











DIGITAL BRAND ACTIVATION
SUMMARY

This chapter holds a lot of information, no doubt.
What we have tried to do is outline an approach to
marketing that combines the best of the old world
with the best from the new one. Lost and Halo 3 are
excellent examples of marketing that involves such
traditional spending, but at the same time offers a
depth and quality that engage savvy online users
and invite them to participate. Below are a few of
the others things this chapter has emphasized.

David Ogilvy once said: “If you're trying to persuade
people to do something, or buy something, it seems
to me you should use their language, the language
in which they think”. The single most important
reason for adapting to a new marketing approach is
the fact that the language of the people has changed
- from being an individual, non-verbal and passive
experience to being a collective of people sharing
and collaborating in their media use. We should
change our language too.

The game has changed from loud, one-way com-
munication, to a more subtle way of opening gate-
ways to you and your content all across the social
metropolis. Even when we are not conducting cam-
paigns, conversations are happening. So while we
still need our big ideas, our tower of attention, we
also need to get down to a street level, so our mes-
sages will be adopted and used by the residents of
the city.

Users now share their brand experiences in a myr-
iad of ways to people they know and don’t know.
Keep people happy by providing excellent informa-
tion, service and help - they will in turn provide es-
sential social proof in an increasingly transparent
media landscape.

Digital Brand Activation is the sort of strategy that
is not an exact recipe. It should open your eyes to
the potential of affecting people in various ways and
from different corners of the entire social metropo-
lis, rather than just building your “lighthouse” of
attention, your Burj Al Arab. Presence is important
on every street corner and at every time of the day
— and just like New York, Shanghai and Sao Paolo
always have something to offer a hungry soul, so is
the social metropolis ready to stimulate your every
need round the clock.
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THE SOCIAL
METROPOLIS ROADMAP

We are pleased that you have paid a visit to the So-
cial Metropolis with us. It is a city where technology
is both a friend and a foe. It is the main driver for
breaking the model we used to like, but its prom-
ise is a quantum leap in what we can achieve with
our marketing communications. If successful we
can transform ourselves from interrupting the con-
sumer, to instead, engage them and let them par-
ticipate.

Hopefully you have found this book a relevant guide
to the main attractions in this constantly changing
city. It is a place where democratization of informa-
tion is widespread, where participation is the rule
on the street, and where attention is the scarcest
resource. Ultimately, remember that the attention
economy of the Social Metropolis is a zero-sum
game. What one person gets, someone else is de-
nied. Our aim has been to broaden your perspective
on social media by showing you the people, media,
and technology that this city builds upon to provide
you with a framework and tools for navigating the
Social Metropolis on your own.

One of the key challenges is to stay on
top of the developments in the Social Metropolis.
Just like a real city, the infrastructure develops all
the time and there are many blind streets and dead
ends where you can easily get lost if you are not
familiar. For this reason, it is important to maintain
an overview of how the entire online infrastructure
is at all times.

The social media tube map is an example of how
different formats and technologies can be mapped
and bundled, whilst positioning the different key
players in each space. It creates transparency, and
ensures that we can achieve the best possible match
between the brand, and the formats used, on a spe-
cific campaign.

Just think how we have defined the traditional for-
mats of mass marketing, and how much time we
have spent planning the right channels to get our
desired outcome. The same consistent structure,
quality, and insights are needed to achieve and
maintain a high quality on your social media cam-
paign plan.

DIGITAL
BRAND ACTIVATION

The social, commercial, and political agendas of
marketing campaigns are a key factor in explaining
why marketers find the new user controlling, and
social environments extremely challenging. They
are quite simply very different from the environ-
ments we know. Bringing something to the table
for users, in order to receive their support, requires
a very different mind-set and set of tools than tra-
ditional advertising. There is a major difference
between getting people to promote a social cause,
and the interests of your company. For this reason,
it will probably never be possible for marketers
to consistently reproduce truly user driven move-
ments like environmental and social issues.

The second part of the book, the tools for digital
brand activation, is meant to provide a framework
for executing social media campaigns on a regular
basis. The more traditional marketing approach is
still a more secure driver of reach, even though the
reach and effectiveness may be gradually declining.
But, while the main challenge of such social media
driven strategies remains to be seen, the challenge
of traditional mass marketing is to actually get peo-
ple to engage and listen to what you are saying.
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CONTENT

At the end of the day, there is not so much new in-
formation here as in the other parts of the frame-
work. Since the inception of advertising, the focus
has always been on ‘big ideas’ (or at least it should
be). The difference today is that we need to create
‘big ideas’ that can work across multiple platforms,
utilize them, and make sure that they all add value

to the campaign. This includes making informed

choices about media selection for a specific pur-
pose, as not all media are born equal, online or of-
fline. The biggest challenge today is marrying great
advertising minds with people that understand the
context and media space, and people that know the
technology and how to use it to add value to the end
user experience.

Getting the content right is a bit more complex than
it used to be, having changed from 2D to 3D or per-
haps even 4D, but it should only make it more excit-
ing to come up with the next ‘big idea.” The process
involves creation and user testing before moving
on to make sure the content has the qualities and
capabilities needed.

ACTIVATION

The activation matrix consists of eight areas that
can all have great impact on how campaigns per-
form. Together they provide the tools for design-
ing and executing your social media activities. The
framework is a map of the effective formats in the
online media space, so that social media campaigns
can be properly planned and benchmarked. You
will most likely not use all the elements on a single
campaign, but knowing what to choose for a spe-
cific campaign, based on a channel’s strengths and
weaknesses, is fundamental.

The roadmap can of course also provide inspiration
in this area by identifying the major stations of the
social metropolis as it looks right now. The general
process involves planning well ahead to make sure
that the campaign, once initiated, has the necessary
distribution to create momentum and end the clut-
ter in both contextual and broader environments.

ATTENTION

It is crucial to use some of the measures of atten-
tion metrics as a guideline when starting to create
a plan for how to activate your campaign. All these
measures are tracked and scored on an hourly ba-
sis when the campaign goes live, allowing you to
follow the impact closely, and optimize certain el-
ements if needs be. It will help you allocate your
resources for what you want to achieve and see how
you are performing.

Over time the feedback will build your own social
media metrics data, which will allow you to bench-
mark it across other campaigns. Initially, however,
it is interesting just to benchmark it against the
market norm and industry standards that are al-
ready in your existing database.

The digital brand activation framework is created
to help you add this dimension to your marketing
communications, and consistently expand and im-
prove on your social media performance.
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FEEL AT HOME
IN THE SOCIAL METROPOLIS

THE DIAGNOSIS:
FROM PUSH OVER PULL
TO PARTICIPATION

THE REASON:

TECHNOLOGY —IT IS WHAT
DRIVES THE CHANGE, AND WHAT
WILL HELP YOU REACTIVATE
YOUR BRAND ONLINE

THE METAPHOR:
THE SOCIAL METROPOLIS

THE FRAMEWORK:
DIGITAL BRAND ACTIVATION

THE MARKETING PROCESS:
FROM POTENTIAL CUSTOMER TO
ACTIVE BRAND ADVOCATE










SAM DECKER
CHIEF MARKETING OFFICER, BAZAARVOICE



GOVIRAL

GoViral is Europe’s leading distributor of branded
content campaigns with hundreds of launches a
year.

GoViral work for leading advertisers, media agencies
& creative agencies worldwide including brands like
Coca Cola, Nissan, Bacardi, EA and Goodyear. The
agency works closely with media agency networks
worldwide to provide the services on a global scale.

GoViral activates brands in digital environments.
The idea is to take advantage of the inherent power
of the user’s networks and launch branded content
campaigns in the right context in order to make the

brand message, as relevant as possible and in turn

to create engaged consumers. The activation of the
campaigns are done with online PR, viral market-
ing, social tools, content placements, SEO and with
behavioural targeting, as an underlying technology
to optimize the ROL.

GoViral's global Seed&Track™ solution helps mar-
keters reach people globally in more than 27 coun-
tries. In all countries we seed content based cam-
paigns in local languages, on local sites and with
local people. We bring branded content such as com-
mercials, games, etc. to the places where people meet
on the internet - creating high-volume, targeted and
cost-effective user driven marketing campaigns.

The ambition with this book has been to give in-
sights to the world of social media and how they can
be a high impact source to brand activation and user
engagement.

In the process, we have read more than 100 articles,
books, and cases and spoken with users, media ex-
perts, and marketers in order to boil the far-reaching
subject of social media down to something digest-
ible with useful guidelines and valuable insights, us-
ing the Social Metropolis as a core metaphor.

Cases and behavioural theories form the foundation
of this book from which we have retrieved what we
hope will be meaningful recommendations of how
to deploy social media as an integrated part of the
marketing communications.

We hope you have enjoyed the guided tour around
the Social Metropolis and feel inspired to continue
on your own.
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