Harder 2.0

EMBRACE THE 

REVOLUTION!



David Shiell
e: david@webliquidgroup.com 

Thank You

For more information on this topic visit

webliquidgroup.com

Consumer Generated Insights


