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�The Kaizo Advocacy Index (KAI) is a bi-annual study designed to provide a perspective on a 
brand’s online reputation and recommendations. 
 
The KAI ranks a brand based on a methodology that emulates the way consumers and 
businesses assess brands online, looking at what they actually find when they search 
through Google and other social media search tools. 
 
The study recognises that online content is a key source of brand reputation and word-of-
mouth (WOM), which ultimately influences consumer decision-making. 
 
The Index examines a selection of major brands including the food, software, airline and 
mobile sectors. Research was conducted in July 2009 over a two week period. The data was 
captured simultaneously for all brands within each sector to ensure consistency. 
 
This is the fifth study. 
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The KAI combines the depth of relevant qualitative information on the internet with a 
quantitative scoring system.  
 
The basis for the metric is the Net Promoter Score (NPS), developed by the prestigious 
London School of Economics. The NPS acts like a Balance Sheet of a brand’s 
‘recommendability’. It calculates both the negative and positive recommendations for a brand 
or its products/services and provides a resultant score based on this. 
  
For this study, Google searches are conducted in the categories Web, News, Groups and 
Blogs for selected brand names. In each category, the first ten search results that express 
an opinion about the brand (and are not part of a company or affiliate’s Web site) are 
analysed.  
 
The page is assigned a positive (Promoter), neutral (Passive) or negative (Detractor) score 
based on its content. An index is calculated by subtracting the percentage of Detractors from 
the percentage of Promoters.  
 
This is the second report to present additional measures incorporating the findings from 
Facebook and Twitter. Facebook searches are conducted for the specific brand names and 
then filtered to include only independent ‘group’ results. The first 10 groups that express an 
opinion about the brand (and are not part of the company or affiliate’s group) are content 
analysed.  
 
For the Twitter score, Twitter searches are conducted for the selected brand names and the 
first 20 results are evaluated. The Facebook and Twitter results are analysed in the same 
way as the Google results.  
 
The overall KAI score for each brand is based on the average score for all the Google 
categories, Facebook and Twitter. A negative score indicates that the percentage of 
Detractors is greater than the percentage of Promoters. 
 
Each KAI score must be considered in relation to competitors’ scores rather than in isolation, 
or against companies in different sectors. Some sectors have broad word-of-mouth appeal – 
such as airlines and mobile – and tend to have more extreme average ratings.  
 
However, within a sector a score is a clear sign about who will be winning the 
‘recommendation stakes’ now and in the immediate future. Even more important in the 
current economic climate where finding new customers is tougher than ever. 
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Key study highlights include: 
 
Daniel Craig’s torso helps Del Monte fly past Virgi n Atlantic as leader of the 
brand pack  
Positive scores sometimes come from unlikely stories. A popular topic amongst online 
communities was the launch of a low calorie frozen dessert in the shape of James Bond 
actor Daniel Craig’s torso, which has helped Del Monte increase its score by a massive 53.5 
per cent to knock perennial leader Virgin Atlantic off the top spot. The campaign provoked 
comments such as “Ooooh yum” after over 1,000 women voted him to be the celebrity they 
would most like to lick. 
 
Del Monte has shown that brands that think laterally and with imagination can quickly find 
themselves ahead of the competition online. 
 
Transparency essential for food brands 
The perceived health benefits of food products are an important subject, attracting a lot of 
online chatter. Brands that promote the health benefits of their products receive positive 
feedback from consumers.  
 
However, whilst communicating health messages is important, it is vital to be honest, 
particularly in an online world where consumers have an incredible amount of information at 
their fingertips. Danone “withdrew 3 health claims for consideration from the European Food 
Safety Authority” according to one blog post questioning the brand’s health assertions. Food 
brands that are committed to being transparent and honest about their products will increase 
the level of trust and loyalty amongst online consumers.  
 
Alongside health, taste is a topic that prompts a high volume of online conversation. This can 
lead to conflict for those brands with products considered tasty but unhealthy. For example, 
Kellogg’s receives a high volume of praise for the taste of its products, yet also a large 
amount of criticism for producing food with a high sugar content. Brands can be placed in 
difficult situations as both health and taste are important influencers of opinion. 
 
Software brands need to work harder  
The technical nature of the software sector means that there is a high volume of factual 
information on the web which is neither positive nor negative. Those brands that proactively 
engage with consumers and take ownership of online issues are finding their reputation 
increasing. 
 
SAP has received a number of positive comments around the promotion of its environmental 
initiatives. Sustainable programmes tend to generate positive online chatter and this is 
shown through the effective communication of its environmental conscience. 
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Emotions run high for air passengers 
With the holiday season in full swing, the inevitable disruption to flights and lost luggage has 
led to a sharp increase in the level of negative online chatter across the airline sector. 
Furthermore, alleged underhand charges threaten to undermine the budget airlines as the 
topic of cheap flights generates the few positive comments. One forum member declares 
that a low cost airline wanted to “charge a little girl £9 yesterday for taking her Teddy on the 
plane”. 
 
Negative experiences spark online conversations more than positive customer experiences 
and the Internet provides an easy platform for venting frustrations as feelings and opinions 
are published instantly. Brands in this industry therefore need to react quickly to sprawling 
negative conversations.  
 
Customer service key for mobile brands 
Improving customer service levels should be a priority for the mobile industry as the study 
has found that there is a large amount of negative comments regarding the issue. This is 
having a major impact on the online reputation of the majority of mobile brands. 
 
There seems to be less brand loyalty for mobile brands despite service providers such as T-
Mobile putting a huge amount of effort behind large advertising campaigns. As people 
increasingly base decisions on the reviews and experiences of fellow consumers, if basic 
requirements such as customer service are not met then a brand’s reputation will decrease, 
no matter how much money is driven into promotion. 
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NPS scores for Summer 2009: 
 
 

 KAI Score (%)  
(Summer 09) 

Rank 
(Summer 09)  

Rank 
(Winter 09)  

Increase/
decrease 
from 
Winter 09 

FOOD BRANDS 
Del Monte 
Danone  
Hovis 
Kellogg’s  
Heinz 

 
45 
28 
28 
26 

8 

 
1.0 

=2.5 
=2.5 

4.0 
5.0 

 
5.0 
4.0 
1.0 
3.0 
2.0 

 
�  
�  
�  
�  
�  

SOFTWARE BRANDS 
Symbian 
SAP 
Oracle 
Symantec 
Microsoft 

 
13 
10 

9 
-8 
-9 

 
1.0 
2.0 
3.0 
4.0 
5.0 

 
1.0 
2.0 
3.0 
5.0 
4.0  

 
- 
- 
- 
�  
�  

AIRLINES 
Virgin Atlantic 
BMI 
British Airways 
Easyjet 
Ryanair 

 
33 

-12 
-21 
-23 
-62 

 
1.0 
2.0 
3.0 
4.0 
5.0 

 
1.0 
5.0 
4.0 
2.0 
3.0 

 
- 
�  
�  
�  
�  

MOBILE BRANDS 
T-Mobile 
3 Mobile 
Orange 
Vodafone 
O2 

 
7 
4 
1 
0 

-20 

 
1.0 
2.0 
3.0 
4.0 
5.0 

 
1.0 
4.0 
5.0 
3.0 
2.0 

 
- 
�  
�  
�  
�  
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The performance of food brands is the best across the four industry sectors. Out in front is 
Del Monte with 45%, the highest score across all sectors and a turnaround from last place in 
the preceding study. Danone and Hovis follow with an equal score of 28%, whilst Kellogg’s 
follows with a score of 26%. Heinz, ranked highest in the last study, is placed last with a 
score of 8%. 
 
As health is an important subject for people, it attracts a lot of online chatter. Therefore, 
those brands that have and promote the health benefits of their products receive positive 
feedback from consumers, which increases their online recommendability.  
 
Alongside health, taste is a topic that prompts a high volume of online conversation. 
However, this can lead to conflict for those brands with products considered tasty but 
unhealthy. Brands can be placed in difficult situations as both health and taste are important 
influencers of opinion. 
 
Del Monte (45%) 
Positive scores sometimes come from unlikely stories. The launch of a low calorie frozen 
dessert in the shape of James Bond actor Daniel Craig became a popular topic for 
discussion amongst online communities. One group talks about “Del Monte’s new ‘licence to 
chill’ smoothie lolly, which is modelled on 007 Daniel Craig’s sculpted torso. Ooooh yum”. Its 
health benefits have also encouraged positive chatter. 
 
Of the few negative comments, speculation remains from the last study as to the company’s 
ethics, with old reports remaining near the top of the search results, such as “Del Monte 
Foods, through its leadership role in the Grocery Manufacturers Association, is opposing 
new food safety inspection programmes funded by import fees on foreign foods”. The 
complete turnaround of Del Monte’s online reputation demonstrates that brands which think 
laterally and with imagination can quickly find themselves ahead of the competition online. 
 
Danone (28%) 
Like Del Monte, Danone’s performance has significantly improved since the last study, 
moving from fourth place into second. There has been positive chatter surrounding the 
implementation of its Active Health Programme and products with health benefits such as 
Danone Activia. Another aspect of Danone that receives positive comments is its customer 
service, with remarks such as “they got back to me within a day” and “kudos to the folks at 
Danone/ Activia for being so responsive to the enquiry about Activia and Toddlers”. 
 
The few detracting comments are about the reliability of Danone’s health claims. One tweet 
reads “Bifidus Acti – Regularis does not exist! You made it up you liars!” whilst a blog post 
says “last Friday it was revealed that Danone withdrew 3 health claims for consideration from 
the European Food Safety Authority”. Those food brands that are committed to being 
transparent and honest about their products will increase the level of trust and brand loyalty 
amongst the online community.  
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Hovis (28%)  
Hovis scores well, with many positive comments associated with its link to good health. One 
tweet says “Hovis best of both bread is a very good source of calcium. Lots of hovis breads 
are vegan. Recommended”. Moreover, the Hovis advert has been a popular topic in groups: 
“that is the best commercial I have ever seen for any product in any country I have been”. 
 
The popularity of its competing brands has led to some detracting comments for Hovis. 
Posts on Facebook include “Warburtons Farmhouse – King of all bread, down with Hovis” 
and “We hate Kingsmill...and Hovis... Warburtons is what it’s all about”.  
 
Kellogg’s (26%) 
The taste of Kellogg’s products receives a lot of praise online. One Facebook group is 
dedicated to “Kellogg’s Cocopops Crunchers. Because it taste soooooooooo good !!!”, whilst 
tweets call Kellogg’s products “yummy”, “delicious” and “so good”. Initiatives promoting 
healthy living, such as its sponsorship of leading aquatic athletes, also receive positive 
comments. 
 
Kellogg’s receives criticism for the high sugar content in its products. Coco Pops was voted 
by parents as the cereal they would least prefer their child to eat due to its high sugar 
content of 39%. One Twitter user says that a Kellogg’s breakfast bar is “not worth the 
calories and way too sugary to be considered a healthy breakfast food”.  
 
The dropped endorsement of swimmer Michael Phelps also receives negative comments, 
with seven of the ten Facebook groups researched dedicated to boycotting Kellogg’s. One 
declared “BOYCOTT KELLOGG’S. Lay down your Nutri-Grain bars, and gather ‘round the 
great Man-Fish”.  
 
Heinz (8%) 
There is a lot of brand loyalty for Heinz, with many positive comments on its superior taste. 
Half of the Facebook groups are dedicated to this, with fans posting comments such as 
“Heinz Ketchup goes with everything!!!!” and “chicken tastes so much better with Heinz 
Mayo!!!!!” 
 
The increasing popularity of competing products to Heinz serves as a detractor, threatening 
to undermine its popularity. Twitter users say “I think SPC Baked beans are much nicer than 
Heinz” and “BREAKING NEWS: I have decided I prefer Branston’s beans to Heinz”.  
 
Over a year has passed since Heinz pulled an advert that featured two men kissing; however 
there are still a significant number of Facebook groups dedicated to boycotting the brand: 
“Kiss goodbye to your sales, Stonewall tells ‘homophobic’ Heinz after the advert is pulled”.  
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Symbian takes first place with a score of 13%, followed closely by SAP (10%) and Oracle 
(9%). Symantec and Microsoft generate negative scores of -8% and -9% respectively. Due 
to the nature of the sector, there is a large amount of factual information relating to software 
brands on the web, which generates a high level of passive content. 
 
Speed and innovation are themes affecting brand reputation for the software sector. 
Customers want the fastest, newest products and companies that can’t meet this demand 
experience negative online chatter.  
 
In addition, brands implementing sustainabile initiatives are increasing their positive online 
reputation. 
 
Symbian (13%) 
Symbian’s reputation for innovation and creating mobile software ahead of its competitors 
has helped the brand lead the sector for the second study in a row. One tweet says “Only a 
recent addition from what I’ve heard. Video calls? Nokia have had it for years thanks to 
excellent Symbian OS”. There have also been positive comments about the open sourcing of 
Symbian along with the development of an office in Japan “aimed at better supporting its 
developer community and driving innovation in the Japanese mobile market”.  
 
There are also detractors for Symbian with one group calling the company “a bloated OS 
that offers little flexibility”. Although in some areas Symbian has been cited as an innovative 
market leader, a few comments suggest that in some areas it has problems keeping the 
pace, with one tweet saying “Yes it’s getting old really fast. Us Symbian users are used to 
having to wait but this is really starting to get annoying”.  
 
SAP (10%) 
SAP has received a number of positive comments around its attendance at the Business 
Summit on Climate Change and the release of a Sustainability Report indicating that it 
reduced its carbon footprint by 6.7% between 2007 and 2008. Sustainable programmes tend 
to generate positive online chatter and this is shown through SAP’s effective communication 
of its environmental conscience. 
 
SAP’s service is the subject for the majority of its negative chatter with Twitter users saying 
“SAP was down for probably the last two hours”, “SAP is unbeliveable slow” and “SAP 
doesn’t work”. SAP also has a reputation for being outdated. One tweet reads “SAP was and 
is a nightmare for innovation”.  
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Oracle (9%) 
Oracle receives a substantial amount of passive content. However, its development of a 
modular data centre which reduces “energy consumption and overall environmental impact” 
has contributed to a positive online reputation for Oracle.  
 
Another positive theme is a report that names Oracle as an industry leader and comments 
that its “well-rounded offering, integration with its ECM suite and excellent language support 
make it a compelling option for many enterprises”.  
 
Oracle’s prices have led to negative comments, with one tweet saying “If you raise prices on 
all your products, how long do you think your customers will put up with that?”. Similarly 
there is online speculation that Oracle will charge for a currently free application after its 
acquisition of Sun Microsystems, leading to comments such as “Now start to refuse to use 
any software owned or develop software owned by Oracle until MySQL will be free again”. 
 
Symantec (-8%) 
The main promoter for Symantec is the launch of its Stay Safe Online website which “aims to 
simplify and visualize the process of learning about security for your PC”. The promise of a 
new malware protection system known as Quorum has also been a promoting factor for 
Symantec. 
 
A theme leading to negative comments for Symantec is the performance and declining 
popularity of its anti-virus product Norton. It has been accused of being bloatware, a 
resource hog and “the worst AV engine out there”. In addition, users are “constantly 
pressured for upgrades and subscription renewals”. One Facebook group called Symantec’s 
Norton “a virus in its self ... screwing up your computer and not allowing you to delete them 
from it”.  
 
Microsoft (-9%) 
For Microsoft, negative online opinion includes accusations of being monopolistic, 
overcharging, difficult to use and impossible to uninstall and replace, with comments such as 
“they put financial superiority and their monopoly above all other human values” and “the 
bottom line is this: if you want to upgrade to Windows 7 from RC, you are going to deal with 
some crap”.  
 
What has also been criticised is the way Microsoft handles its main competitior, Apple, being 
called a “copycat” for adopting similar strategies. There is particular emphasis on the 
announcement of new Microsoft retail stores due to be opened in the same locations as 
Apple’s retail stores. One blogger writes that “It is pretty sad when all your “innovative” 
business moves are mediocre replications of somebody else’s pre-existing models, 
specifically Apple’s.” 
 
Despite a high volume of negative chatter online, Microsoft takes first place in the ‘Top 500 
Superbrands’ survey to claim the title of the “number one consumer brand in the UK” which, 
together with its online developments, has led to positive comments. The release of online 
Office applications, the growing success and good reviews of its live search engine ‘bing’ 
and the new real-time Twitter search ‘bingtweets’, serve as an important promoter for 
Microsoft. 
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The emotive nature of the airline industry generates huge volumes of online conversation, 
particularly when flights are disrupted. 
 
Virgin Atlantic’s score of 33% was significantly higher than runner up BMI, who scored -12%. 
These were followed by British Airways (-21%), and Easyjet (-23%). Ryanair trailed far 
behind all the brands with -62%. 
 
Despite the current economic uncertainty, the online reputations of low budget airlines such 
as Easyjet and Ryanair are decreasing. The main factor contributing to this is the growing 
indignation at perceived ‘hidden costs’.  
 
Virgin Atlantic (33%) 
As in the previous study, a significant promoting factor for Virgin Atlantic is the popularity of 
its 25th anniversary advertising campaign. One tweet says “just wanted to say the Virgin 
Atlantic TV advert is one of the best I’ve ever seen – loving it!” In addition, the performance 
of the airline receives consistently positive reviews. For example in one Facebook group a 
member writes “Virgin Atlantic is so good and fast!” and another “Always Fly With Virgin!! 
Best Airline, I think.” 
 
There is a minority of negative comments about the airline online. One tweet reads “I thought 
BA was bad, then I flew Virgin Atlantic”. 
 
BMI (-12%) 
The prime detractor for BMI is a string of incidents that have caused political and religious 
opposition. These include the omission of Israel from electronic in-flight maps, a flight 
attendant who was fired for refusing to meet a policy which forced her to conform to the 
stereotypes of Saudi women and a “committed Christian” flight attendant who was ordered to 
leave her bible at home on a flight to Saudi Arabia. One blogger writes “British Midland 
Airways Limited, known as BMI, has taken two steps toward Islamization recently that should 
set off alarm bells”.  
 
Another detracting factor is the likelihood of luggage loss, with one news report quoting 
figures that show BMI and British Airways to be the likeliest to lose customers’ luggage. One 
comment on Facebook says “don’t fly BMI (or if you do – don’t take anything important!)”. 
 
Although BMI displays an overall negative score, the company has improved its popularity 
significantly since the last study and overtaken three of its major competitors to move from 
last to second place behind Virgin Atlantic.  
 
The quality of service and competency of the staff has generated positive commentary. One 
Facebook user comments on the “very polite, honest and friendly staff” whilst forum 
members say that “the crew couldn’t have been better”.  
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British Airways (-21%) 
There has been criticism surrounding British Airways’ decision to ask staff to work without 
pay for a month, with one blogger asking “what are you thinking British Air?? Do you even 
begin to imagine any employee can or should not have a pay check”.  
 
A reputation for losing luggage has also provoked negative comments, with one news report 
confirming that British Airways is among the likeliest airline to lose luggage and seven tweets 
relating to lost luggage, including “I’m in San Francisco!!! But our bags aren’t! Bloody British 
Airways left them in London.”  
 
A campaign that generated positive comments for British Airways is the launch of a value 
calculator on its website that allows customers to compare the cost of an all-inclusive British 
Airways flight with what an Easyjet or Ryanair flight will cost once all the extra costs have 
been included. The calculator demonstrates how much is included in a British Airways flight, 
with one Twitter user “looking forward to complimentary food and drink on the British 
Airway’s flight”. 
 
Easyjet (-23%) 
Easyjet is under fire over hidden costs of budget airlines, particularly with higher priced 
competitors trying to encourage customers to use their more expensive services to keep 
revenue up during the recession, implementing strategies such as British Airways’ value 
calculator. In one forum, a member says that “Easyjet wanted to charge a little girl £9 
yesterday for taking her teddy on the plane”.  
 
As a low cost airline, Easyjet’s prices are the subject of the majority of positive online 
conversations, with comments such as “Hurrah! Going on holiday! Yay for cheap Easyjet 
flights :-)”. It is also seen as a better option as a low cost airline than Ryanair: “Easyjet is 
alright, its budget but without the michael o’leary insanity”. 
 
Ryanair (-62%) 
Ryanair generates the lowest score by far across all the industries researched in this report. 
There is a large number of detracting comments about “underhand charges”, with negative 
talk focused on extra costs that are not included in the ticket price. One Facebook group 
warns “beware of hidden charges: they market themselves as a cheap airline when they are 
more expensive than most”.  
 
There is speculation that Ryanair may start charging for the use of on-board toilets, 
implementing a “fat tax” for overweight passengers and banning check-in to save money, 
forcing customers to carry their own luggage to the plane. One blogger writes that “this is 
absolutely absurd. Passengers should not have to load their own bags.” 
 
Ryanair’s few promoting comments relate to its low costs. One twitter user praises Ryanair’s 
“flights to Belfast from £5”, saying “it is criminal”. However, they add that “thankfully the 
flights are generally short so it’s bearable”, suggesting that the performance of the airline is 
sub-standard.  
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The overall performance of the mobile brands is passive. With no brand receiving over 10%, 
this suggests that people are not concerned enough to engage online.  
 
T-Mobile’s first place score of 7% is the lowest first place score across the four sectors and is 
followed by 3 Mobile (4%), Orange (1%), Vodafone (0%) and O2 (-20%).  
 
The key issues for the lowest performing mobile brands are customer service and the quality 
of signal coverage. These are having a major impact on the online reputation of the majority 
of the mobile brands. 
 
T-Mobile (7%) 
T-Mobile’s reputation for backing popular handsets has boosted its online reputation. One 
Facebook user says that “T-Mobile is Thee best with thee hottest phones always coming 
out.”  
 
The speculation of a takeover has sparked discussion of T-Mobile’s strengths over other 
networks with particular focus on customer service. “When I was on T Mobile about 3 years 
ago I found their UK customer service the most helpful I ever experienced from any network. 
Hope they don’t go down”.  
 
In addition, the T-Mobile adverts in which the public burst into spontaneous singing and 
dancing have been popular with comments on YouTube such as “What fun!!! Love it!!” and “t 
mobile are amazing! for making these adverts”. 
 
Negative comments online refer to the poor reception of the T-Mobile service. Facebook 
users say “T-Mobile flat out sucks. Reception = None”, “Aren’t you tired like me of not being 
able to text in most places?” and “T mobile is HORRIBLE. Bad connections”. Meanwhile a 
tweet reads “Wonder whats with the T-Mobile service. Most of my calls have been forwarded 
to my voicemail.” 
 
3 Mobile (4%) 
Competitive pricing plans by 3 Mobile have led to a number of reports and positive reviews 
of its value for money. One website comments on how “3 currently offers the cheapest 
mobile broadband on the market”. It also appears to offer good coverage for signal: “3 built 
the UK’s first 3G mobile network, and it’s still the largest, with high speed HSDPA 
connections to 90% of the country. It is also the best value”. These factors contribute to 3 
Mobile being credited as a “solid option”.  
 
Negative public opinion surrounds its poor customer service, with a Facebook user saying 
“Do not become a 3 Mobile customers there customer services are the worst I have ever 
encountered in my life!” Further evidence of this comes from a tweet saying “someone 
please do something about 3 mobile and their nonexistent customer service.” 
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Orange (1%)  
Orange’s association with music, providing portable base stations at Glastonbury and 
launching a DRM-free music catalogue makes it a popular network among music lovers. It 
was reported that “Festival goers who braved the crowds at Glastonbury can thank Orange's 
portable base stations for giving them the opportunity to tell friends where to find them in the 
throng”.  
 
Orange is also making an effort to become more environmentally friendly. Initiatives include: 
smaller SIM card packaging, handset recycling and commitment to the universal mobile 
charger initiative, generating positive commentary online.  
 
Customers who feel “ripped off” by Orange have voiced their negative feelings online, with 
many claims, particularly on Facebook, asserting that Orange overcharges and makes billing 
mistakes which it consistently fails to rectify. A Facebook comment reads “Orange screwed 
my account up for the first 6 months of the contract - billing me for someone elses phone 
bill!! Still not rectified now despite several promises it would be!” 
 
Vodafone (0%) 
Some customers are completely satisfied with the connection, the customer service and the 
prices: “VODAFONE STATION IS THE BEST. I joined it and the speed is very fine and the 
connection is stable besides a wonderful team of Customer support technicians”.  
 
Brand loyalty was also demonstrated: “Vodafone. Simply the Best” and “I Loveeeeeeee 
Vodafone .. It’s the best network Eveeeeeerrrrr”. 
 
However, many customers are highly displeased with these same aspects. Twitter users say 
“No Vodafone coverage in the centre of the city” and “Vodafone are thieves! What happened 
to switching to get the best tariffs? £280 in a month isn’t best for ME!” 
 
O2 (-20%) 
O2 has gone from a positive score in the previous study to a negative score, with many 
detracting comments around its poor signal performance. A number of customers complain 
about poor coverage and the loss of signal, making comments such as “O2 fares badly in 
Ofcom 3G coverage maps” and “Today, in Bristol and surrounding areas, O2 has yet again 
failed to meet their customers needs with no one having signal.” Overcharging is also an 
issue: “Not fine now tho, turns out it was a discount for a set period and im now paying £35 
per month!! And do they wanna know! NO... THERE O2.”  
 
For O2, positive comments are generated around the upgrade of its Wi-Fi connection 
software, allowing O2 mobile broadband customers to use BT’s Openzone hotspots, giving 
customers access to an extra 3,000 areas. One report says “that means you can now hook 
up online while waiting for your Vanilla Frappuccino at Starbucks” and a blogger calls it 
“good news for anyone using O2 mobile broadband”. 
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Appendix: What makes ‘thin-slicing’ in the Google a ge so 
valuable?  

 
One answer would be that thin-slicing acknowledges that only a tiny fraction of the 
abundance of online information is really used.  
 
But even more importantly, by harnessing the power of Google and other platforms, the 
Kaizo Advocacy Index recognises that we are now in a Web 2.0 world where online content 
increasingly drives offline conversations, as well as decisions.  
 
The idea driving the Kaizo Advocacy Index is the need to help organisations and businesses:  
·  Value and protect their online reputation 
·  Plan for the reputational risks and benefits of WOM  
·  Engage with online influencers to stimulate and influence the right kind of online content 

– research shows that content created by consumers is increasingly influential. 
 
As a metric combining the good sense and analytic logic of the NPS, the Kaizo Advocacy 
Index provides a balance sheet of a brand’s online reputation and recommendability. By also 
accounting for neutral content, it identifies which brands are winning and losing in the 
recommendation stakes and which brands are prone to attack because they are not creating 
online word of mouth or ‘Word-of-Mouse’. 
 
The results capture a snapshot of brand recommendability for Summer 2009. It should be 
noted that a brand’s online recommendability is constantly changing and with the correct 
approach, companies can nurture and mould the online chatter that surrounds their brands. 
 
Building an identity with Web 2.0 ����  
Social media sites, if utilised correctly, can allow companies to enhance their message and 
extend their brand’s recommendability. 
 
Consumers are no longer limited to a single source for company information and there is a 
variety of tools and services that consumers can consult. The downside is that these tools 
were built to favour the consumer, not the brands. Whilst there are ways in which companies 
can employ them to their advantage, they can also provide a platform for ‘brand bashing’ as 
frustrated and dissatisfied customers seek ways to express their annoyance to their peers. 
 
This makes it all the more essential for brands to increase their awareness of popular       
Web 2.0 tools.  
 
 
 


