DIGITAL IDEAS TO THE
POWER OF CHANNELS:
EXPERIENCE DESIGN &
the battle for attention.

JWT
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MORE & MORE BRANDS,

PUSHING MORE & MORE MESSAGES,
ABOUT MORE & MORE PRODUCTS™.

Time Spent Purchasing Goods and Services Has
Remained Constant While Products Have Proliferated
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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.”

* * Danah Boyd, @Zephoria
J W T Microsoft Research Lab



But what about channels?
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Now channels are as creative as any ad.

IN FACT MORE SO.

: 'I:'|'I":F' 'rofile Find People Settings Help Sign owt
New communication model [ref that
| coke thing]: do something cool for real
people, film it, put it online, tell people

about it. repeat.

ﬂ faris
i Faris

They can tell the story...

be the story... ...embody the story.

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



T We must choose our channels
& technologies wisely:

avoid tech of the month & the usual suspects.

VISIBILITY

Peak of Inflated Expectations

Plateau of Productivity

SlopeJoflEnlightenment

Trough of Disillusionment

Technology Trigger

TIME
Innovators Early Adopters Early Majority Late Majority Laggards

JWT

Source: Gartner’s Hype Cycle
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facebook = your friend.
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Digital Channel Planning is
THE ART OF SACRIFICE.

What can we do well?
What can we afford to do well?




Channel distinctions are not as clear
as some agendas suggest.

PAID OWNED EARNED

A catalyst of
original content and
audience exposure.

Brand domain A transparent space for
platforms for longer and conversation, advocacy
deeper relationships. and word of mouth.

JAVA



Channel distinctions are not as clear
as some agendas suggest.

PAID

A catalyst of
original content and
audience exposure.

JAVA

Y
ARE )
HERE o

d

OWNED 'CO-OPTED EARNED

Brand domain Engagement platforms A transparent space for
platforms for longer and | adopted by brands for = conversation, advocacy
deeper relationships. their utility & audience. and word of mouth.

EMBASSIES OUTPOSTS
Facebook, Twitter, Forums, Blogs,
YouTube etc. comments etc.




Payment models
are less important

than peoples’
no one is looking; how to’s and

B E I IAVI O U R entertainment related searches

& knowing the appropriate trend quickly. It is about the
. . language of intent or need.
behaviour in each channel. \ /

GOOGLE

is what you're looking for when

FACEBOOK TWITTER

is a public space; it's what you Is content that you're proud of;
want your friends to know about more top-down, since its
(politics, humor, social causes, cool influences include a culturally
stuff, charity). It is about sharing savvy audience, celebrities,
and showing who you are. techies, or perhaps people trying
to be funny. It is about showing off
and shouting out.

JWT



DIGITAL CHANNEL

PLANNING

EXPERIENCE &
ENGAGEMENT

DESIGN






EXPERIENCE & ENGAGEMENT DESIGN MEANS

REFRAMING THE QUESTIONS.

“What goals can we
help them achieve?”

“What channels does
the idea work in?"”

“How do we tell them
them our proposition?”

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

“What role can the
brand play in
people’s life?”

“How do we get
people to
respond/buy/etc?”

JW T

— USER

STORIES

ENGAGEMENT
TERRITORIES

— ROLE

OF BRAND



JWT

USER

STORIES

ENGAGEMENT
TERRITORIES

ROLE

OF BRAND

A VISION

for the work



EXPERIENCE &

ENGAGEMENT DESIGN

is inspired by
BEHAVIOUR.

On the part of On the part of
REAL PEOPLE. THE BRAND.

Hr_d

It brings together appropriate, realistic channels &
platforms - that exist or are created - to achieve tasks in
ways that are complimentary to these behaviours.



PUTTING IT INTO PRACTICE.

F F 1 WAYS INSPIRED BY

BEHAVIOUR

on the part of
REAL PEOPLE.

USE INSIGHT USE THEIR
& ATTITUDES. DECISION JOURNEY.
Use channels to take a behaviour & Use channels to support a behaviour
make it better, easier, more social. with useful, timely, helpful connections.
EXAMPLES: EXAMPLES:
CNN T-SHIRTS (OLD FAV) KERATINOLOGY

HEINEKEN STARPLAYER

JWT



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

CNN.shit [ = “ | THE NEWS PEOPLE ARE INTERESTED
. | —J N, PLUS THE SOURCE THEY GET IT
FROM, DEFINES THEIR IDENTITY,

Gallery * current headline: All aboard the Obama express

Shirts. With headlines. The way you like them.

CNN headline shirts are shirts with a purpose. A partnership of form and function. When you wear a headline shirt, you're showing the world
that you like to stay informed and in fashion. How many shirts can do that for you? So go find a headline you like, customize the color and

size, and soon you'll have what is perhaps the most perfect news related shirt in the world.
CNN IS KNOWN FOR ITS “SLIGHTLY

ODD"” HEADLINES WHICH OFTEN
GET SHARED ONLINE.

- Soccer moms juggle kids, Beljing dream
- Theories surround 'DC Madam's' suicide
- Politics crossing over into pop culture ' -

. 10 best and worst moms ever
- CNN Wire: Latest updates on top stories

Breaking News A U.S. military airplane with relief supj
scheduled to land in Myanmar, CNN hz

updeted 1:36 &m. EDT, Mon May 12, 2008 Make C!{HTﬂurH_qm.-Elgl

“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 & avll Thets Ei:::;'ﬂi."l:"ﬁfmfm =
CNN.com. We made no real mention of the t-shirts other than adding this B Nt l]  * Susr Jenna's wecding was spoctaculr
little icon. We knew that the massive amount of traffic would ensure that a | + Ticker: Alde says Clinton ‘willing' to lend more §
good number of people would click on the icon out of pure curiosity.” i ) R ] | oot 'wirises asLitenoh siumers 20 min
ot el . - « WDIV: Crash kills sbx driving to Niagara Falls
“Clicking on the icon would lead them to a custom t-shirt shop, which we | T ; ;Tw::::ﬁiim'ﬁ:
created in partnership with Spreadshirt. Here you could purchase a t-shirt ' ' * KTLA: Ex-Law 8 Order' star arrestod airport

« WESH: Fire forces evacuation of 500 homes
- Soccer moms Juggle kids, Belling dream 4= -
- Theorles surround ‘DC Madam's’ sulclde =

Tornadoes kill least 21, + Politics crossing over Into pop culture 1=

« Time: 10 best and worst moms ever

with the headline on it. The shirts were emblazoned with the “I just saw it
J W T on CNN.com” tagline, along with the date and time of the headline.”



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.

, MISSED '

W60AL Goa GOAL™N

B
_n_

Ell‘.ﬂlisu.! oW B4 WORLD RSPONDED

GOAL

Heineken - Star Player

“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.”

S R@P-Y c,
EVERY MATCH MOMENT

IS YOUR CHANCE
TO SCORE

. PROVE YOUR FOOTBALL INSTINCTS

“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

J W T publish your results, and those of your league, to your Facebook wall
for bragging and/or shameless mickey-taking.” 1,471,309



KERATINOLOGY BY SUNSILK

Salon going consumers represent a highly
involved group, proven to invest considerable
money in getting their hair to look right.

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.

=y
|

o el ok BT . ! -

g " ; 3 -

e g ai R L

T ADVANCED
RECONSTRUCTION

- . PROGRAMME
'y ' SALON :
KGOy ¥k,

CAMPAIGN IDEA

The infinite cycle of renewal.

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



o

Kerat

00y DECISION JOURNEY

Increase in numiber of brands/solutions being
considered. Attention paid to advertising, WOM &
online research with information gathering key

pctive Evaluation

Start with a shortlist
of brands/solutions

Initial
; ; Active & Passive Loyalty
Consideration Active Loyalty fuels advocacy Purchase

Brand Set but Passive is a larger audience Event
On-going
exposure Trigger

Event Closure & the
moment of
decision

P : e
OSt-purchase experen®

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

Source: McKinsey



o

Kerat

"O0gy DECISION JOURNEY

Pre-treatment research online & offline,
link Keratinology to tfreatment as “part of the ritual”,
help with variant selection & reasons to believe

Choose Keratinology
variant for freatment

Trengen,T Reinforcing Keratinology as “part of Salon
Awareness [GelaNelSlfelilely the process” and prolonging the

Set beauty of salon treated hair Treatment
(linked o her previous experience)

Trigger
Event

Select Keratinology
POST—TreQTmeﬂ’Y variant in store

First product usage

Build relationship & ensure she gets the most
out of the product - the experience will
inform her next decision journey



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

MENU

]

keral

Oogy

BEAL

il VIRGIN 3G 4:20 PM

Ceigoee

RECOVERUPTO ONE = BeAU ; ; |
“"MONTH OF PROTEIN: cham Y I
ONE EVENING WEDNESDAY &* FEBRUARY 2010 ! |

trdogy.

OVERNIGHT | 12.05p

RECONSTRUCTION
5 FRCAY 6% FEBRUARY 2010
COMPLETED
TREATMENT TWO

REPAIR . 7@
WEAK |
HAIR, WHILE ’ (

YOU STYLE

STRENGTHENING MIST
MONDAY 11 FEBRUARY 2010
927

- THE TECHNOLOGY
- HOW TO USE
= I'VE JUST USED IT

MENU +

YOUR SAVED STYLE y

keratirdiogy

THE
HAR
SEAL!

CLOSE X

SIMILAR STYLES

-

PLAY P I SHARE ¥ @3

O

using revolutionary technology. The adv rotective formul ases
STRENGTHENING MIST and protects the hair during heat styling r econstructs porous and
HOW IT WORKS damaged halr, whilst preventing against breakage and frizz. So repalr and protect
beautiful hair while you style, with Kerafinology.

KE RATINOLOGY . ‘ Keratinology Is an iInncvative new halr care freatment that's been developed




PUTTING IT INTO PRACTICE.

WAYS INSPIRED BY
BEHAVIOUR
on the part of
THE BRAND.

DEFINE THE ROLE THE PARTICIPATION
OF DIGITAL. QUESTION.

Use channels to bring brand behaviour Use channels to engage and empower
to life, achieve business objectives and consumers if they want/need it, make
deliver value to people. the experience easy.

ROLES: EXAMPLES:
...AS A HUB OR ENABLER PEPSI REFRESH
...AS A MULTIPLIER KINGSMILL

...AS THE PHILOSOPHY

JWT



DEFINE THE ROLE OF DIGITAL.

“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.”

e e

Appropriate
Intervention

Positive
Value Exchange

Relevant Reality/Show
Conversation don't tell

JWT



BRAND

VALUE

EXCHANGE

THEIR

VALUE

EXCHANGE

JWT



VALUE EXCHANGE
begins with asking

“What is your brand here for, how can it help?”




LEVI'S/GET TO WORK.

Guy Walks Across America

walkUSA 2videos =  Subscribe

¢klike 59 | 4 Addto | v || Share

Uploaded by walkUSA on Jul 20, 2010
' Mike walks across America from New York to San Francisco. Here's a Google
' Map of our journey:
% http:/ibit.ly/brNULW

| Produced by Conscious Minds

® Grabbed some Phily Chesss Steaks!
l

q) Boginning at the Brooklyn Bridge!
q) Picture of our 151 RV in New York
@ Behind the Scenes at Lincoin Memorial

q) Switching RV's!

(:) Hittin' th Country!

q) Proud to bi an Amedcan!

q) WHEAT!

q) Designased Drivar!

@ Tre Beanl

2,869,491

16,223 likes, 311 dislikes

EMiew in Google Earth & Print [=] Send

6O FORTH

SHAPE e e T

WHATs To (0Me HOME / GETINVOLVED / DISCUSSIONS / GOODIES / THOUGHT COLLAGE / JOURNALS
=

- . r
& TURN Your PASSION INTO A L |FESTYLE Tl
:

LATEST VIDEQ

. gﬂ LEVI'S® BIRL BLOG
BSR 45Y poLcEAMORE

e

Lok [LA Stylin®

Provcuasaats

Plaid ibout You
ot Ingide the Studio

Socia Change: Sarah Elizabeth Ippel
2| » Socda Change: Sarah Elizabeth Ippel

AACHINE WASH COLD WITH LIKE COLORS

TUMBLE DRY MEDIUM

WARM IRON IF NEEDED

DONATE TO GOODWILL WHEN NO LONGER
NEEDED AND CARE FOR OUR PLANET

“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




THE PARTICIPATION QUESTION.

IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

WHAT TYPE OF , N
PARTICIPATION? Frustration Aspiration

Brand can make Brands can inspire
things simpler

UTILITY?

Sports

Finance Nike+
Mint

high involvement

Irritation Fun

Brands can make Brands make
things easier things more fun

Toilet paper Drinks
Charmin Sit or Squat Smirnoff Nightlife Exchange

low involvement

negative motivation positive motivation

Source: ingmar de lange / mountvie



THE PARTICIPATION QUESTION.

IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

WHAT TYPE OF PARTICIPATION?

F_JH
MASS? MASS

EXPOSURE?

Easy, relevant & brand related. A Fewer participants but what they
significant number of people will get produce or achieve is of greater public
involved & complete the process/action. interest & spreads. Their participation &
Every interaction has a direct business interactions have a direct business effect
effect on the person interacting. on people exposed to their outputs.
JWT

Source: Nick Emmel



THE PARTICIPATION QUESTION.

IS YOUR BRAND A PARTICIPATION BRAND? REALLY?

RECOGNISE...
..THE LIMITS OF ..THE LIMITS
EFFECTIVENESS. OF REALITY.
EXAMPLE: EXAMPLE:
PEPSI REFRESH KINGSMILL

JWT



PEPSI REFRESH. e

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.

BUT...

5% decline Pepsi market share

5% decline in Diet Pepsi market share

Loss of half a billion dollars worth of sales.

seunced March 1st

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

Military Connec s Corporation

_4.1
Theresa Sirles, Because We Are Sisters

Campaigning 101:
Best Practices for
Refresh Projects

Nancy Nelson

PEPSI'S VP MARKETING RALPH SANTANA... S

“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”.

JWT



KINGSMILL CONFESSIONS.

You (1)
—
Kingsmill Confessions - Julian

KingsmillConfessions 9 videos |=| Subscribe

Confession of the month

We loved this confession from Sam:

"My girifriend thinks I've been a
vegetarian for two years but | can't
resist my best friend's bacon
sandwiches whenever | visit at the
weekend"”

It's time to confess all

Here's your chance to get your confession off your chest
and even pass it onto your friends. We love the
confessions we receive and may even pick the best
ones to feature on our packs.

So why not share your confessions now? - —
Max: 150 characters (g Like Ly '+ Addto ~ | Share Embed =

Tell us your confession here... B Rcagy i o =
Julian Confessions - Julian

Highest Rated Comments

Why would you even run a campaign like this?

ifedthehorse 1 year ago 3 (o]

“You want me to make and upload a
video of me confessing about the
JWT last-time | stole a sandwich? WTF?"



PUTTING IT INTO PRACTICE.
WAYS WE CAN UNDERSTAND

& PLAN THE EXPERIENCE:

Experience Mapping

From the eCommerce decade...

Personas &
Scenario Analysis

Engagement Territories
& Content/Functionality
Architecture

Multichannel User Journeys

ived Boehavioural Control (tools & incentives).

Competitor, Peer
& Lateral Analysis

Customer Lifecycles

CONTEXT &
AREAS OF FOCUS.

.

e Engagement
= Architecture




Ewan, Car Driver

“As a driver for work and pleasure | want the right oil so that

it kee,gs the car (and me) running ﬂugdessfx”

Age: 40 Location: Norwich, UK

Personal Profile

* Married with two girls in their tweens.

* He moved as far out of town as possible to gain
space & access to schools without the daily commute
to work as a Insurance Broker becoming too
unbearable.

* He drives everywhere - for work, for family, for
enjoyment on weekend days out and even the odd
trip to football with friends - he clocks up the miles

Digital & Media Usage

* Uses web for online research, shopping online, or
occasionally writing up reviews for the local footy
team’s weekend’s games.

* Reads online news at work during lunch, watches
short online videos sent by friends

* Mobile usage is work driven he uses a Blackberry
Bold while he has a personal Nokia N95 that is no
longer in contract but he hasn’t got around to
upgrading it yet

* Kids and wife use the internet all the time, so he
feels he can rarely get on the computer at home.

Digital Opportunities

* E-mail is important as a hub communications tool,
his personal mobile is primarily a phone (and
alarm clock)

* Interested in content that can be talked about and
even used socially (in real world conversations)

* Activity must be seen as a useful, usable and
delightful application of time (in that order)

W

Lubricant Context: His Car, functional but with an edge

* His car was chosen primarily for functional reasons
but is still an expression of his personality

* He knows that if his car has a problem then it will
have an annoying effect on his life but his motivation
is not all about avoiding the negative - when his car
has been serviced and is “on peak form” its
performance is boosted and so is his.

* “Tinkering” is part of his practical nature but he
also “gets a bit of peace” while he is doing it.

* He enjoys aspects of basic car maintenance - it is
driven by the sense of control and achievement it
gives - but he doesn’t always have the time.

*These days he doesn’t always have the complete
confidence to do as much of the maintenance as he
would like - while he has always taken care of the
basics (oil, fluids, tire pressures etc) his cars have got
progressively more complicated.

Attitude to Lubricants/Changing Oil

* He knows oil ensures that the engine will not be
damaged by friction, it helps to protect the value of
the car and prolongs its lifespan. “Without motor oil,
the car wouldn’t function.”

* While changing the oil “has to be done”, after
doing it he feels that the car performs better, even if
there is no dramatic evidence

* With his latest car he had to get some advice about
how best to change the il from the mechanic when
he took it for its first service.

* He wishes it wasn't so messy especially when he
has to clean up his drive afterwards.

* He is uncertain about the details and merits of
synthetics and primarily wants to use “the right oil”
for his car which will not cause any problems.

Social Technographics Profile

He is above index as a Joiner, Spectator and a Critic.
He is averagely active in social networks (with a
functional or communications driving factor), above
average in time spent consuming content (including
video) but is willing to post ratings, comments or
simple contributions on the content that interests him.

Index |N| odulis = '||3C|i

o 114 n7 100 124 il

38%

26%
13% 2%

Crecfor: Critics Clledors Joiners Spedioiors inocirees
Site Needs & Opportunities

* Help him feel that he is getting the best, that Helix
will give his car and him a bit of an edge

* Provide Reassurance and boost his confidence

* Communicate satisfaction and independence of DIY
- being in charge and in control - but also help with
guidance and tips to make it easier and less risky

* Provide quick, clear answers in language he can
understand and even explain to other people

1



model:

Scenario Analysis

Scenario

Person: Jane Roland, Hiker, 28

Seattle, member of Seattle Hikers

Club summer (in 8 months time). She is responsible for

advice, and good prizes.

Original model by Kristin Halvorsen Objectware AS and Helge Tenne Screenplay
www.objectware.no / www. 180360720.no

Actions and Gatharing information on trip - Set up list of products and
) gathar pricas

operations

- The main blocks represent  Visit retailers - Croate list

the actions being performed
in this activity.

- The indented boxes
represent the operations
making up the action.

- Ask for help and advice rgand
i, wearther, climats and

equipment.

- Contacts retallar for doaks.
- Croes chisck retallans offens.
- Sed ol biddingwar? 0)

- Ask for addifiormal axpertiss
advios and information

- Duscricles o the beest dealks and ad
ham bo the .

Get an overiew - c1055 check list with experts

and online expartise

Giolng Bimugh all the mcperiiss - Siend list to participants

adwion and gatfering & perspective

on e siuation.
- Edit moommendations for
participants indhidually.
- Sand s e-mall. l

Comment(s) - Unceatain if this output i

- |5 this pIocess mars
collaborative?

Scenario, anticipation and motivation

Jane iz a part of the Seattle Hikers planning committee,
organizing a two week trip in the Canadian Rockies this

recommending the right equipment to the group and bulk
ordering it for great offers. So her focus is on both good

«

Additional information

-Jane is a seasoned organizer, but this is the first ime she is

responsible for a hiking trip.

- Sanding squipment Est to
group. il Geooamt
Halping people with questions Creates list
and recommendations.

- Gatharing questions, lonwarding - Sorts kst

tham i ratabers for axportiss

[yt

= raplying and chaoking for answer

rekvanoe.

- Iecaiving orders via e-mail_

ratailsr

Gathers all the orders from e-

= ahacks for final deaks.

Sends purchase orders o

Opportunities

- The scenario represents a "group purchase” opportunity.

- How do we accommeodate both planning and trip?

Areas ot interest
Red markers highlight the areas of the scenario
where a service can create value.

Arrow Indicating parts of the Scenaric repaating itsall

- Checking that evaryons has
gotten evarything on their ist,
and not missing anything.

= Calling

- Crores chascking lists

= Cross cheoking cross checked
It

Discovaring somathing is

missing

= Calling somisans ks i ses H
thery can havay the stuff missing
and can bring i insiead.

Gioing through all the images

- Uploading imags
- Sorti

- Sipread the word

Mesting up for a drink

- Shanng stories

- Sharing images

- Laughing

- Planning the next trip

- To what sxtant can this
axpersince be longer lasting and
digital?

ng
- Pubkshing I

JWYN UBID
JNYN 1oeloud

‘))




NEED GATHER ACTIVE SUPPORT POST-PURCHASE

TRIGGERED. & LEARN. EVALUATION. PURCHASE. EXPERIENCE.
P— Afflate offers . Price
Google based site comparison slte Writes a review
& tweets It
e-mall alert l Discount ;
retaller slte co :ﬂSkT L l
Reflne search ITQUEATON
| terms after bad “Flrst thought”, Experlence Customer
Product News | search results brand site Microslte service
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Calpol FB Page Newsfeed &

“Back to Normal” “Back to Normal® cotont
Social CRM Contact strateqgy

Acquire, nurture & maintain using segmented
trigger comms tailored to child’s lifestage.

Se
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Results entry
Calpol “Back
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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.

JWT



35 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?

JWT



SUNSILK ENGAGEMENT ARCHITECTURE.

Positive value exchange & social currency delivered
through distributed collaborative platforms using data
to personalise & reward based on attitudes & behaviour.

EXPOSURE
& SPREAD.

Traffic driving,
paid digital media,
distributed content

& functionality.

INTERACTIVE
PLATFORMS
& CONTENTL

Owned & Earned
interactive platforms
with content and
creative strategy.

OUTCOMES &
CONVERSION.

Behaviours, Campaign
Results Generated,
UGC & Actions.

Aequisition & Awareness Spread & Share
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Traffic driving initiatives, paid media & distributed content/functionality

Awareness and Acquisition (Paid) Social Spread and Sharing (Eamed)
PAID MEDIA EARNED MEDIA
Use paid for media opportunities and partnerships to stimulate initial Know the micro-communities and influencers, understand their
awareness and exposure for our activity and idea. Drive participation desires and interests and then give them content and the tools to
via calls to action based on promoting positive value exchange and share the brand experiences. Create ideas that are good enough to
giving people something to join and engage. share, optimise our assets for networks, and enable and encourage

participation and consumer creativity,

EXPOSURE & SPREAD.



Awareness and Acquisition (Paid)

PAID MEDIA

Use paid for media opportunities and partnerships to stimulate initial
awareness and exposure for our activity and idea. Drive participation
via calls to action based on promoting positive value exchange and

giving people something to join and engage.

Traffic driving initiatives, paid media & distributed content/functionality

Social Spread and Sharing (Eamed)

EARNED MEDIA

Know the micro-communities and influencers, understand their
desires and interests and then give them content and the tools to
share the brand experiences. Create ideas that are good enough to

share, optimise our assets for networks, and enable and encourage
participation and consumer creativity,

OWNED MEDIA

A hub for acquisition, expertise resources and
core BM pushes. The hub provides brand
control and stronger conversion and retention
than co-opted social platforms on their own.

It also provides a permanent technology home
for brand information, contests or queries.

OWNED MEDIA & EARNED MEDIA

Core social platforms (now Facebook) and mobile
utility function as the real-time thread that holds
the wider digital presence together. Messaging,

news, brand interactions, entertainment, and offers

are delivered and filtered based on consumers’
perferences, social graphs and location.

EARNED MEDIA
+90% of pages have fewer than 10 links pointing
to them — making them almost unfindable —
actively syndicating/curating content and
distributing it through the social graphs of our
most influential advocates increases visibility, £
spread and has a 2-4% higher conversion rate. E,‘g
&
&
[

o

&
goci®”

INTERACTIVE PLATFORMS & CONTENT.



Traffic driving initiatives, paid media & distributed content/functionality

Awareness and Acquisition (Paid) Social Spread and Sharing (Eamed)
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ENOUGH TOOLS & TALKING.
TIME FOR A CHALLENGE.

JWT



1. Get in groups of 3 or 4.

2. Pick a brand...

JWT






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

JWT



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?

JWT






A final thought. About Ponies.






