
DIGITAL IDEAS TO THE 
POWER OF CHANNELS:
EXPERIENCE DESIGN &
the battle for attention.
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MORE & MORE BRANDS,
PUSHING MORE & MORE MESSAGES,
ABOUT MORE & MORE PRODUCTS*.



* Danah Boyd, @Zephoria
Microsoft Research Lab

The future is not about technology.

IT IS ABOUT ATTENTION.

“As a technologist, we all like ‘techno-utopia’, this is 
the great democratiser. Sure, we’ve made creation 

and distribution more available to anyone, but at the 
same time we’ve made those things irrelevant. Now 
the commodity isn’t distribution, it’s attention – 

and guess what? Who gets attention is still sitting on 
a power law curve...we’re not actually 

democratising the whole system – we’re just 
shifting the way in which we discriminate.”

*



But what about channels?



Now channels are as creative as any ad. 

IN FACT MORE SO.

A great idea can take an ordinary channel 
& make it extraordinary.

They can tell the story...

be the story... ...embody the story.
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Technology Trigger

Innovators Early Adopters Early Majority Late Majority Laggards

Source: Gartner’s Hype Cycle

We must choose our channels 
& technologies wisely: 
avoid tech of the month & the usual suspects.



isn’t the answer either...

twitter tourettes 



Decide a depth of engagement 
that we can sustain.
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Digital Channel Planning is
THE ART OF SACRIFICE.
What can we do well?
What can we afford to do well?



PAID
A catalyst of 

original content and 
audience exposure.

OWNED
Brand domain 

platforms for longer and 
deeper relationships.

EARNED
A transparent space for 
conversation, advocacy 

and word of mouth.

Channel distinctions are not as clear 
as some agendas suggest.



CO-OPTED
Engagement platforms 
adopted by brands for 
their utility & audience.

PAID
A catalyst of 

original content and 
audience exposure.

OWNED
Brand domain 

platforms for longer and 
deeper relationships.

EARNED
A transparent space for 
conversation, advocacy 

and word of mouth.

EMBASSIES
Facebook, Twitter, 

YouTube etc.

OUTPOSTS
Forums, Blogs, 
comments etc.

Channel distinctions are not as clear 
as some agendas suggest.



Payment models
are less important
than peoples’
BEHAVIOUR
& knowing the appropriate 
behaviour in each channel.

GOOGLE 
 

is what you’re looking for when 
no one is looking; how to’s and 
entertainment related searches 

trend quickly. It is about the 
language of intent or need.

FACEBOOK 
is a public space; it’s what you 

want your friends to know about 
(politics, humor, social causes, cool 

stuff, charity). It is about sharing 
and showing who you are.

TWITTER
is content that you’re proud of; 

more top-down, since its 
influences include a culturally 
savvy audience, celebrities, 

techies, or perhaps people trying 
to be funny. It is about showing off 

and shouting out.





The foundations of any approach:



EXPERIENCE & ENGAGEMENT DESIGN MEANS

REFRAMING THE QUESTIONS.

“What channels does 
the idea work in?”

“What goals can we 
help them achieve?”

“How do we tell them 
them our proposition?”

“What would they 
be interested in 
or find useful?”

“How do we get 
people to 

respond/buy/etc?”

“What role can the 
brand play in 

people’s life?”

USER
STORIES

ROLE
OF BRAND

ENGAGEMENT
TERRITORIES



A VISION
for the work 

USER
STORIES

ROLE
OF BRAND

ENGAGEMENT
TERRITORIES

“As who, I want 
what so that why”.

“Getting people to do 
things in a branded way, 
not what we say to them. 

Be active & emotive.” A story defining our 
aspirations for what we 
want to achieve for the 

brand & people,
beyond a campaign.

“Be the vehicle at the relationship, 
an enabler (of services, content, 
utility, entertainment) & filter (of 

noise, relevance, need) for people.”



& On the part of
THE BRAND.

On the part of
REAL PEOPLE.

EXPERIENCE &
ENGAGEMENT DESIGN

is inspired by
BEHAVIOUR.

It brings together appropriate, realistic channels & 
platforms – that exist or are created – to achieve tasks in 

ways that are complimentary to these behaviours.



WAYS INSPIRED BY

BEHAVIOUR
on the part of
REAL PEOPLE.

USE INSIGHT 
& ATTITUDES.

Use channels to take a behaviour & 
make it better, easier, more social.

EXAMPLES:
CNN T-SHIRTS (OLD FAV)
HEINEKEN STARPLAYER

EXAMPLES:
KERATINOLOGY

USE THEIR 
DECISION JOURNEY.
Use channels to support a behaviour 

with useful, timely, helpful connections.



“The premise of our idea was simple. We wanted to add a t-shirt icon next 
to video-related headlines in the Latest News section of the front page of 
CNN.com. We made no real mention of the t-shirts other than adding this 
little icon. We knew that the massive amount of traffic would ensure that a 
good number of people would click on the icon out of pure curiosity.”

How do you promote a new online video news offering? 
Use behaviourial insights to make something fun and useful.

THE NEWS PEOPLE ARE  INTERESTED 
IN, PLUS THE SOURCE THEY GET IT 

FROM, DEFINES THEIR IDENTITY. 

CNN IS KNOWN FOR ITS “SLIGHTLY 
ODD” HEADLINES WHICH OFTEN 

GET SHARED ONLINE.

&

“Clicking on the icon would lead them to a custom t-shirt shop, which we 
created in partnership with Spreadshirt. Here you could purchase a t-shirt 
with the headline on it. The shirts were emblazoned with the “I just saw it 
on CNN.com” tagline, along with the date and time of the headline.”



“Throughout the game, you're given eight tries to accurately predict 
whether either team will score within the next 30 seconds. A correct guess 
wins big points, with the first to take the plunge scoring more highly than 
those who call it closer to the goal time.”

Every brand wants to own football. How do you be part of the passion but not get in the way? 
Take exisiting behaviour and give something valuable by making it even better.

3 OUT OF 4 PEOPLE WATCHING UEFA CHAMPION'S 
LEAGUE ARE TWEETING & TEXTING AT THE SAME TIME. 
LIVE TV EVENTS ARE NOW REAL-TIME SOCIAL EVENTS.

SPORTS FANS LIKE TO COMPETE WITH EACH OTHER AND 
SHARE THEIR EXPERTISE AND PASSION.

&

“Through the app, players can enter themselves into a league with 
friends. A small button at the bottom of the screen ensures that your 
friend's scores - updated in real time, of course - can be checked 
against your own...Facebook Connect functionality enables you to 
publish your results, and those of your league, to your Facebook wall 
for bragging and/or shameless mickey-taking.”

ict 

SPORTS FANS LIKE TO COMPETE WITH EACH OTHER
SHARE THEIR EXPERTISE AND PASSION.



Salon going consumers represent a highly 
involved group, proven to invest considerable 

money in getting their hair to look right.  

CAMPAIGN IDEA
The infinite cycle of renewal.

The story of enduring hair beauty from the micro 
to the macro, ending where we begun.

They have a need to maintain the “look” of their 
treatment for longer and to repair some of the damage 
done to their hair as a result of their salon processes.

KERATINOLOGY BY SUNSILK

&



    DECISION JOURNEY

On-going 
exposure

Start with a shortlist 
of brands/solutions

Source: McKinsey

Increase in number of brands/solutions being 
considered. Attention paid to advertising, WOM & 

online research with information gathering key

Consumer builds expectations based on 
experience to inform their next decision journey

Active & Passive Loyalty
Active Loyalty fuels advocacy 

but Passive is a larger audience

Closure & the 
moment of 

decision

Increase in number of brands/solutions being
considered. Attention paid to advertising, WOM &

online research with information gathering key

Consumer builds expectations based on
experience to inform their next decision journey

Active & Passive Loyalty
Active Loyalty fuels advocacy

but Passive is a larger audience

C



    DECISION JOURNEY

Awareness

Pre-treatment research online & offline,
link Keratinology to treatment as “part of the ritual”, 

help with variant selection & reasons to believe

Choose Keratinology 
variant for treatment

First product usage

Build relationship & ensure she gets the most 
out of the product – the experience will 

inform her next decision journey

Reinforcing Keratinology as “part of 
the process” and prolonging the 

beauty of salon treated hair 
(linked to her previous experience)

Select Keratinology 
variant in store



A seemless journey across events, web & mobile building awareness, 
stimulating trial and encouraging loyalty & repeat usage.



WAYS INSPIRED BY

BEHAVIOUR
on the part of
THE BRAND.

DEFINE THE ROLE 
OF DIGITAL.

Use channels to bring brand behaviour 
to life, achieve business objectives and 

deliver value to people.

THE PARTICIPATION 
QUESTION.

Use channels to engage and empower 
consumers if they want/need it, make 

the experience easy.

ROLES:
...AS A HUB OR ENABLER

...AS A MULTIPLIER
...AS THE PHILOSOPHY

EXAMPLES:
PEPSI REFRESH

KINGSMILL



Empathy Permission Appropriate
Intervention

Relevant
Conversation

Positive 
Value Exchange

Reality/Show 
don’t tell

“What can digital do for the brand & consumers 
that nothing else can? A connection enabled 
by technology but underpinned by earning 
the right to engage people in their space.”

DEFINE THE ROLE OF DIGITAL.



THEIR

BRAND



1

2

3

HAVE A POINT OF VIEW ON THE WORLD/CULTURE
NOT JUST A POSITION IN A CATEGORY

UNDERSTAND WHAT THE DIFFERENT SEGMENTS 
ARE INTERESTED IN AND WORK BACK

THE FUTURE ISN’T MESSAGING,
IT IS IDEAS THAT SOLVE BUSINESS PROBLEMS 

IN A CULTURALLY POSITIVE WAY

VALUE EXCHANGE 
begins with asking
“What is your brand here for, how can it help?”



“After a tough decade, one of the world’s 
most famous brands has pressed the reset 
button, returning to its pioneering roots and 
pitching a new definition of what it means to 
work. Equal parts elbow grease and 
empowerment, Levi’s prolific new strategy 
incorporates CSR initiatives, an overhaul of 
the women’s range, and a focus on digital 
communication as the most effective way of 
creating meaningful campaigns.”

Contagous 24

LEVI’S/GET TO WORK.



THE PARTICIPATION QUESTION.
IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

Irritation
Brands can make 
things easier

Toilet paper
Charmin Sit or Squat

Fun
Brands make 
things more fun

Drinks
Smirnoff Nightlife Exchange

negative motivation positive motivation
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Brand can make 
things simpler

Finance

Aspiration
Brands can inspire 

Sports
Nike+

Mint

Source: ingmar de lange / mountview

WHAT TYPE OF
PARTICIPATION?

UTILITY?

Do we really need 
ANOTHER APP?



THE PARTICIPATION QUESTION.
IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

WHAT TYPE OF PARTICIPATION?

MASS? MASS
EXPOSURE?

Easy, relevant & brand related. A 
significant number of people will get 

involved & complete the process/action. 
Every interaction has a direct business 

effect on the person interacting.

Fewer participants but what they 
produce or achieve is of greater public 
interest & spreads. Their participation & 

interactions have a direct business effect 
on people exposed to their outputs.

Source: Nick Emmel



THE PARTICIPATION QUESTION.
IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

...THE LIMITS OF 
EFFECTIVENESS.

...THE LIMITS
OF REALITY.

RECOGNISE...

EXAMPLE:
PEPSI REFRESH

EXAMPLE:
KINGSMILL



PEPSI REFRESH.

“The key learning for us was that in addition to having a cultural 
idea that taps into a mass sensibility, you need to make sure that 
your idea is getting enough exposure to be successful.” Or as 
John Sicher, the editor of Beverage Digest, more plainly put it: 
Pepsi needs “more product-oriented advertising and marketing”.

BUT...

PEPSI’S VP MARKETING RALPH SANTANA...

In 2010 instead of advertising during the Super Bowl Pepsi spent $20 million 
on a social media campaign called The Pepsi Refresh Project. 

More people have voted for projects pitched to Pepsi Refresh than voted for 
the last U.S. president. It is still the best-known online charitable giving 
program recognized by a third of consumers, according WSJ and has become 
a benchmark for modern, socially enabled CSR campaigns.

5% decline Pepsi market share

5% decline in Diet Pepsi market share

Loss of half a billion dollars worth of sales. 

Pepsi looses its number two spot as the 
biggest cola brand in the US to Diet Coke...



KINGSMILL CONFESSIONS.

“You want me to make and upload a 
video of me confessing about the 

last-time I stole a sandwich? WTF?”



WAYS WE CAN UNDERSTAND
& PLAN THE EXPERIENCE:

Competitor, Peer 
& Lateral Analysis

Personas &
Scenario Analysis

Customer Lifecycles

Multichannel User Journeys

Engagement Territories
& Content/Functionality 
Architecture

Engagement
Architecture

Experience Mapping
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ENGAGEMENT ARCHITECTURE.

Combining channels together to 
form an experience journey.

Looking at channels, content & 
technology based on their role & 

what they deliver.



3 BLOCKS...
3 QUESTIONS...

How do we get people’s attention & 
encourage them to share the experience?

What is the value-exchange, content, 
functionality or key platforms?

What actions & behaviours do we achieve?











ENOUGH TOOLS & TALKING.
TIME FOR A CHALLENGE.



1. Get in groups of 3 or 4.

2. Pick a brand...





3. Think about how to turn 
it’s brand idea into a 
digitally enabled 
experience or service*.

* Remember, Experience & Engagement Design is “not about the bits”, it’s 
about coherence. Don’t talk or tell about the brand idea, be the brand idea. 
Manifest it. Turn it into something useful, usable and delightful.



4. Come back in 15 minutes with an 
elevator pitch: 

What is it?
How is it useful?
How is it usable?
How is it delightful?
Where do people experience it? 
Where does it map against the JWT 
Consumer Journey?





A final thought. About Ponies.




