14th September 2009
Mobile brands not delivering on service according to latest Kaizo Advocacy Index

Bi-annual study shows O2 faltering as T-Mobile tops mobile sector
T-Mobile is rated the number one brand online in the Mobile sector according to the latest Kaizo Advocacy Index published today (14th September 2009), a result which should please executives at Orange ahead of its merger with T-Mobile. However, the sector has performed badly overall as, with the exception of Orange, all of the brands have experienced a decrease in online brand reputation. 

The biannual Kaizo Advocacy Index measures the online reputation of 20 major brands across four sectors. Having previously topped the Winter 09 study, the highest score in the mobile sector is again claimed by T-Mobile (7%) followed by 3 Mobile (4%) Orange (1%) Vodafone (0%) and the outright loser of the category O2 (-20%).
T-Mobile tops this year’s study in the mobile sector, largely fuelled by its well publicised ‘Life’s for Sharing’ campaign, which demonstrates the value of using creative techniques to engage with consumers online.  Whilst this has helped T-Mobile lead the sector for the second study in a row, the brand has seen a decrease in its score of 8% since the previous study, due in part to criticism over poor reception, particularly on Twitter. 
Rhodri Harries, Managing Director, Kaizo, commented: 

“Relying on big advertising campaigns to boost online reputation is not enough for brands. 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.”
O2 suffered a huge 32% drop in its score since the last Kaizo Advocacy Index study was conducted in February, polarising opinion amongst consumers. Comments by disgruntled customers of poor signal coverage, overcharging and inadequate customer service is being played out in particular on microblogging site Twitter, which suggests that O2 should be engaging more online with consumers.
Harries continued:
“Mobile now has an inherent link with the web and social media. Brands need to be extremely active, engaging in conversations with customers that add value to the brand experience. Getting involved in the conversation online will no doubt have a long term benefit in terms of offline word of mouth, brand loyalty and ultimately sales.” 

Vodafone also experienced a significant drop in its score by 12% to score 0%. Despite distinct signs of brand loyalty from sections of the online community, equal levels of criticism and passive mentions result in a neutral score.

3 Mobile’s competitive pricing plans stimulated positive chat, however, as with other mobile brands; poor customer service generated negative comments, leading to a decrease of 4.3% from the previous study.
Orange has managed to hold its own in comparison with other brands in the sector and is the only mobile brand that has increased its score since the last study. Its association with music made it popular with summer festival goers and its environmental credentials have also been widely praised online. Negative customer opinion on overcharging, a common theme across the sector, blights the brand’s performance in the latest study.
The Summer Kaizo Advocacy Index clearly demonstrates that the amount of negative online brand chatter around issues such as pricing and service is increasing, potentially driven by the economic climate. 
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· About Kaizo

Kaizo is an independent award winning PR and Word of Mouth Consultancy. Our strategies and campaigns seamlessly integrate traditional and social media to increase opportunities for business and consumer brands online and offline. We achieve genuine results across a range of sectors that include; technology, consumer gadgets, food & drink, FMCG, health, science, transport & travel, and industry.

Clients include Unilever, Epson, Flip Video, Elsevier, Quantum and Johnson & Johnson.

· Background to study

Google is the first port of call for 80 per cent of web searches and has a significant influence over the way consumers form brand opinions. Consumer generated content in Google Blogs and Groups are having an increasing impact on a brand’s recommendability. Even brands that perform well through a news search can be negatively impacted by user generated content.

Research from the London School of Economics shows that companies with above-average recommendability and below-average negative word of mouth, grow four to five times faster than other companies. Not surprisingly, negative word of mouth is more powerful than positive word of mouth by a factor of three-and-a-half times. 
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