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Me and my 
theories and 
opinions 

You! 

Conventional wisdom 
and current practices 



I have a theory 

We are wasting time and 
money on social media 
because we are trying to 
make the old rules work in a 
space where new rules apply 

 

 





Gartner Hype Cycle 



Gartner Hype Cycle 

False 
Engagement 

Arrival of  
Intelligence 

Productive Engagement 



Gartner Hype Cycle 

Strategy = Things Strategy = Behaviours 

Stop, Look, Listen 



Agenda 

• Uncovering the basic principles – looking at 
case studies 

• Defining the rules (what social media does 
that traditional communications can’t do) 

• What to do about it 

 



But first … 

• Some basic information about 
individuals (sufficient to establish 
context and credibility) 

• Identification of topics of shared interest 

• Individual contributions based on 
relevance to the topics 



But first … 



Now imagine… 

• One set of messages 
• Encoded in a piece of 

communication 
• Success = quality and 

amplification of message 



Whereas … 

• Success in based on how you behave 

• Influence is defined by relevance of 
contribution (subject and timing) and the 
ability to work the network 



Deconstructing some case studies 

Some obvious failures 

Examples cited as successful 







 



Habitat failed to recognise 
that social media is a shared 
space, not an owned space 

 
(Twitter is not actually a 

form of media, it is a form of 
behaviour) 
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20/## 



 



You can’t export techniques that 
work in the ‘traditional’ media 

environment (a promotion) into 
the social environment and expect 

the same rules to apply 





Victim of the obsession with Facebook 
and “Like Harvesting” 













Value comes from participating in 
conversations, not from sponsoring 

them 

Value is based on the relevance of 
what you say, not the volume with 

which you say it 





Successful or current initiatives  
from P&G 

Pampers UK and Ireland 
Facebook Community 

Cited by CEO Robert McDonald 
as reason why P&G is scaling 
back mainstream advertising 
(“we generated 1.8 billion free 
impressions”) 

Old Spice ad_WMV V9.wmv








 



 



 



 

Kevin Rose reply_WMV V9.wmv






 



 

http://www.famecount.com/facebook/old-spice


Insight – targeting men and women at 
the same time to generate 
conversations around bodywash 



On day 2 old spice had 8 of the 
11 most popular videos online 















My Big Issues 

• Sociability 

–Who was talking? How was the brand 
presenting itself? 

• Relevance 

–What the conversation was about? 

• Ability to replicate 

–How easy will it be to repeat the success? 

 



Who was talking? 

 



What was the conversation about? 



 



 



 

12 were about the campaign 

First 15 mentions 
• 1 was not related to the product 
• 1 was difficult to interpret 
• 1 was about the product (but not 

especially flattering) 



Ability to replicate 

http://twitter.com/
http://www.facebook.com/OldSpice


My conclusion 

• 1.8 billion impressions = fantastic ROI 

• It was a great ad and they made the ad famous 

• It was anti-social (no ability to create any 
sustained, relevant engagement with the brand) 

• Old Spice (P&G) will never be able to do this 
again 

• Contagion should never be the strategy, only a 
tactic 

 

 



Why the Quest for Contagion? 



Why the Quest for Contagion? 

Traditional marketing / media was all 
about reach and numbers 

 
The only way you get numbers in 

social media is through viral 
 

Therefore social = viral 



Old+Spice+Commercial+What+Your+Man+Could+Smell+Like_WMV V9.wmv










Cross promotion Data capture opportunity 













Relevance 



Ability to scale 

airy 
The Facebook Fairy 
does not exist! 



Important truth 

• Social media is not good for reaching large 
numbers of people 

• Social media operates at a social scale 

• Need to attach a multiplier 

• Is good at reaching exactly right people at 
right time (relevancy) 

• More about the ability to connect, than it is to 
reach 



Doing social in front of 
small groups of people 
without a scale effect that 
will translate into sustained 
business benefits 
 

Doing anti-social in front of 
large numbers of people, 
with limited chances of 
success 
 

http://twitter.com/






Summary 
• Ideas so contagious they cannot be controlled  

• Through the stories we tell we will provoke conversations and earn 
a disproportionate share of popular culture 

• Drivers of change 
– Distribution of creativity (across business and amongst consumers) 

– Distribution of technology (enabling greater consumer connectivity and 
empowerment) 

• Develop system wide capabilities in dynamic storytelling (move 
away from one-way storytelling) 

• Brand stories must be rooted in ‘Live Positively’ 

• Must move from Insights to Provocations 

• To get provocations data will become the new soil within which our 
ideas will grow and data whispers will the new messiahs 

• Need to engage in on-line conversation 

• Need briefs that exploit the connections ecosystem 

 

Coca Cola have identified 

some very important truths 

But have they built 

effective insights from 

this knowledge? 



The moment doubt set-in 

Definition of Dynamic Storytelling  

The development of incremental 
elements of a brand idea that get 
dispersed systematically across 
multiple channels of conversation for 
the purposes of creating a unified and 
coordinated brand experience 



Insights to provocations? 



Why provocation? 



Stories = the end of the line 

 



End of line 

 

Where next? Defining the rules 



Traditional media Social media 

Rule 1 The old rules don’t apply 



Doesn’t understand the difference Understands the difference 



Did the woolly 
mammoths think it 
was cold? 



How printing created the modern world 









 



 



Information 
(message) 

Distribution 
(medium) 



Marketing = the art of reduction 

Creative  
Director 

Web designer 

A 30 second, one-to-many 
mass message 



Everyone has the tools 

Content has been 
liberated 

Mass information 
distribution costs nothing 



Traditional Social 



Us 

Them Them 

99.99% 

Individuals, who either: 
• already know each other  
• or have some form of potential or actual close 

connection as a result of a shared interest, 
making connections, frequently within spaces that 
can be seen as a form of small community.  





CONVERSATION 

CONTENT 

COMMUNITY 

We like what you do 

We don’t like what you do 

Who are you, what do you do 

Here’s how to make it better 

STORY 

It is all about digital  spaces (not digital places) 



101 

9 out of these top 

10 sites is either a 

blog or social site 



Content 



An ad is an 

answer to a 

question 

that no-one 

ever asked 



Rule 2: Its about small groups and 
multipliers 

Who What 

Help you to ‘do’ your 
business (actions or 

feedback) 

Value of  
contact 

Multiplied 
opportunities 

Business intelligence 



Rule 2: Its about small groups and 
multipliers 

Who 

Not about being an 
information multiplier 
(brand ambassador) 



Rule 2: Its about small groups and 
multipliers 

What 

Value of  
contact 

Multiplied 
opportunities 

Business intelligence 

Why? 

They have a problem 
or an issue 

They are asking you a 
question 

They are asking a 
question for which 
your brand is the 

answer 



I have produced an ad so 
fantastic anyone who sees it 

will have their relationship with 
the brand transformed.  And it 
only takes 2 minutes to make! 

Value of  
contact 





But there is a catch: the ad is 
unique to each viewer, but… 

let’s run the numbers 

1,000 opportunities a day  

X 100 

X 365 days/year 

= 36,500,000 



 

Multiplied opportunities 



The customer service 
opportunity has 

exploded 



 

Creating The Expectation 
of Listening 



Who What 

Help you to ‘do’ your 
business (actions or 

feedback) 

Value of  
contact 

Multiplied 
opportunities 

Business intelligence 



Individuals will not 
want to be managed 
within communities 
controlled by brands 

Individuals will form 
communities to 

manage their 
interaction with 

brands 

114 

Rule 3: The community is the new 
individual 





If you wanna be my lover, you gotta get with 
my friends 
Make it last forever friendship never ends 
If you wanna be my lover, you have got to give 
Taking is too easy, but that's the way it is 
 
What do you think about that now you know 
how I feel 
Say you can handle my love are you for real 
I won't be hasty, I'll give you a try 
If you really bug me then I'll say goodbye 



Types of community 

117/## 

Collaborative Collective Communal 

Weak ties 
Central organisation 

Strong ties 
Self-organising 

Sharing of information 

Sharing of experience 



Facebook and Groups 

Businesses are being excluded from Groups 
and pushed to Pages 

Max group size = 250 



Implications for brands 

• To isolate is to disempower 

• Encourage or monitor community formation 
(participate within, not own or control) 

• Anticipate what communities might form and 
play a part from the start 

 

 

 



Rule 4: Trust is shifting from 
institutions to processes 



Sells expertise 
and quality of 

content 

Doesn’t care about experts 
or content 

100% focused on process 

Institution Process 



Institution 

Process 

Implications for brands 



Assumptions 

• You couldn’t see behind the scenes (or 
couldn’t be bothered) 

• If you did expose a difference between 
image and reality, you could be 
squashed 



There was a risk 

If the image became cracked, 

The whole structure was 

weakened 



“We” now all have the backstage pass 

Behind the 
scenes is now 
front of house 

You don’t even 
have to go 
there to know 
what’s going 
on 

But: It is easier to fix a broken 
process than a broken reputation 



Institutionalised reputation 

The whole basis of the interaction between 
institutions and individuals will change  

Transparency 



Channel 9 and transparency 

http://channel9.msdn.com/


Summary 

• Rule 1: The rules are different 
– Digital spaces, not places 
– Content which answers questions 

• Rule 2: It’s all about small groups and multipliers 
– Defined by who or what 

• Rule 3: The community is the new individual 
– The connected consumer / customer 

• Rule 4: Trust is shifting from institutions into 
processes 
– Transparency 

 
 





So what do you do? 



You can add social channels to a 
conventional campaign, but… 

A marketing campaign is a big car 
Social media is a small engine 



Social media is your campaign 
dashboard 

It can help you steer a campaign, 
rather than power a campaign 



Social media usually only 
starts to work when the 

marketing people are put to 
one side and the business 

and operations people 
become involved 



The strategy rule 

The old space: 
Output = piece of 
communication 

(usage of channels or 
techniques) 

The new space: 
Output = form of behaviour 

Things 

Processes 



It all begins with listening 

• Not spying 

• Not listening to data 

• Social listening (listening that has an 
expectation of response) 

 



 



The importance of a story 

Proposition Story 



What stories 
Hi, I’m Guinness, a 
beer of substance 

for a man of 
substance 

Weirdo alert, 
get me outa 

here Leading…Innovative 
…Integrated…Specialist

…Solutions… 
Services…Provider… 



What stories 

Validation not illustration 

Hi, let me tell 
you a story 

Hmmm, 
sounds 

interesting 



The Story Triangle 

Corporate story 

Brand / segment / 

category stories 

Tactical / 

campaign 

stories 

Directional 

Operational 

Source  

of power 

Source of visibility 

Coherence is 

essential 



People are the key asset 

Listening 
Conversing 
Creating content 

Specialist 
High volume 

Corporate DJ 



Decentralisation 

Communications becomes a 

training,facilitation or 

editorial function 

(not a production 

function) 



Microsoft Channel 9 

 



Prioritisation 

• You don’t have to speak to everyone 

• You can afford to be very specific about 
– Audience 

– Subject 

• You should be very specific about an objective 
– Linked to a business objective, not a marketing 

objective 

– (social media usually only starts to work once the 
marketing people have been moved aside) 



Process strategy, not creative strategy 

Operation 
Plan 

Content 

Response 

People Plan  

Objectives 

Infrastructure 
Plan 



Example: Best Buy Tag Trade 

 

http://www.youtube.com/watch?v=keVL0PkCpaQ
http://www.youtube.com/watch?v=keVL0PkCpaQ
http://www.youtube.com/watch?v=keVL0PkCpaQ


Example: @twelpforce 



Twelpforce objective 

• To liberate the asset that is the 
expertise of ‘Blue Shirts’ – allowing 
best Buy to be seen as the most 
knowledgeable retailer 



Twelpforce people plan 

• Who do we need to involve? 

• What roles will they need to perform? 

• How are we going to activate this? 



Twelpforce infrastructure plan 

• Monitoring system 

• Multiple Twitter response platform 

 



Twelpforce operational plan 

• Phase 1 
– Recruitment and training 

– Set up infrastructure 

• Phase 2 
– Launch (publicity?) 

– Calibrate the system 

• Phase 3 
– Maintain the system 

– Extract business intelligence 



Summary 

• Add social to a traditional campaign – but only 
in order to measure it 

• Start with listening (to people, not to data) 

• Switch from propositions to stories 

• Recognise that your people are the asset / key 
resource 

– Requires decentralisation and prioritisation 

 



Summary 

• Change the strategy (from things to 
behaviours) 

– Specific objectives linked to business (not 
marcoms) objectives 

– People plan 

– Infrastructure plan 

– Operational plan 

 



If you only do one thing. 
Start to listen 

• Not spying 

• Not listening to data 

• Social listening (listening that has an 
expectation of response) 

 



A final word… 



Its not about blogs and 
Twitter and all that stuff, it is 
about how you use listening 
and coalescing conversations 
to power the fundamentals 

of your business … 
 

… it changes everything 


