











Creating new timescales for planning and evaluation

3-3-3 is a way of reframing the time-periods we use for planning and
evaluating brand communication. It stands for three minutes, three
months and three years, and it forces us to consider different short-,
medium-, and long-term goals for judging success.

In practice, the actual periods are specific to a brand or its category.
For example, for an e-commerce client accustomed to receiving rapid
feedback, we may look at the next three minutes, three days and
three weeks. For an FMCG client, the plan might be based on the
next three weeks, three months and three years.

The important point is that we must get used to tailoring the
time-frames to optimize behavior change and effectiveness.

Dialogue within the social web evolves so rapidly in a single day that
what is being said on Facebook or Twitter right now can instantly
change the relevance of tomorrow’s message.

In response, a growing number of companies are using social media
tools like Twitter for immediate communication (and for revenue
generation). This is as varied as bakers alerting their customers to what
has just come out of the oven, to AT&T in the US providing a forum via
Twitter for consumers to participate in the NCAA March Madness
(college basketball) — talking with other sports fans about the progress
of the toumament and creating a community around the event. Another
example is to track paid-search clicks to optimize messaging.

We still need to be able to structure communication with longer lead
times (for example, product launches or point of sale) and to provide
a relevant framework for evaluating campaigns. This would include
tracking measures like weekly or monthly sales, rate of trial and
traditional media metrics such as reach and frequency.
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VENSTRE

Wi kan gare det endnu bedre

For the longer term, we need to be able to create strategic visions
for brands, with success measures aligned to phases of the brand’s
long-term development plan. We need to improve integration of

messaging that is traditionally separate for many companies — for

example, corporate PR and tactical advertising — as consumers

integrate messages wherever they come from. Rather than setting

fixed times, we use key measures as triggers to move communication

into its next phase. For example, once market penetration of Product

Xis 25%, the brand will move into mass media. Once brand awareness

of Brand Y exceeds 80%, the focus moves to portfolio conversion. S Ev E N M I N U I E S
The bottom line is that brand-owners and agencies need to work out

which timeframes are best suited to their category and then use them
to structure communication and measurement plans.

Persuading people to abandon tried and trusted methods is never
easy. But the speed of development in our marketplace makes it all
the more important to find new ways to manage and monitor brand
communications and implement them as standard working practices.

Case study: Venstre, Denmark

Our task was to help the political party
Venstre get re-elected in the Danish
general election.

Media were selected to ensure top-of-mind
awareness throughout the election period;
but there was a major hurdle: getting the
best placement for communication
requires a long lead-time, but media could
not actually be booked until the election
was announced. The solution was to
negotiate an extended period during which
the precise media placement would
remain guaranteed, then booking all media
within minutes of the election being called.
Seven minutes, in fact.

The nature of a political campaign means
that messaging should ideally not remain
fixed. , a vital part of the
communication, gave us content to be
inserted into website banners that were
updated in minutes to reflect live issues —
which happened nearly 50 times during
the three-week campaign.
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http://www.venstre.dk/index.php?id=4606&no_cache=1

CHAPTER 6

LIQUID CONTENT

A much broader range of content
opportunities are available today to help
us actively engage consumers.

Consumers have rapidly become familiar with
blogs, social media posts, widgets, gaming and
apps. They are not uncomfortable with these new
forms of communication; in fact, they welcome
them, just as they welcome online TV access

and other video-streaming opportunities.




occasions — and indeed outside our homes — than we did in the past.
According to Accenture’s 2009 Global Broadcast Consumer Survey,

: 74% of us watch content on personal computers and 45% on
mobile devices. With the launch of Apple’s iPad, international
availability of Sony’s e-reader and the growing prevalence of smart

N phones, this trend is sure to grow. Mobile publishing is already a

phenomenon in Japan.

' a
These technology developments will continue to fuel the introduction

of new content formats. For example, publishers will be able to
. modularize content as is already happening in the music industry so

LIQUID CONTENT
When you want, where you want
We consume much more content outside conventional live-viewing

it may soon be possible to buy and download all of the diving
sections from each Lonely Planet guide, rather than having to buy

[ [
D all the books.
I ; ; I Three-screen convergence
‘Three-screen convergence’ is finally happening: it is now technically

possible to view similar content via computer, TV or phone.

The iPhone concept, in which consumers can select applications
they want, is a glimpse into what future interfaces, whether in the
home or on the move, could look like. Many of these applications
will cross to larger screens like TV relatively easily — for example,

iPhone’s weather app.

Case study: Sony Ericsson, China

Consumer response
To launch its T707 handset in China, ' j Consumers are comfortable with different formats and content types
Sony Ericsson worked with leading ; running on multiple devices, whether it is applications, games or
Chinese social networking site online video. With an added boost from the recession, broadcast
Kaixin001, developing a virtual ‘gift’ audiences are generally increasing, if you take into account
for members to send to one another. multi-device consumption and we expect this trend to continue.

The viral content featured a
full-screen demonstration of the
T707’s most attractive features
— its stylish design and colourful
notification and light effects.

Over a million gifts were sent on
launch day and within two weeks, it
had become the most successful gift
to date on Kaixin001, with more than
10 million virtual T707s sent
between users.
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http://www.sonyericsson.com/cws/products/mobilephones/overview/t707?cc=cn&lc=zh
http://www.kaixin001.com/
http://macmost.com/iphone-weather-application.html
http://www.apple.com/iphone/apps-for-iphone/?cid=wwa-naus-seg-iphone10-016&cp=wwa-seg-iphone10-brand&sr=sem
http://www.sonystyle.com/webapp/wcs/stores/servlet/CategoryDisplay?catalogId=10551&storeId=10151&categoryId=8198552921644523779
http://www.apple.com/ipad/
http://microsite.accenture.com/ServiceInnovation/Research/Documents/Accenture_2009_Consumer_Broadcast_Survey.pdf

Making a

show of IKEA

Case study: IKEA, USA

In the US, furniture store IKEA was
concerned that its low-price self-assembly
proposition might act as a barrier to some
consumers. Our task was to

change perceptions about the brand,
highlighting the product design strengths
to drive deeper brand engagement,
particularly with women.

Easy to Assemble was an irreverent
web-based series featuring Jeff Goldblum,
which had a storyline that played against
a backdrop of IKEA's quirky culture.

The webisodes were released to coincide
with IKEA's marketing calendar and were
supported with viral content, blogs and
other web-based activity. The series
attracted 1.2 million views and over
2,000 blog mentions.

The term ‘liquid’
denotes content
that can be
adapted for
distribution
through different
channels and
media formats.
Each version of
the content may
address a
different task
and must be
robust enough
to be passed
around.
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LIQUID CONTENT

Consumer expectations, in terms of technical quality, are also rising.
It is likely that HD and 3D will become standard this decade, at least
on our primary TV screens.

At the same time, the emergence of social communities segmented
by interest or relationship means consumers are more actively
passing content between each other. This creates new marketing
opportunities for sharing engaging content. It also provides
additional opportunities for behavioral targeting.

Pass it on

These developments have a critical influence on the suitability

of the content we create for marketing and advertising purposes.
Engaging multiple communities in a way that is scalable means
we must start lots of little fires in many different places, allowing
people to discover, port or share content. Our content needs to be
more fluid, or ‘liquid’, to do this. The term ‘liquid’ denotes content
that can be adapted for distribution through different channels and
media formats.

Each version of the content may address a different task and
must be robust enough to be passed around. It will become
commonplace to engage consumers via liquid content. In social
media marketing, for example, most media companies already
accept the necessity of creating multi-platform content that is
easily shareable, downloadable and updateable.

Coherence is key

In a world of liquid content, coherence is more important than
consistency. In the past, communication has focused on
‘consistency’ — a compelling insight leading to a single idea,
leveraged across all touch points in a similar manner (often
referred to as ‘matching luggage’). But in the digitally dominated
future, a brand may need several (engagement) ideas brought to
life through a variety of content solutions that actively engage
consumers. A more digital environment also lends itself to content
co-creation and has re-energized storytelling as a creative
technique — both increasingly popular among agencies.
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LAUNGHING
WATCHMEN
WITH LIQUID

GCONTENT

Case study: Paramount, International

The challenge for launching Paramount
Pictures’ highly anticipated

was to engage both the fans of the
original graphic novel and the larger
audience who had never read it.

Given the passion of the book’s existing
fans, any communication had to let
people make up their own minds about
the film, without feeling like an ‘official
promotion. The key was to provide
enough social currency for different
audiences to talk among themselves
about the film.

During a three-month period, over 60
different pieces of content, including
videos, games, screensavers, widgets,
banners and iPhone apps, were spread
throughout the web, resulting in what
Total Film magazine called,

“ ”
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Arthur Schlovsky, Germany

LIQUID CONTENT

Content distribution
Digital content management — the process of optimizing digital
branded assets, managing asset distribution, tracking and
measuring exposure and performance — will become an
imperative. As we work with different formats across a wider
range of platforms, opportunities to re-use and re-target certain
formats will emerge. And some will work better than others, so
we need the flexibility to shift budgets to optimize ROI through
the formats that are performing best.

Content must be relevant, fluid and adaptable. If we can achieve
these goals, liquid content will create greater engagement than
ever with consumers.

1

Simple messages rarely get brands talked
about: quite the contrary, it’s a certain
degree of complexity that does. Stories are

well suited for building up this

complexity...our (digital) world is a

narrative world.

Narrative Brand Planning,
Frank Otto Dietrich,
Ralf Schmidt-Bleeker,


http://watchmenmovie.warnerbros.com/
http://www.thenewfrontiersman.net/

CHAPTER 7 (o 4

The absence of structure, leadership, and formal
ARE YO U I N C o N T RO L organization, once considered a weakness, has
become a major asset. Seemingly chaotic groups
E N O U G H TO L ET G O? have challenged and defeated institutions.
" The rules of the game have changed.
Organizations must embrace radical

change if they are to capitalize on 2
emerging opportunities to engage an {

Beckstrom & Brafman

audience that is in constant evolution.

If we are to thrive in the future, we must learn to let | M é
go of the certainties of the past. \ —"

As the value of earned media increases, it is clear I1 \‘
that our control over brand communications is being , "\
diluted. Consumers have one hand on the reins and, 813 '
to maintain our grasp of the market, we have to find 4 ?_‘_

ways to build a dialogue between them and \ i:
brand-owners. And if dialogue is to be central to AN 4
brand-consumer communication — and it must ' '/
be — we must rethink how we work. S



http://www.starfishandspider.com/

ARE YOU IN CONTROL ENOUGH TO LET GO?

Reorganizing to let go
The fluidity of the modern workplace requires a corresponding
organizational agility that mirrors the networked communities
encountered on the web.

Online, people have become used to moving between
communities with which they have different levels of engagement
and types of affiliation. In the workplace, people also belong to
multiple communities. Organizational structures should change to
reflect and facilitate a new concept of fluid working and belonging
to more than one community.

Within multi-player online role-playing games, countless numbers
of complete strangers successfully organize themselves to
resolve problems, each playing to their strengths. Imagine how
much more effective employees could be if we gave them greater
autonomy, backed by the resources and intellectual capital of a
well-run company.

There are many lessons to be learned from the success of
companies like eBay, Google, or Wikipedia, which are
characterized by flat structures and trust in participants. Following
the PR disaster often referred to as ‘Dell hell’, Dell reorganized
itself to revolve around its customers, placing social media at the
heart of its organization, using it for customer service, retalil, idea
generation and internal/external communications via blogs and
posts. Dell’s experience proves that, with a networked culture in
place, even large companies can be as agile and flexible as
small companies.

What does this mean for agencies?
Our response is to create two types of communities, each of
which will have smaller constituent communities. The first is
organized around clients, with client-specific communities.
The second is based around skills, to maintain excellence in
specialized areas that support the client community, whether
those are traditional responsibilities such as media planning
and buying or emerging disciplines such as social
media, cause marketing or data analytics. It is perfectly
normal for individuals to be members of more than
one community.
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ARE YOU IN CONTROL ENOUGH TO LET GO?

Learning to let go

Rapid evolution of media is changing the
way we work with clients to develop the
most effective communications. But we
still need a robust strategic framework for
ensuring collaboration, consistency and
quality. That is where our new

MEC Navigator approach comes in.
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Over a 48-hour period, agency and client
teams work together on live briefs within
their client communities, being guided
through the process of understanding
the client's business and target
audience, creating innovative
communication ideas and strategies,
and measuring plans. Used in all our
offices around the world, it's how we
bring the 21st century consumer and
brand worlds together.
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We must The intention is to create flatter, less hierarchical management
recognize the  structures and to decentralize operational decision-making in
order to improve fluidity of thought and speed of response. For

opportunltles this type of organizational structure to be effective, the overall

that the new objectives and strategies must be absolutely clear and the

Iandsoape level of communication between and within communities must
be exceptional.

presents and

develop new It takes courage to adopt a new mindset and accept the need for

behaviors change on this scale. But through their rapid uptake of digital

platforms, consumers have already shown that they are not
structures and  afraid of the future. We must do the same and embrace change.
approaches to  We mustrecognize the opportunities that the new landscape
presents and develop new behaviors, structures and

Stl'e.ngthen approaches to strengthen Active Engagement between
consumers and brands.

Active d brand

Engagement

between

consumers References

and brands. m‘m’mwmm

Chapter 7

The Starfish and the Spider, Beckstrom & Brafman

Here Comes Everybody: The Power of Organizing Without Organizations, Clay Shirky

Connected: The Surprising Power of Our Social Networks and How They Shape Our Lives, Christakis & Fowler
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http://christakis.med.harvard.edu/
http://www.connectedthebook.com/
http://cyber.law.harvard.edu/interactive/events/2008/02/shirky
http://www.shirky.com/
http://www.starfishandspider.com/
http://www.ipa.co.uk/UserAccount/RoadBlock.aspx?contentid=6176&redirect=http://www.ipa.co.uk:80/DisplayContent.aspx?id=6176&monetised=False&viewable=2
http://www.customerthink.com/article/you_can_learn_dell_hell_dell_did
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TEN NEW WAYS TO ACTIVELY ENGAGE
TOMORROW’S CONSUMERS TODAY

Find the right balance
across paid, owned and
earned communications

Get ready for
= addressable media

Test a more organic
= approach to planning
and buying

Work with ‘Engagement
Ideas’

changing attitudes to
changing behavior

s marketing calendar;
embrace 3-3-3 thinking

Identify important
digital decision
communities,

and join them

Create ‘liquid content’

s thatis easily shareable,
downloadable and
portable

Become a more
data-centric
organization

1. 6

2.

3 Switch the focus from 8 Escape from the annual
|

4, 9

5. 0

1 Be in control enough
s toletgo

To find out how we can help you actively engage consumers with your brand, please contact us
— full regional details are available on the inside back cover. Find us at

For further copies of this publication, please contact the global marketing team on
+44 20 7803 2319 or +44 20 7803 2361.
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