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Business and branding

Businesses developed brands in order to ‘humanise’ 

themselves
To differentiate themselves from the competition
To endow the company with qualities and characteristics that 
were attractive to their target audience
To position themselves in the community/societyTo position themselves in the community/society
To increase sales…

…and all the other reasons that we all have!



Branding evolved

Opportunity to provide not only 

an attractive and recognisable 

brand but a service as well

The concept of Branded Utility The concept of Branded Utility 

is not new
Shell 1933-1984
Leading creatives were recruited
Designed to get people back on 
the roads (car v’s rail)
Helping people discover the 
countryside



So what did this mean?

Gave brands the opportunity to:
Build associations beyond the product

From tyres to cuisine
Car/motoring to extreme quality (the best)

Broadens the appeal of the brand – takes it into the mainstream 
consciousness
Helped drivers discover the best places to eat along their journey



The Internet has transformed everything

•Using the internet to build 
connections is not new
•The early Internet was 
dominated by newsgroups, 
bulletin boards, and chat 

The Columbia Computer Center IBM Machine Room 1980

bulletin boards, and chat 
rooms - it has now evolved

•Taken Branded Utility to the 
next level



Advertising so good it’s a service

Created a conversation 
between Dice and individual 
customers, as well as among a 
community all sharing their job 
experiences 
Feature a rolling thread of 
reader posts, like a group IM reader posts, like a group IM 
chat 
Most people who posted rants 
posted multiple times 
Placing ads in highly targeted 
sites that specifically reached 
IT professionals and 
intercepted their daily routine



Dice: Rants Campaign - Video

� Following on the success 
of the “Rant text Banner” 
the “Rant Videos” and the 
“Rant Room” were born.



HP – Shopping list
• 2.8% Click Through Rate
• 11.2% Interaction Rate

Instant value exchange with a simple calculator all owing business owners to 
work out their savings



Current Model

ATL/PR BTL Online Ads

Call 
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The marketing landscape has changed
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All is not lost…

The web is still growing, and continuing to trend t owards disorganised 
complexity

Disorganised complexity Organised complexity

Social media 
strategy

EMBRACE THE NOISE



Social media mixed with grassroots activism can 
even win presidential elections



We once relied on ‘experts or 
stars’  for recommendations & 

expertise
Celebrities

Social Media is pivotal in brand comms

Consumers have replaced 
trust in advertising with trust 
in individuals – in particular 

friends, family, and 
colleagues, but they also 

trust the opinions of 
“strangers” over marketing 

messages (Forrester)

The wisdom of the 
crowds

Nearly 7 out of 10 buyers check at least 4 reviews before making a purchase
emarkater



Branded Utility + Social Media = Social UtilityBranded Utility + Social Media = Social Utility



What is Social Utility?

When a brand enables the ‘crowd’ to 

create, contribute and define a create, contribute and define a 

service that is useful to your 

customers



Pluribo



Nike +



The Army



LG Loop



MEMA Youth campaign – New Music 
Competition

a compelling brand experience to shift brand percep tion with 
the youth audience



Tip #1
Be ambitious. Talk to 

the individual but aim 

to change the whole 

community. Be community. Be 

compelling 



Tip #2

People talk. Give your 
products a social life 

by giving all your 
communications communications 

social features. E.g. 
ratings/reviews



Tip #3
Harness the power and 
resources of pre-existing 
communities



Tip #4
Encourage a remix culture

Unleash the collective intelligence



Tip #5

Find the right people by seeding and connecting. 
Include PR and blogger engagement. Aim for 
people with real influence



Tip #6
Be transparent. Run 
an open house. 
Take down the 
walls between walls between 
producer and 
consumer. Co-
create.



It’s advanced technology but 
we are still dealing with that 
primitive species called Man

Have Fun.


