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WHY WE WROTE THIS HANDBOOK

Why did we update our Conversational Marketing Handbook?

Well, most brands have defined their communication territory to position their products 
and services. But since social media is all about conversations, brands can also claim 
a ‘conversational territory’.

We believe that for online conversations to be more effective for brands, you need a 
unique conversational territory. How do you find what’s right for you? Well, you need to 
know what your target group is talking about (a lot). Don’t start from your own brand 
territory, but find out which already existing conversation topic aligns with your brand 
vision, mission and values and take it from there. 

Let’s illustrate this with an example. Think about conversations relating to extreme 
sports. Often Red Bull is mentioned in this context, even though their advertising 
campaigns are ‘cutesy’ cartoons in which someone gets wings. The reason? Their online 
conversations are all about extreme sports. So, imagine your brand name popping into 
people’s minds whenever they have (online) conversations.

You are looking at the second publication of our handbook that contains 25 key 
principles of conversational marketing in a concise, bite-sized format. Use it to your 
advantage in future projects and in marketing meetings.

And let’s not pussyfoot around it: we hope you’ll want to work with our team at Voice. 
Helping companies become conversational and profitable is what we enjoy most, and 
do best.

Happy reading!

Patrick Parmentier & the Voice team

PS: Did you already read the first edition of our handbook? Great! That means you can 
immediately jump to the new chapter ‘Conversational Territory’ on page 28.
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STRATEGY
5 strategies for effective 
conversational marketing
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KNOW WHAT CONVERSATIONAL 
MARKETING CAN DO FOR 
YOUR BRAND1

Does conversational marketing seem like a buzz term to you? 

Here is the first paragraph of a text that was published in 1999, which has since become 
famous:

“ A powerful global conversation has begun. Through the internet, people are 
discovering and inventing new ways to share relevant knowledge with blinding 
speed. As a direct result, markets are getting smarter— and getting smarter faster 
than most companies.”

You might recognise the start of The Cluetrain Manifesto written by Rick Levine, Christopher 
Locke, Doc Searls, and David Weinberger . This was a visionary list of 95 theses that opened 
many eyes in 1999, and which are becoming more and more relevant each day.

Here’s our definition of conversational marketing:

For a brand to engage in real dialogue with prospects, customers 
and contacts in order to present, explain or sell its products or services, 
using the internet as the ideal two-way marketing medium.

Put another way: as we soar deeper into the digital age, effective brand communication 
resembles a healthy relationship between two humans that are on an equal footing.

So conversational marketing isn’t a tool or a technique; it’s a mindset. And your only chance 
to survive. 

https://twitter.com/intent/tweet?text=%E2%80%9DConversational%20marketing%20isn%E2%80%99t%20a%20tool%20or%20a%20technique%2C%20it%E2%80%99s%20a%20mindset.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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A quick recap:
Paid media is media space you buy and more or less control. 
Owned media is media space you have and control.
Earned media is media space you have merited, but do not control.

Traditional or legacy advertising relied heavily on paid media: print ads, radio and television 
commercials, etc.

In the heyday of mass media, those worked fine. But brands that want to adapt and become 
truly conversational need to shift their focus. 

Today, people decide what to buy based on what’s being said in internet forums, social 
networks and online reviews. Earned media is the digital age’s word-of-mouth marketing. 
And it needs your attention.

Is paid media dead? Of course not. It’s still an excellent place to trigger the conversation.

Owned media, then, is where you fuel conversations by providing relevant content and easy 
ways to spread your message.

EFFECTIVELY COMBINE PAID, 
OWNED AND EARNED ONLINE 
MEDIA2
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Your territory is the area where you are in control. Where the other dogs have no business.

Most brands have defined their brand territory. But since online communication is all about 
conversations, winning brands can also claim a ‘conversational territory’. 

Picture a crowded pub: when a topic comes up that fits your brand territory, you want 
people to mention you. 

Online networks like Facebook, Twitter, YouTube, Instagram etc. are just like pubs. People 
talk and use brand names to explain, criticise, review and make fun.

How do you find your online territory? Start with your brand values, vision and characteristics, 
and add a conversation starter. The challenge is to find the sweet spot between your brand 
and what people actually talk about. 

A conversational territory must be furnished with:
 n original content created by the brand
 n curated content, gathered through online monitoring and 
 n user-generated content from your network of bloggers, experts and fans. 

After monitoring what works, you can further flesh out your territory with campaigns and 
content channelled through owned and earned media.

Stay focused, and become the first brand name that pops into your audience’s mind when 
they talk about a topic. 

DEFINE YOUR 
CONVERSATIONAL TERRITORY3

https://twitter.com/intent/tweet?text=%E2%80%9CWinning%20brands%20should%20claim%20a%20conversational%20territory.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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Consulting and technology firms around the globe have discovered the marketing power 
of thought leadership.

If the term thought leader sounds daunting to you, call it authority.

In a time when anyone can be a publisher, it pays off to educate customers, prospects and 
other stakeholders with niche content. Usually with a blog, a special report or a book.

You can also reframe issues and topics that are relevant to your business. Your thoughts 
can create new ways of looking at problems or even solving them.

Here, innovative thinking becomes a marketing tool. Thought leadership displays experience, 
knowledge and skill. It communicates your capability and aptitude as a service provider.

At the same time, you are raising questions to which the answer involves your service. 
Thought leadership then becomes a way of increasing demand for a certain product or 
service over time.

The key to becoming a successful thought leader? There are two: consistency and frequency.

BECOME A THOUGHT LEADER4
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As humans, we like to see ourselves as rational creatures. After all, rational thinking separates 
us from the animals, doesn’t it?

But it turns out that, on average, people make buying decisions based on 70% emotional 
and only 30% rational grounds. The 70/30 rule was discovered by Brand Keys Inc. after 
thousands of studies across 30 countries.

Sure, the proportion may vary somewhat from one industry to the next. But 70/30 is a good 
average. And it’s hard to overestimate the right-brain, emotional component.
 
What does this mean for your content strategy? First of all, it changes how you do research. 
Most traditional research methods are self-limited and only access the 30% rational 
component. This is because emotional drivers are much harder to measure.

Smart content research does take the other 70% into account. It also has the 70/30 rule 
built into the content strategy, so the emotional/rational proportion is reflected all the way 
to content creation.

USE THE 70/30 RULE FOR 
CONTENT STRATEGY5
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SOCIAL MEDIA
5 ways to use social media 

for conversational marketing 
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Social media allow individuals to meet, share information and express themselves online.

There are as many social networks, tools and platforms as there are stars in the Milky Way. 
(Or so it seems.)

Social media serve different subject niches. They have different main functions, too: 
publication, sharing, discussion, gaming, aggregation… The social media audience is highly 
fragmented and forever changing.

So where do you start?

Your social media landscape is where your brand can make a difference. It is outlined by 
where:

 n your brand
 n your competitors
 n your consumers

are active.

A second parameter is your target audience’s state of mind. 

For example: your prospects spend a lot of time on Facebook in the evening time. But it 
might not be the best idea to market your state of the art business-to-business solution 
when they’re lying in bed in their pyjamas.

Know where online activities take place that are relevant to your brand. It’s the first step to 
a successful social media presence.

DEFINE YOUR SOCIAL 
MEDIA LANDSCAPE1

https://twitter.com/intent/tweet?text=%E2%80%9CKnow%20where%20online%20activities%20take%20place%20that%20are%20relevant%20to%20your%20brand.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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So you have outlined your social media landscape. Now, let’s get our hands dirty.

It’s time to add some more detail and list all relevant platforms in a social media matrix 
together with the reasons why you included them.

Your social media matrix helps you keep track:
 n of which social media platforms to deploy or maintain
 n of types of activity (monitoring, content creation, conversation) for different 

audiences.

A complementary matrix defines your communication approach according to: 
 n domain (your site or not), and 
 n the type of person talking (your staff or not).

These matrices are excellent tools for refining your strategy. But just as important: they are 
the launch pads for your content creation and conversation management.

DEFINE YOUR SOCIAL 
MEDIA MATRIX2
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A community consists of people who share values and interests, for example medical 
doctors driving motorcycles. Communities are conversations and they are at the core 
of what the internet means in people’s lives.

Community building is:

The process of launching, growing, engaging and mediating people - using online 
tools - to participate in conversations with regard to a shared interest most often 
related to a brand a product, an activity or a set of beliefs.

Interests can be of a transactional nature (e.g. eBay), topical (a cupcake forum) or relational 
(a dating site).

Some believe that a brand itself can be the common ground for a community, but unless 
you’re Apple or Harley Davidson, your chances of success are slim. 

People don’t care much about 99.9% of brands. You’d better focus on something that 
actually matters to your audience.

Also note that the sense of community or ‘feeling of belonging’ among members cannot 
be imposed. It has to grow organically. With a little help from your side, of course.

BUILD YOUR ONLINE 
COMMUNITY3
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Legacy or traditional advertising isn’t as powerful as it used to be. Consumers are getting 
better and better at avoiding and ignoring traditional ‘interruption’ marketing messages.

Enter content marketing. And no, that’s not a fad.

Put simply, it’s a much more effective way to get people’s attention because it adds value:

Content marketing is the creation and distribution of valuable, relevant and consistent 
information to gain the attention of your target audience – and inspire them to take 
actions that are profitable to your organisation.

You’ll have to think like a newspaper or trade journal, so be sure to set high standards. 

Create magnetic content: content that catches people’s attention because it informs, helps, 
inspires and/or entertains in a remarkable way. 

With consistency and frequency, you can create profitable customer relationships over time. 
Big and small brands are already doing this very successfully.

These brands also realise that content is more than just another marketing tool. Because 
you need content for success in social media, search engine optimisation, PR and other 
forms of communication, quality content is one of the core elements of modern marketing.

USE CONTENT MARKETING4

https://twitter.com/intent/tweet?text=%E2%80%9CQuality%20content%20is%20one%20of%20the%20core%20elements%20of%20modern%20marketing.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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You are engaging your audience in the right place at the right time. 

You are building a community. There is talk about your brand: the holy grail of conversation 
marketing! Now what?

It’s time for conversation management:

Conversation management is to continue, respond, amplify or end conversations 
with consumers, as well as monitor and measure interactions on behalf of a brand 
and/or product.

Conversation management keeps the fire burning when people discuss your product or 
service.

It isn’t an afterthought, or a goal in itself. Rather, it’s the focal point of interaction between 
users and the organisation, and a task which deserves your undivided attention.

Conversation management is also an on-going balancing act that involves the interests and 
priorities for both your brand and your audience.

MANAGE ONLINE 
CONVERSATIONS5

https://twitter.com/intent/tweet?text=%22Conversation%20management%20keeps%20the%20fire%20burning%20when%20people%20discuss%20your%20brand.%22%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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SOCIAL PR
5 ways to use social PR for  
conversational marketing
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Traditional PR is about making it into the news.

Social PR is not interested in the news. Social PR is about ‘seeding’ information so it spreads 
organically across social networks.

This way, you can position a brand across the worldwide web. 

What makes social PR also different is that the interaction with and presentation of 
information, changes with people’s perspectives. The level of understanding of the topic 
also evolves as they share their stories. 

Someone writes a blog post, which is then picked up by another blogger who puts the 
topic in a different light… It’s the ‘wisdom of crowds’ at work.

Social PR typically involves creating ‘firestarter’ content, written to be read and start 
conversations online. 

To foster social interaction, these will tie in social media forums such as YouTube, MySpace, 
Twitter, as well as social bookmarking sites such as Technorati, Digg and Reddit, as well as 
blogs and wikis.

MORE EFFECTIVE PR 
WITH SOCIAL PR1

SOCIAL 
PR

PUBLIC
RELATIONS

ONLINE
INFLUENCERS SEO+ + =

https://twitter.com/intent/tweet?text=Social%20%23PR%20is%20about%20seeding%20info%20so%20it%20spreads%20organically%20across%20%23socialmedia%20http%3A%2F%2Fvoice.be%2Fhandbook%20by%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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Does brand journalism sound contradictory? It doesn’t have to be.

Brand journalism combines the core principles of journalism with brand storytelling in order 
to create conversational value for customers and possibly the media.

It takes full advantage of the possibilities of the internet, where publishing tools are within 
reach for everyone.

But what’s crucial: you have to think like a publisher, not like an advertiser.

It is a framework for the transition of your brand into a media company where your 
employees (and customers) help you tell your brand’s story.

Brand journalism can involve doing research, conducting interviews, establishing an editorial 
hierarchy, writing a style guide and setting up a publishing schedule.

Sounds like content marketing? They do share a number of characteristics. But brand 
journalism emphasises factualness and objectivity. 

Which doesn’t mean you can’t convey a story.
 

BECOME A MEDIA PUBLISHER 
THROUGH BRAND JOURNALISM2

https://twitter.com/intent/tweet?text=%E2%80%9CBrand%20journalism%20combines%20journalism%20with%20brand%20storytelling.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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Everyone participating in an online conversation helps shape that conversation. But online 
influencers shape conversations with more impact than others.

How? The most common misconception about online influencers is that their ability to 
shape conversations is based on the size of their networks and audiences.

In reality, relevance in the right subject area and resonance in the right niche are two traits 
that are just as important if not more important. 
 
Getting online influencers to write about your brand is an art in itself and typically involves 
building personal relationships with them.

If you succeed in doing so, you can effectively promote your brand across social media, 
in the press and at conferences.

ENGAGE WITH ONLINE 
INFLUENCERS3

CELEBRITIES

PUBLISHERS

FANS

FRIENDS
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If you want to think like a publisher, you have to set the same standards.
That’s where an editorial committee comes in. This is a group of people who establish the 
editorial policy: style guide, tone and editorial direction.

At Voice, such a committee consists of a managing editor and key contributing writers, but 
it may also include experts on particular topics and experts from the client side. 

Furthermore, the board may include persons with authority on areas such as social media, 
search engines or marketing strategy. Now that’s a smart crowd you’ve got there!
 
Throughout the year, each member brings input to the editorial meetings with the goal of 
establishing an editorial calendar. 

This calendar outlines which content to create, who will create it, and through which 
channels it will be distributed. 

The best thing about having a calendar? Consistency and variety for your content.

SET-UP AN EDITORIAL 
COMMITTEE4
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A persona is a character. He or she has a face, a name, an occupation, a hometown. But a 
persona isn’t a real person.

Personas represent a cluster of users with similar purchasing decisions, use of technology 
or products, customer service preferences and lifestyle choices. They’re crystallisations of 
audience research. 

Be mindful of the difference with demographics: behaviours, attitudes, and motivations 
don’t necessarily relate directly to age, gender, education and other typical demographics. 
In fact, personas can span many different demographics at once.

We create personas as a bridge between what a brand thinks who their customer is and 
what they actually think, believe and do.

A face that represents a cluster of characteristics makes it easier to make strategic decisions.

Personas are essential for tailoring any form of communication to your audience, and are 
especially useful in conversational marketing.

 

DEFINE PERSONAS5

JILL

STEPHEN

BOB

SOPHIE

AMY

EVA
CHRIS

FRED
GLORIA

https://twitter.com/intent/tweet?text=%E2%80%9CPersonas%20are%20crystallisations%20of%20audience%20research.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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WEB AND MOBILE
5 ways to use web and mobile
for conversational marketing
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Ask any conversational marketer to describe his or her job and 95% will mention complexity 
as one of the most important characteristics. 

Conversations about your product or service can happen any time, anywhere. And even if 
you have a well-defined social media landscape, you probably still have a larger number of 
social networks or platforms to monitor.

The solution is a digital content platform: a place where the social media and digital channels 
of your choice come together in a helpful overview.

Through a central interface like Falcon Engagor, HootSuite or SproutSocial, you can conduct 
and take part in all conversations with colleagues, customers and stakeholders. In a coherent, 
strategic and effective way.

The platform also provides a staging area for every interaction: you can consult a colleague 
before responding, for example. 

Also, conversations are stored so you can re-use parts of it e.g. for frequently asked 
questions. Some platforms even have customer relationship management (CRM) systems 
integrated into them.

USE DIGITAL CONTENT 
PLATFORMS1
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It used to be that a web designer made a web page or site, and moved on to the next one. 

Today, that represents a job only half done. Now instead, web designers have to take into 
account a whole host of different devices that people use to visit a web page: desktops, 
tablets and smartphones, all with different operating systems.

The standard is becoming responsive design: web design that adapts to any kind of device 
for the best user experience.

Benefits of responsive design include:
 n accessibility - users can easily navigate on your site from any device: tablets, phones 

and desktop computers. 
 n usability - because you are managing 1 ‘mother’ site, changes in content have effect 

on all devices. 
 n SEO - responsive sites are easier to analyse for search engines.
 n adaptability - as browsers and technologies change, your site can be more easily 

adapted to reflect the latest developments.

Now that people use different devices to have online conversations, responsive design is 
not a luxury anymore. It’s a necessity.

USE RESPONSIVE DESIGN2

SMARTPHONES

From 0 to 500px From 501 to 959px From 960 to more than 1280px

TABLETS DESKTOPS

https://twitter.com/intent/tweet?text=%E2%80%9CResponsive%20design%20is%20not%20a%20luxury%20anymore.%20It%E2%80%99s%20a%20necessity.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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The entertainment industry as a whole is suffering. But which entertainment market is 
growing 10-15% yearly in most Western countries? Video games.

Video games are attractive, engaging and sometimes even addictive. In other words, they’re 
good at holding attention.

Gamification takes game design principles and applies them to non-game environments 
to emulate the same effects. 

Playful elements make technology, education and doing business more inviting. They can 
make the user experience smoother and even fun.

An important gamification element is to motivate users to engage in certain behaviours by 
showing them the path to ‘mastery’ upfront. 

It is also key to leverage people’s intrinsic motivations like knowledge, status or recognition 
instead of money or prizes which are extrinsic.

But don’t become obsessed with user goals. Effective use of gamification equally involves 
making the journey a fun one. 
 

MAKE BUSINESS MORE FUN 
WITH GAMIFICATION3

https://twitter.com/intent/tweet?text=%E2%80%9CEffective%20use%20of%20gamification%20involves%20making%20the%20journey%20a%20fun%20one.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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One of the best things about the web is that you can measure almost everything. And you 
should: with web analytics.

Web analytics is the measurement, collection, analysis and reporting of internet data 
for the purposes of understanding and optimising online behaviour e.g. generating 
more sales or subscriptions.

These goals are known as Key Performance Indicators or simply, KPIs.

You can also use web analytics to evaluate your content. Which is your most popular content 
and where do visitors come from? 

Web analytics is sometimes confused with website statistics, but there is a distinct difference. 

Website statistics is software that deals with simple facts like: how many visitors did I have 
last month? Web analytics goes into much more detail and offers many more insights, like 
which topics trigger the most conversations.

The art of using web analytics is to interpret that vast amount of data so you can effectively 
improve your website and conversational marketing efforts, time after time.

DIG DEEPER INTO YOUR DATA 
WITH WEB ANALYTICS4

https://twitter.com/intent/tweet?text=%E2%80%9CInterpret%20web%20analytics%20to%20improve%20your%20conversational%20marketing%20efforts.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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Online banner ads are going out of fashion. What’s a marketer to do?

Native advertising might be the answer.

Native advertising or sponsored content is a form of paid media where the ad experience 
follows the natural form and function of the environment in which it is placed. 

Technically, it’s not an advertisement: it’s editorial content that’s relevant to your brand. In 
fact, your audience might not even be able to distinguish a native ad from regular content.

Research from the Interactive Advertising Bureau (IAB) backs this up: it shows that users 
look at native ads 52% more than at banner ads.

There are two features of successful native advertising:
 n form - native ads match the visual design of their environment, and look and feel like 

natural content.
 n function - ads must behave consistently with the native user experience, and 

function just like natural content.

Some of the most effective ad formats have been those that match the form and function of 
their environment. Think Search Ads, Promoted Listings, Promoted Videos, and Sponsored 
Posts.
 

MAKE NON-IRRITATING 
ADVERTISING THROUGH 
NATIVE ADVERTISING5

https://twitter.com/intent/tweet?text=%E2%80%9CThe%20most%20effective%20ad%20formats%20match%20the%20form%20and%20function%20of%20their%20environment.%E2%80%9D%20http%3A%2F%2Fvoice.be%2Fhandbook%20via%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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CONVERSATIONAL 
TERRITORY

5 ways to build and maintain 
a conversational territory for your brand
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In this conceptualisation phase, the conversational territory itself is developed. It all kicks 
off with profound research. Ask yourself the following questions:

 n What is the competition doing?
 n Which popular conversation topics already exist?
 n Which territory matches our company’s vision, mission and values?

Think of it as publishing a magazine or a succesful blog. Before you release even one article, 
it’s smart to make up your mind about the topics you’ll cover. And, just as important: which 
topics you will not.

The internet allows us to do more thorough research than ever. Based on this research and 
the creative thought process, it’s time to make strategic choices.

DEFINE A CONVERSATIONAL 
TERRITORY 1
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Once the conversational territory has been figured out, it is packed with original, recycled, 
curated and user generated content:

 n original content is unique to you, and is designed to be shared by others.
 n recycled content is existing content, rethought into new formats.
 n curated content is existing content you find and share to add value for your audience.
 n user generated content is any content that involves the collaboration of your 

audience.

All content distribution is carefully planned using an editorial calendar to make sure it 
appears and is followed up on the on the right channel, at the right time.

CREATE CONVERSATIONAL 
CONTENT2

https://twitter.com/intent/tweet?text=%22Plan%20%23content%20with%20an%20editorial%20calendar%20to%20ensure%20the%20right%20time%20&source=webclient
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The content and community managers get to work in the dynamisation phase. They use 
blog posts, tweets, shares, photos, videos, webinars, news, infographics, interviews, etc. to 
jazz everything up. 

But that’s just the beginning. The days when you could create content and then sit back 
and let your audience find it, are long gone (if they ever existed at all). Working to get your 
content seen is more important than ever. 

That’s why it is distributed to the target groups via celebrities, bloggers, journalists, fans, 
customers and also associates, contractors and other stakeholders.

MANAGE CONTENT AND 
CONVERSATIONS 3

https://twitter.com/intent/tweet?text=%22Days%20of%20creating%20%23content%20and%20merely%20letting%20people%20find%20it%20are%20gone.%22%20http%3A%2F%2Fvoice.be%2Fhandbook%20by%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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In this amplification phase, it’s all about further enhancing conversations in the conversational 
territory. Campaigns are run using:

 n paid media (Search Engine Advertising, social ads, Google Display, ...)
 n owned media (sites, blogs, events, ...)
 n earned media (through sharing and interaction on social media)
 n and media partners (broadcasting companies, event organisers, ticketing services, …)

Based on social media monitoring, results are measured and (re-)adjusted accordingly so 
they perform better. That’s ‘more bang for your buck’ with every cycle of improvement.

BOOST THE IMPACT OF THE 
CONVERSATIONS4
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This is where the rubber meets the road! A conversational territory not only performs 
in terms of brand awareness and image: it also drives conversion, meaning your target 
audience takes desired actions such as buying or subscribing.

The planned content distribution should run parallel with ATL and BTL campaigns to 
generate the conversions relevant to your business or organisation. (e.g. clicks, likes, 
followers, engagement, sales and after-sales).

This is all collected in a CRM system that allows you to convert visitors, fans and followers 
into leads. Handle your leads with extreme care. Don’t spam. Only send targeted content 
or offers with real value. 

By all means, the story doesn’t end here. Repeat. Think. Improve. Keep claiming your 
conversational territory. Keep activating the conversations. Keep turning these leads into 
conversions.

How does it feel to turn into a conversational marketer? 
Yeah, we know.

TURN CONVERSATIONS INTO 
CONVERSIONS5

https://twitter.com/intent/tweet?text=A%20conversational%20territory%20performs%20in%20terms%20of%20brand%20awareness%20and%20%23conversion%20http%3A%2F%2Fvoice.be%2Fhandbook%20by%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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HOW TO INCREASE SALES LEADS
WITH CONVERSATIONAL MARKETING

We saved the best part for the last: how to increase sales leads. Because let’s be honest: 
that’s why we put in all this effort in the first place.

In the past, customer information in your database was limited to name, address and 
phone number. Today we know a lot more: their Facebook likes, shopping interests, online 
touchpoints and time to purchase for instance.

The data we gather from customer conversations allow us to offer new products and 
services at the right time in the right place. We can signifcantly expand your client base 
and to improve customer satisfaction. 

It gets even better when customers recommend your products and services to others. 

Today, people are always connected. Voice can monitor customer conversations, activate 
customers and increase sales leads. At the centre of all these conversations, we put your 
customer relationship management (CRM). CRM is the core of your and our business. 

It’s the clever mix of conversations with social media, PR and web, combined with CRM 
solutions that will make brands winners in the years to come.

https://twitter.com/intent/tweet?text=Cleverly%20mixing%20online%20conversations%20with%20CRM%20makes%20winning%20brands.%20http%3A%2F%2Fvoice.be%2Fhandbook%20by%20%40VoiceAgencyBe%20%23conversationalbook&source=webclient
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SHARE
ME!

ShareShareShareShare

http://www.linkedin.com/company/voice-agency
http://plus.google.com/%2BVoiceBe/
http://twitter.com/voiceagencybe
http://www.facebook.com/voice.be


Voice Agency
281 Avenue Van Volxemlaan 
1190 Brussels – Belgium
+32(0)2 290 31 00
hello@voice.be
www.voice.be

Let’s get in touch:
      hello@voice.be
 @VoiceAgencyBe

Save trees. Think digital.

Voice Agency is the very first conversational 
marketing agency in Belgium. It was founded 

in 2007, back when you were poking 
people on Facebook and Twitter 

celebrated its first birthday.

We would be glad to help your brand 
become conversational 

and profitable.
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