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The Power of Testimonials

Let’s face it – we are living in a world of skeptics who are constantly bombarded by promotional messages.  How can you make your message stand out and be more credible than other?  Testimonials, testimonials, and more testimonials.   Nothing is more powerful than having others tell your audience how great your event, service, or program is.  Testimonials are a powerful tool in helping to break down skepticism and show that people are willing to “go public” in their support of what you are offering.  LERN has been seeing increasing use of testimonials to support and enhance course description pages in brochures as well as on web sites – and this is great! But there are tricks and techniques to acquiring and using testimonials to their maximum effectiveness.  


Testimonials let prospective participants know how others have benefited from your course or program. They also point to previous participants as being successful, with the implication that current participants can be successful, too.  Reading the words of someone in a similar position can provide additional ways for a reader to relate to potential benefits.  
You have to know which testimonials will work for which demographic groups.  Gen Y relies on testimonials more than any other demographic group.  An “expert” for Gen Y is a peer, a friend or a colleague who has experienced your program.  Gen Y is highly skeptical of marketing messages and advertising, and much more inclined to rely on an “expert” source for confirmation.  Gen Xers can recognize quotes that came from Boomers, so you need to know who your testimonials are coming from to have them appeal to Gen X.  They need to be short and simple - don’t waste Gen X’s time.  They need to tell the reader why the program is unique and valuable – but be careful.  Gen X is more interested in testimonials that offer facts, not feelings.  On the other hand, Boomers appreciate longer testimonials with more details.  A well-crafted motivating statement will have impact on the Boomer reader.  Boomers also respond to “corporate” language – words like “consultant” and “synergy.”  It’s another strong example of why programs need to be doing targeted marketing, using the right tools for each audience.  
If you have not been diligent in asking for customer testimonials, it’s time to start.  

· Make a plan to begin obtaining them today.  Here are some suggestions for ways to gather and compose testimonials:
The best source of testimonials is an evaluation form. The last question on the evaluation form should be: "Other comments or testimonial." Then, leave plenty of space, preferably with lines for easier writing, and note: "If the above is a testimonial, may we use it in our publicity? ___yes ___no. If yes, please sign here" with a line for the signature.
You do need written permission to use a testimonial. That's why the evaluation form has a place for the signature. Keep the testimonials on file in case you ever are challenged about the validity or permission to use a given testimonial.  

· Plan a “Testimonial Drive” to request statements from your customers.  Develop a request letter that “butters up” your customers and makes them that they would be really helping your business (and they will be!).  Make it easy to respond – this will increase your response rate.  Don’t forget to get permission signatures.
· You can edit testimonials. You don't have to use the whole testimonial. You cannot add language or words, but you can select only certain words, as long as the meaning or intent remains the same.

When you use the testimonial, always use the person's name. Testimonials without names on them conjure up the possibility they are fake or made up. 

· Testimonials are no-cost learning enhancers. They are commonly seen as ways to get people into a course or program, but they are much more than that. They help motivate people already in your program or course. They point to success and are proof that others just like current participants have succeeded. 

It’s not enough to receive customer testimonials – you must know how to use them in your marketing activities.  Use testimonials on your web site.  Scatter them throughout the site – don’t concentrate them all on one “testimonials” page.  This is true for brochure promotions, too.  Place them strategically where they will have the most impact – as they pertain to a specific class, program, event or product.  Another great location is on the right or left borders, where they will be regular reminders of your credibility.  

Finally, always thank your customers – whatever their age - for their testimonials.  It will increase the good will you already enjoy, and confirm the customer’s choice for extending their good name in giving you their statement.  It makes customers feel special that their comments count.  Take the time to write a personal note of thanks.  Then find creative and innovative ways to use those testimonials in your marketing programs, keeping these special considerations in mind to maximize their effectiveness.    
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