
Building Your Fan Base, ilovelocalcommercials.com 
and iPhone Wars 

Dear reader,

In this December edition of our GoViral newsletter we explain how brands can use Branded 
Content Distribution and video advertising in building their online fan base. Furthermore, we would 
like to draw your attention to ilovelocalcommercials.com, the latest inspiring idea by famous 
internet entertainment duo Rhett & Link. We end the newsletter with a short story on modern 
warfare using advertising and the battle between AT&T and Verizon over the American ‘3G’ 
customer. 

Enjoy.

Building your fan base – achieving brand community and loyalty

The most successful brands are those that manage to persuade consumers to voluntarily spend 
time on their marketing communications. If consumers are actually going to take the time to 
participate and become part of a branded, interactive experience, they are going to be looking for 
social approval from the people in their networks. To create the right momentum for a Branded 
Content campaign it is therefore crucial for brands to engage consumers with their brand and their 
online marketing communications. Brands need to build their online fan base. 

You may believe that word-of-mouth recommendations can make Branded Content spread, even 
without additional marketing support. To a certain extent this is true. However, there are several 
useful tools to kick-start and boost engagement around your branded content and brand 
community quickly. The Social Marketing Playbook published by 360i considers a range of 
important ways for advertisers to achieve this. Let’s focus on a few of these strategic tools that 
advertisers have at their disposal to improve their campaigns’ viral potential and drive consumer 
engagement with the brand.

Integrating with traditional marketing actions

Many brands employ a wide range of marketing communications across many different channels, 
both above and below the line. Oftentimes marketers fall into the trap of using online advertising to 
support online experiences, while using traditional advertising to support offline campaigns. Having 
these two separate worlds for your marketing communications can lead to inconsistency and 
confusion amongst consumers. Aligning your online and offline marketing efforts is both efficient 
for the marketer and useful to consumers because they don’t have to search for your online 
presence or wait to stumble upon it. 

Stimulating digital word-of-mouth

One of the most powerful ways to gain awareness of your brand is to receive positive endorsement 
from online influentials. We also touched upon this fact in our previous newsletter. Last month, we 
discussed the Creators (i.e. those who publish blogs, upload user-generated videos, etc.) and the 
Critics (i.e. those who post ratings and reviews, comment on blogs, etc.) as two important groups 
that can either make or break Branded Content Distribution efforts.  Bloggers, editors, and forum 
moderators usually have an opinion about any topic you can possibly think of. It is very valuable for 
your brand to build relationships with those individuals covering subjects that are contextually 
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relevant to your product offering. Professional seeding activities should therefore always be an 
element of your online content distribution strategy. 

Facilitating distribution

One of every online marketer’s biggest nightmares is launching a campaign that only results in a 
very small amount of impressions because no one has heard of it. Unfortunately this is not 
uncommon. You can produce the most fantastic Branded Content for your brand, but if it is not 
distributed effectively it is still money down the drain. If longevity is part of your objective, you have 
to ensure that your online marketing actions will reach environments that are contextually relevant 
for your brand. Instead of crossing your fingers and hoping that a video achieves viral spread, it is 
better to opt for a strategic approach that relies on expertise in seeding, distributing and tracking of 
Branded Content. 

Burger King’s Whopper fans

An excellent example of how to nurture your brand’s fan base comes from Burger King and its 
famous Whopper burger. As you may remember from our July newsletter, Burger King won a 
Cannes Lion for its Whopper Sacrifice campaign. The brand developed a Facebook application 
that users could add to their profile. If users sacrificed ten of their friends, Burger King would 
reward them with a free Whopper. Ultimately, 233,906 friends were sacrificed in exchange for 
19,236 free Whopper coupons. Burger King proved that Americans love the Whopper, more than 
they love their friends. This is a perfect example of how to use your brand’s fan base in an 
attention-grabbing and innovative way. 

In 2007, Burger King also achieved enormous viral success with its Whopper Freakout campaign. 
The campaign showed footage from a hidden camera illustrating what happens when Burger King 
customers are told that the Whopper has been taken off the menu. It clearly demonstrates just how 
much customers love Burger King’s most famous burger. Millions of people have watched the 
video. The campaign’s success can be attributed to a high degree of online word-of-mouth which 
has boosted distribution and viral spread. Overall, Burger King has been very successful in 
informing its target audience about its online presence and telling them how they can engage and 
communicate with the brand online.

Click here for the Whopper Freakout video.

ilovelocalcommercials.com

The website ilovelocalcommercials.com is the brainchild of the famous comedy duo of Rhett 
McLaughlin and Link Neal. This new website was launched as a “celebration of small businesses 
and the fantastically awful ads that they produce.” Users can nominate a local business that they 
think is worthy of attention and, if it's one of the more inspiring entries, Rhett & Link will help them 
get that attention by developing a free online video commercial for that business. 

So far, the website has been an overwhelming success. Apparently, people cannot get enough of 
‘fantastically awful’ ads. The most popular local commercial for Red House Furniture has now been 
seen by 2 million people, but it looks like the more recent video for mobile homes seller Cullman 
Liquidation is set to break that record soon. It has already reached 800,000 views in less than a 
month. ilovelocalcommercials.com is a fantastic example of the growing power of Branded Content 
Distribution and video advertising and the ways in which it can help small companies reach 
massive audiences. In this case Rhett & Link provide small businesses the opportunity to benefit 
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from their fan base. Word-of-mouth and distribution are facilitated by the duo’s popularity, the 
novelty value of the idea, and the website that severs as a platform. The campaigns demonstrate 
that the attention of an influential blogger can lead to a snowball effect of attention throughout the 
blogosphere and the entire web.

Click here for the website.
Click here for the video for Red House Furniture
Click here for the video for Cullman Liquidation

The iPhone Wars: AT&T vs. Verizon

Recently, American broadband and telecommunications company Verizon launched an advertising 
war on competitor AT&T and its (allegedly) poor network coverage for the iPhone. Verizon has 
been machine-gunning consumers with both online and television commercials. It all started with 
an ad called ‘iDon't, Droid Does’ which mentioned some of the reasons why Verizon think their new 
iPhone competitor, the Motorola Droid will convince iPhone users to switch to their new 
Smartphone. This video has resulted in more than 1.8 million online views and more than 2,400 
tweets. The latest in the series of ads is a cartoon video that depicts the iPhone as the latest arrival 
to the "island of misfit toys." The metaphor is borrowed from a scene from the 1964 animated 
Christmas television special, “Rudolph the Red-Nosed Reindeer”. It is rapidly approaching 550,000 
views.

Claiming "irreparable harm," AT&T has filed its second lawsuit in two weeks asking the court to 
force Verizon to pull its new ads. But AT&T is also launching a counter strike by making an ad in 
response to Verizon. Also, the company has issued a formal statement on its website to “set the 
record straight”. It claims that the coverage maps that Verizon illustrate in its ads are "false" and 
"misleading." This is set to a new squabble on the battleground of this ‘3G War’ for the American 
consumer. To be continued…

Click here for the ‘iDon’t, Droid Does’ video.
Click here for the ‘Misfit Toys’ video.
Click here for the AT&T response video.

The key message this month is that promotion of your brand’s presence should not be confused 
with building a community to create loyalty to your brand and your marketing programmes. There 
are a variety of ways to promote your social marketing presence and increase consumer 
engagement with your brand. Integration with traditional marketing channels, digital word-of-mouth, 
and facilitating distribution are important tools to consider. A loyal fan base for your brand will give 
you a strong competitive edge and will greatly enhance the effectiveness of your Branded Content 
Distribution and video advertising efforts.

Subscribe to this newsletter / Unsubscribe

If you would like to receive the newsletter in a different language or if you have input for next 
month's edition, feel free to send me an email.

Best regards,

Arthur Hendrix, Editor
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