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The explosion of new channels and the huge volume of self-published 

content, now available to be watched and enjoyed, means that brands find 

it increasingly challenging to compete for attention.

Inevitably people’s attention spans are shortening while their demand for 

something that is really entertaining and fun is increasing.

With the creative bar for branded content rising, only brands that get it 

right can reap the rewards of deeper engagement and additional media 

value from sharing.

We are interested in helping brands think through their brand participation 

strategies, finding ways to identify the idea that will pull people in and 

encourage them to share. We are also finding ways to demonstrate the 

effectiveness of ‘Play’ to deepen the relationship and bond people have 

with brands.

In this issue, we explore the role of ‘Play’ in building stronger relationships 

between people and brands, building relationships that matter in their real 

lives.

We are also interested in how ‘Play’ helps us get closer to people in 

research, revealing new insights into what they see, feel, think and do. Our 

new techniques — including co-creation, gaming and visualisation — are 

all part of this.

I hope you enjoy our magazine, and find it both thoughtful and playful.  

(Please do try the 3D glasses!)

Hopefully it will deepen your relationship with us.

Vanella Jackson
Global CEO
vanella.jackson@hallandpartners.com

Why
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playto
Permission

Lisa Welch, Global Head of Consumer Strategy  
and Insights at Activision, discusses a topic she 
gets to ‘play’ in each day 

The lucky strike of my marketing 

career is that it led me to play. 

What I love about working in this 

dynamic category is the gamers 

themselves, the people who have 

figured out how important play is 

in life. 

Regardless of their age, gamers are 

still in touch with the kid inside, 

who knows how important play 

is. These are the people in our 

culture who have given themselves 

permission to play. 
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One cultural myth that persists, 

much to my annoyance, is that 

gamers are an isolated niche of 

young, anti-social guys sitting in 

their parents’ basement wasting 

their lives playing games. This is  

a terrible misunderstanding. The 

truth is that the proliferation of 

gaming has yielded a remarkable 

demographic diversity among 

gamers. Year on year people are 

playing more games on more 

platforms for more hours a week 

than ever. And on the whole, our 

quantitative data shows that people 

who give themselves permission to 

play video games are more active 

and social than their non-gaming 

peers. Gaming is getting bigger 

and broader every year, as is our 

cultural commitment to play.

So why do we play, as individuals 

and as a society? Obviously, the 

drive to play is nothing new. 

Playing is a fundamental human 

pursuit, and playing video games 

is just an extension of what we’ve 

always done. Borrowing some 

thinking from Marshall McLuhan, 

we know that any technology is an 

extension of an existing human 

capacity. As such, modern gaming 

is just a technological extension 

of our consciousness, a higher-

tech expression of playing a 

board game, rolling dice carved 

from stones, of playing tag in a 

field. We play games because it 

Regardless of their 
age, gamers are 
still in touch with 
the kid inside
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feeds our human need for creative 

expression, emotional experiences, 

and social connection.

Many gamers I’ve spoken to 

through the years report that 

playing a game is a form of 

creative expression — gamers 

create their experience with their 

skill, problem-solving abilities and 

their imagination. The experience 

doesn’t exist until it is created 

through play.

Play is also an emotional 

experience. I was once moderating 

a focus group among some male 

gamers and spontaneously asked if 

a video game had ever made them 

cry. One brave soul admitted that 

indeed he had. It happened while 

he was playing an RPG in which the 

mother of his character was killed 

by some enemy tribe. His own 

mother had died recently, and the 

act of playing through the narrative 

helped him work through his grief.  

Not a single other guy in the group 

batted an eyelid because they 

knew what it was like to be that 

emotionally invested in a game.
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Not every playing experience will 

be this profound. But if other 

popular art forms can move us, 

why not a video game in which you 

invest your time, your imagination 

and actually participate rather than 

just consume?

We also know that gaming is a 

means of social connection. For 

example, the enthusiasm my own 

son has for playing everything 

from Minecraft, to Clash of Clans 

and Skylanders helped him make 

connections with kids at his 

new school. When kids are not 

playing games, they are in the 

playground talking about what 

they love, what they’ve figured out 

and what they need help with the 

next time they’re playing, either 

alone or together. I believe that 

joyful connection is something to 

celebrate.

More provocatively, I will also 

offer that there are some leading 

thinkers in the gaming space; 

playing may even be a means to a 

higher good.

A growing movement called Games 

Based Education is bringing a new 

form of learning to the classroom. 

One study showed that students 

who played the game Spore while 

learning about evolutionary biology 

scored higher than the control 

group who did not play. The 

makers of Minecraft discovered 

that maths, physics and history 

teachers were using the game to 

bring their curriculums to life, 

and now they’ve released an 

educational version of the game to 

better serve this educational need.
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Lisa Welch
Global Vice President, Consumer 
Strategy and Insights at Activision
www.activision.com

A game created at McGill University 

called Phylo gamifies the task of 

codifying DNA sequences, a task 

better suited to humans than 

computers because humans are 

better at recognising and sorting 

visual patterns. By gamifing this 

task and opening it up to the 

public as a puzzle to solve, they’ve 

collected data from thousands of 

players who are helping them gain 

new insight into genetically-based 

diseases like Alzheimer’s, diabetes 

and cancer.

These examples demonstrate 

some of the exciting ways in which 

giving ourselves the permission to 

play can add value to our human 

experience.

Ultimately, the bigger promise 

of modern play is the application 

of the skillset to the meaningful 

problems of our time. Not all game 

publishers are on a quest to save 

the world, but it is a thrill to get 

to work in an industry that brings 

out the passion in players of all 

kinds. Perhaps we’re creating a 

generation of gamers who help us 

achieve things we never believed 

were possible. Permission to play is 

all it requires.

We're creating a 
generation of gamers who 
help us achieve things we 
never believed were possible
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(OR, THE 
REINVENTION 
OF LYING)

“There’s a curious connection 

between the words ‘fiction’ and 

‘novel’”, noted my friend, Zadie 

Smith, as we sipped Negronis with 

a goat in Tijuana, Mexico. Indeed, 

‘the untrue’ and ‘the new’ are more 

than etymological bedfellows; 

they’re neurologically related. 

Even the Dan Ariely (also a goat-

loving boozehound) has conducted 

research proving a link between 

dishonesty and creativity, though 

he protests he is most definitely, 

absolutely not encouraging any 

unethical behaviour.1

Michael Fanuele believes it’s great big 
lies that leap us closer to the truths 
that matter

1. ‘The Dark Side of Creativity: Original Thinkers Can Be More Dishonest’, Harvard Business 

Review. 

CROSS-DRESS   YOUR BRAND
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(OR, THE 
REINVENTION 
OF LYING)

We’re all actually 
God in drag
RuPaul

CROSS-DRESS   YOUR BRAND

Pshaw, goat-befriending tippler. I 

survey the sad state of marketing 

today, littered with ho-hum claims, 

and I come to only one conclusion: 

it’s time to lie our asses off. Please, 

friends, for the sake of saving 

our industry from the doldrums 

of dullsville, start lying, fibbing, 

pretending, telling tall tales. 

Whatever you do, stop trying to be 

so damn honest. 

A lie is a highly creative act of 

transgression; it’s colouring 

outside of your ethical lines, an 

endeavour that makes it easier to 

colour outside any other lines.  

Professor Scott Wiltermuth outlines 

the logic: “If you break a rule, if 

you start behaving dishonestly, 

that’s going to really free up your 

mind… therefore, you’re going to 

be more creative”.2 Lies exercise 

our imagination.

And yet, lies have developed a 

terrible rap, mostly, I believe, 

because the lies we tend to tell are 

terribly dull. The traffic made me 

late. The bouillabaisse is delicious. 

I thought he was a woman. These 

are the kind of petty lies that have 

become the trade of marketing. 

2. The Columbia Chronicle, 3 March 2014. 19



Our advertising promises the 

obvious (whiter teeth, faster cars, 

tighter asses) and the world sneers  

— or worse, snoozes.

So this is a call for bigger lies, 

bolder lies, the kind of outrageous 

untruths that might wrinkle brows 

or elicit guffaws but most certainly 

demand attention. Let’s entertain. 

Let’s be as strange as fiction. Let’s 

unreal our advertising, which still 

too often tries to mirror sad reality 

rather than create wonderlands. 

It’s great big lies that leap us 

closer to the truths that matter.

The lies should begin when you 

meet a new client. Compliment 

their khakis, but don’t praise 

what they make. Instead, lie; 

purposefully misunderstand the 

very function of their product. 

Maybe that cheeseburger can be 

a child’s toy. Maybe that tube 

of superglue can be a tool for 

seduction. Maybe that dog can be 

a spouse. It’s when we look at a 

thing and can’t even fathom its 

purported use that we begin to be 

interesting.

As Kaiser Wilhelm famously said, 

“David Fincher’s genius was 

convincing the world he didn’t 

really exist.” Try that with your 

brands. Pretend they have no 

history, but just sprouted today. 

Let’s not tweak or evolve or 

extend; let’s create from scratch as 

if a brand’s past were meaningless. 

Superstars are so good at this kind 

of blank-slate creativity. When Bono 

was born, Paul David Hewson died. 

The world is better for the trade-

WHATEVER YOU    DO, STOP 
TRYING TO BE    SO DAMN 
HONEST

20 PLAY » BIG THINKING ON BRAND PARTICIPATION



WHATEVER YOU    DO, STOP 
TRYING TO BE    SO DAMN 
HONEST

off. So too with Sting or Bowie or 

heck, even Gaga.

We know psychologists have long 

suggested that there’s nothing 

better for the development 

of children than this kind of 

imaginative play. When we pretend 

to be somebody else — when we 

act — we leave our limited world 

and all of its limiting assumptions.

So let’s do that with the brands we 

shepherd. Let’s give them leather 

pants and see if their hips swivel. 

Let’s dress them up in evening 

gowns and see if their voices lilt. 

Let’s make them cross-dressers or 

villains or babies without words. 

Let’s play brand dress-up and just 

see how it feels. At the very least, 

there’s no harm done; but in the 

best cases, this kind of play creates 

original brand energy.  

And perhaps what’s good for the 

brand is good for the brander. 

What if we masqueraded ourselves 

at the office? What if we each 

went to work pretending to be 

somebody else? Perhaps one day 

you can be Ms Number-Cruncher, 

she who finds power in data and 

data alone. Perhaps the next day 

you can be Bono, swiveling your 

hips and saving the world. What if 

you went to work on Wednesday 

and were Karl Rove or, better yet, 

Montgomery Burns? Be Jesus or 

Spielberg or your mother or a filthy 

drunk or, dammit, Dan Ariely. 

Be anybody, but believe your 

own lie. Walk like them. Talk like 

them. You’ll soon start thinking 

like them. And, when you do, just 

maybe something beautiful will 

snap into place.

At the very least, start each and 

every meeting promising yourself 

that you’ll tell one big whopper 

of a lie. Try it. Nothing bad will 

happen. I promise.

Michael Fanuele 
Chief Creative Officer at General Mills
www.generalmills.com
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The consumer marketplace is 

an ever-changing environment; 

increasingly there are unlimited 

entertainment choices, fewer 

distribution constraints, and every 

opportunity to share opinions 

and recommendations about 

what people like and don’t like — 

putting consumers very much in 

the driving seat of what, when and 

how they want to be entertained.

At Disney, we’ve needed to 

understand this behaviour and 

marketplace, and we adapt our 

business accordingly to continue 

Charlie Coleman shares why Disney 
keeps the art of magical storytelling at 
the heart of everything they do

to give consumers the best 

experience. We have to find the 

balance between having an open 

and active dialogue on social media 

that connects with our audiences, 

while staying true to our brand 

promise of providing high-quality, 

fun entertainment experiences, 

which are suitable for families. 

This can require a heavy dose of 

creativity to make a real impact.

Creating emotional touchpoints 

for the whole family is now visibly 

central to Disney’s brand promise. 

There was a time when Disney was 
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seen as very female focused. Now, 

brands like Marvel and Star Wars 

give boys (and dads) a meaningful 

and relevant relationship with us. 

We’re delivering entertainment, 

stories and characters that they 

want to engage with, that we 

simply weren’t before.

This is the Disney ecosystem: a 

very deliberate strategy to ensure 

we offer consumers a reason to 

stay connected to us — whether 

it’s grandparents buying their first 

grandchild a Winnie the Pooh from 

a Disney Store, families visiting our 

parks, a pre-schooler playing the 

Disney Junior App on their tablet, 

or the big kids who grew up with 

“Toy Story”.

The beauty of this is that we’re not 

prescribing the way people take 

this journey with us — it can start 

with Marvel’s “Avengers” or Disney 

Fairies or Cinderella — but the 

outcome is that people create their 

own stories with our brands.

The Princess franchise is 

particularly close to us at Disney, 

as it all began with “Snow White” 

back in 1937. 

We’ve evolved Disney Princesses 

over the last 80 years to be 

respectful to the heritage of our 
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‘traditional’ Princesses while 

representing the broader attributes 

that are relevant to today’s 

generation.

The recent Academy Award®–

winning “Frozen” is a great 

example. It’s a modern 

interpretation of Hans Christian 

Andersen’s fairy tale, “The Snow 

Queen”, which tells the story of two 

sisters, Elsa and Anna, who also 

happen to be Princesses.

Together, they embody Disney’s 

heritage in Princess storytelling but 

with a contemporary twist. “Frozen” 

is now the fifth highest-grossing 

film of all time, and has great 

potential for growth across other 

facets of our company.

In the UK, we’ve looked at new 

ways to bring the Princess 

franchise to consumers. Most 

recently, we launched a Cinderella-

inspired “Bibbidi Bobbidi Boutique” 

at Harrods — marking the first time 

that a Disney Parks and Resorts 

offering has been recreated off 

Disney property.

We also share our IP with other 

brands to help them tell stories 

of their own and connect with 

consumers. For example, last 

Frozen © 2012 Disney Enterprises, Inc.

Toy Story of Terror © Disney•Pixar Avengers TM & ©2012 Marvel & Subs.

Photography: Zade Rosenthal
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Halloween, Disney•Pixar released 

a TV special called “Toy Story ”. 

Our Disneymedia+ integrated ad 

sales and promotions team worked 

closely with Sky Broadband to plan 

a fully integrated through-the-line 

campaign to support the special 

alongside their super-fast fibre 

optic broadband service. 

But it was the opportunity to create 

a custom animated 50-second TV 

spot that was written and produced 

by the “Toy Story” animators at 

Pixar Animation Studios that is 

the real hallmark of success from 

this collaboration. It marked the 

first time Disney•Pixar had created 

something for a promotional 

campaign outside of a movie 

release, so it really broke new 

ground. It was a truly collaborative 

effort; the Disneymedia+ team even 

managed to accommodate Sky’s 

request to include the “Toy Story” 

aliens in the creative executions, 

even though they don’t appear in 

the short.

So we at Disney can maintain 

our position as a trusted brand 

that offers high-quality family 

entertainment with a specific set of 

values, as long as we are flexible, 

consider new ways to meet the 

ever-changing needs of consumers, 

and most importantly — keep the 

art of magical storytelling at the 

heart of everything we do.

Charlie Coleman   
Vice President and Managing Director, 

Franchise, The Walt Disney Company 

EMEA

www.disney.com
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Keep that art of 
magical storytelling 
at the heart of 
everything we do
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Nick Parker explains how the formal Voice 
of the Corporation is dead — but if we’re 
not careful, we might start wishing we 
could have it back…

of words
is over

THe WAR

I can pinpoint exactly when the 

Voice of the Corporation died. It 

was 28th September 2013. On 

that day, a blogger called Jamie 

Jones tweeted that he’d sent a 

funny letter to webuyanycar.com, 

asking them if they’d buy his Little 

Tikes toy vehicle. Webuyanycar, he 

said, had sent him a humourless 

corporate brush-off. He posted it. 

(“After reviewing your request that 

we value your ‘Little Tikes car’ and 

viewing the attached photo, we’ve 

come to the conclusion that you 

sent your request to simply waste 

our time...”) It went viral. Ha ha, 

everyone laughed. Another dumb 

company, not getting the joke 

as usual. But then! It turned out 

that Mr Jones had actually faked 

webuyanycar.com’s humourless 

response, and when they got wind 
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of what he’d done, quick as a flash 

they aced the entire situation: 

they told Jamie they “loved his 

hoax letter” and that they thought 

his Little Tikes car was a really 

nice colour. Then they set up the 

website www.webuyanytoycar.com.

OK, so maybe I’m exaggerating 

the significance a little — but it 

struck me as a clear example of 

something that’s been growing 

for a while: the once-pervasive 

monotonous dullness of most 

business writing is being replaced 

by a more natural, often more 

playful attitude to language. To 

such an extent that if you want 

to mock a brand for being out of 

touch, you might even need to 

resort to faking it for them.

Even more impressive was this 

from O2. In 2013 they suffered a 

massive two-day network outage, 

and their Twitter feed was deluged 

with angry customers tweeting 

their frustration. O2 kept their wits 

— and their wit — majestically. Just 

three examples of dozens:

Customer @grahamcummings7

@O2 F**K You! Suck d**k in hell

O2 @02

Maybe later, got tweets to send

Customer @MrJeb

@O2 Oi! O2! Because of you I missed a call from my dear 

old mum. For that I think I owe you a pint. Ta! :)

O2 @02

Um... you’re welcome, we think. But if your mum asks, we’ll 

totally deny this tweet

Customer @24vend_Ltd 

@O2 had to travel to Italy to get signal -- desperate times!!!

O2 @02

You can come back now. We’re back in business :)
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It’s no coincidence that the brands 

who do this most impressively 

— like O2 — are the ones 

who’ve taken their tone of voice 

seriously for a long while now, so 

if you write for them — whether 

that’s marketing, advertising, 

or customer service — you have 

the confidence that you’ve got 

permission to go for it.

Which is why I particularly like this  

— one of my favourite ever bits of 

business writing. It’s from the US 

data-storage company NetApp. It’s 

their expenses policy. All of it:

 “We’re a frugal company. 
But don’t show up dog-tired 
just to save a few bucks. Use 
your common sense.”

Brilliant. Not only is it a moment 

of linguistic playfulness in an 

unexpected and unpromising 

corner of corporate life, it’s also 

a hugely effective example of 

walking the talk of your brand 

values. 

As much as I’d like to claim that 

this spirit of playfulness is all 

down to language consultants like 

me banging the drum about the 

importance of tone of voice, the 

fact is that a lot of it is also to do 

with social media. A client told 

me recently that 20 years ago, if 

he wanted to write to a customer, 

he had to get permission from his 

manager. Then he’d spend all day 

agonising over it, and it would end 

up being an excruciatingly formal 

conf idence

personal

voice

response
writing

TONE
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epistle, because it was about the 

only bit of ‘personal’ writing he 

ever did at work.

Whereas these days, he’s replying 

to emails from customers left, 

right and centre. Or tweeting. Or 

updating his blog where he talks 

to his customers in the comments 

threads. He didn’t notice it 

happening, he said, but he became 

a writer. These days at work, many 

people are, in one form or another. 

We just get a lot more practice. 

We know how to be snappy in 140 

characters. Attention-grabbing in  

a subject line. Persuasive in a 

blog post.

But before we declare ourselves all 

to be 21st-century Oscar Wildes, 

it’s time for a note of caution: 

the danger here is that it’s all too 

easy to get carried away. Whereas 

the default tone for business 

used to be stuffy and formal, 

it feels like the new default is 

often a sort of glib chirpiness, a 

bad impersonation of Innocent 

Smoothies. There’s even a tumblr 

blog — wackaging — that collects 

examples of trying-way-too-

hard-to-be-your-best-mate wacky 

packaging. And when brands that 

really shouldn’t be playful at all try 

it, the results are often woeful.

Nick Parker  
Managing Partner at The Writer

www.thewriter.com

We know how to be 

snappy in 140 characters. 

Attention-grabbing in a 

subject line. Persuasive  

in a blog post
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our little darlings are perfecly 

proportioned to meet all your on-the-

go nibbling neeeds. ingenious Tardis-

like technology means that here is 

a pack that can be effortessly popped 

into one's handbag, yet once opened 

can provide a generous portion of 

flavoursome, hand=cooked hapiness. 

Crushed Natural Sea SaltWe love 

salt! The ultimate seasoning may 

seem a little modest and unassuming 

on first inspection, then again, 

that well worn phrase worth ones 

salt didnt come about by chance!
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D E S I G N
I N F O R M A T I O N

P L A Y

W A R O F W O R D S

E N G A G E M E N T

S U R P R I S E

C O N S U M E R

L O Y A L T Y

S E N S E S

G A M I F I C A T I O N

T E C H N O L O G Y

H E A L T H Y 

B E H A V I O U R 

S C R E E N

Time for some fun, find all the words and then you’re done!
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R Y A E Y I O P B D A F H D A F G A G

T H E A L T H Y D V L O Y A L T Y B N

G E P L A Y N J K L P A H D F V B H Y

B R U R T Y B G U I E W I T V V S T H

A F S I N F O R M A T I O N S W E R G

Q C C V A Z X H E W D F T Y U I I O A

W C P B D A F H D Z C D E T H K O Q M

E O R T Y D P B D A F H S E R T E U I

D N Q E A E N G A G E M E N T S G I F

A S Z T Y S F T T D D F N B D U Q O I

S U D E T I D Y H V T V S T C R A P C

E M W E R G V I E F E S E E V P Z Y A

R E Y K K N R O R O C U S T F R X P T

C R Y R S C R E E N H H Y E T I F L I

W P O I U H G G F D N D V W S S X T O

C S D A F H D W F G O G T S R E T Y N

W A R O F W O R D S L Z E D T Y H J G

Y S F G T Y U I O O O W D F G H J O T

U D L E A F H D C T G V G P B D A F H

Y B E H A V I O U R Y X Q W E R T P T

J K L O Y U P L U R T Y B G U I E W I

WePlay.Today 
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Need more

UH-OH. Social media was supposed to connect your 
brand with consumers who love you, then amplify 
your message through the awesome power of social 
sharing. But for most brands, that’s not happening. 
Richard Hine discusses how to fix it

Engagement. 

It’s the secret to making a brand 

message stick. It’s the connection 

that helps build a brand’s online 

community. It’s the measurable, 

renewable, multipliable fuel that 

drives social amplification.

But for all the talk about 

‘engagement’, the reality is that 

most brands are terrible at  

actually generating any.

According to Forrester, brands 

achieve less than a 0.1% 

engagement rate on six out of 

seven social networks.¹

The one exception is Instagram, 

with a 4.21% engagement rate.

engagement? 
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Be more

six out  
of seven  
brands  
achieve 
less than  
0.1% 
engagement 
in social 
networks

1. Forrester: Brand Engagement Rates Highest on Instagram, May 2014.

So, advises Forrester, there's 

only one logical solution to this 

problem: get on Instagram quick.

That should solve everything, 

right? Wrong.

The Instagram app doesn’t 

currently allow sharing, or 

‘regramming’. That means the vast 

majority of the engagement being 

generated is a fleeting 'like' on a 

single image, with no amplification 

of the message. The idea that 

this has any meaningful value is 

dubious at best.

What really matters is sharing, 

retweeting, revining, repinning 

and reblogging — interactions that 

expand the audience reach by a 

brand’s content.

playful
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Instead of dumping your currently 

unshared content into the 

unshareable world of Instagram, 

why not start looking for ways 

to make what you’re doing now 

more engaging — and kick your 

competitors’ asses in the process?

First thing to accept is that, on 

social media at least, the barrier 

for brands is high. Except for 

brands we’re already interacting 

with in the real world on a daily 

basis (looking at you, @Starbucks), 

we humans are not generally 

interested in what brands are doing 

or saying on an hourly basis.  

So even if you did get us to like 

you or follow you all those months 

ago, we’ve pretty much tuned you 

out by now.

Fact is, we humans come to social 

media for the same reasons we 

come to any media: to be informed 

and entertained. When we see 

commercials — or slick new forms 

of contextually-relevant  product 

enticements — our default setting  

is ‘skip’.

To be truly engaging, your brand 

actually has to live with consumers 

in the ecosystem — whether it’s 

Facebook, Twitter, Instagram, 

Pinterest, LinkedIn, Vine or Tumblr 

— and be aware of what they’re 

talking about in real-time. That 

means your brand has to work 

nights and weekends, too.  

Because that’s when most of the 

fun happens.

Understanding the 
problem

content
sharing

retweeting

repinning
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The seven habits of  
highly ordinary people

We’re curious

We love to be entertained

We want stuff…

...but we don’t want that thing you’re trying to 
sell us right this moment

We’re easily amused

We love to share

We want to be part of something

1

2

5

3

6

4

7

reblogging

revining
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If you’re not being social on social 

media — if you’re not participating 

in or adding to the conversation 

that’s happening right now — your 

content is still just advertising.

Having a committee approve your 

posts and tweets and scheduling 

them 30 days in advance is not 

going to grab people’s attention 

when #HugYourCatDay is trending. 

Humour helps. 

“Comedy is inherently viral”, says 

comedian Chris Bliss. “People can’t 

wait to pass along that great new 

joke… it can have a real-world 

impact at changing a conversation.”

Try humour. Humans 
like it

#HugYourCatDay

If you’re not being 
social on social media, 
your content is still just 
advertising
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When @IsiahWhitlockJr — the actor 

best known for playing corrupt 

politician Clay Davis on HBO’s The 

Wire (a show that ended in 2008) 

— joined Twitter, The Levity Dept 

helped him announce his arrival by 

playing on his most familiar catch 

phrase:

Sent to just 30 followers, this tweet 

racked up 176 retweets. A week 

later, his first Vine racked up more 

than 800 tweets and retweets, and 

was shared to Facebook more than 

700 times.

More than a dozen websites 

reported on the “Clay Davis Vine”, 

including Sports Illustrated’s Extra 

Mustard, Fox Sports’ Yardbarker 

and others.

Shortly after, Whitlock was invited 

to appear in a Powerade campaign 

starring LeBron James in a role 

that paid homage to his Clay Davis 

character.

judgejames.powerade.com

Sheeeeeeeee-it! Somebody 
persuaded me to join Twitter! 
Now what do I do? I’ll figure 
it out.

Now I gotta learn vine? 
Sheeeeeeeee-it!

A case study: making a 
splash on social media

Think about it: if your content 

strategy is based on ‘authenticity’ 

and your engagement level is 

less than 0.1%, either consumers 

don’t think much of your brand’s 

authentic self, or you’re doing  

it wrong.

Maybe it’s time to stop trying  

to compete with other brands on 

social media. Take a lesson from 

the celebrities, comedians and 

ordinary people who are actually 

generating the kind of off-the-

charts engagement that could 

really make a difference for  

your brand.

Find a way to let real humans post 

and tweet for you in real time. If 

you do it transparently and with 

the right people, you could have 

a lot of fun and not get into too 

much trouble.

Quite simply: do something fun 

and real, in real-time. Or just keep 

testing the content that’s getting 

you less than a 0.1% engagement 

rate. And maybe tweak it slightly.

How to be more 
engaging

Richard Hine
Partner at The Levity Department
www.levitydept.com
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SURPRISE,
delight

and
build consumer 
loyalty and trust
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Michael Wyrley-Birch discusses why 
experiential, as part of an integrated 
communications strategy, is key to 
deepening customer relationships

talking positively about brands and 

products, it comes as no surprise 

that ‘experiences’ are becoming an 

integral part of the best marketing 

campaigns. With social media 

being so ubiquitous, now more 

than ever before, brands are what 

people say they are, based on their 

experiences of that brand.

Successful experiential marketing 

can be short bursts of ‘flirtatious’ 

activity that is memorable for the 

buzz and excitement factor, or 

longer-lasting interactions that 

are memorable for the level of 

participation or ‘play’.

As marketers, we first need to 

understand human behaviour 

and motivations, and what fuels 

people’s basic needs and emotions. 

Sharing is one of those most 

basic behaviours — even before 

babies can talk, they share and 

communicate with their parents by 

pointing at things that surprise or 

delight them. Social media plays to 

this human need, and what people 

share tends to be based on their 

experiences, good or bad.

So, if experiences are the 

foundation of people’s lives and 

conversations, and a core objective 

of marketing is to get people 
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BUZZ & EXCITEMENT
Maintaining these short bursts of 

activity can be difficult, however, 

and brands often look for those 

opportunities to build a longer-

lasting relationship, based on 

mutual trust and loyalty. Much like 

a friendship, you need to invest 

time if you want to get to know 

someone; the same is true for 

brands and their consumers.

Knowing what we do about human 

behaviour and how people respond 

to the unexpected, our pop-up gig 

with Gorgon City, at the end of the 

recent Snowbombing Road Trip 

sponsored by Lucozade Energy, 

is a good example of creating 

buzz and excitement. An intimate 

performance for 500, it played to 

this human emotion of surprise 

and delight, ensuring that the 

whole experience was enjoyed 

by a far wider audience via social 

amplification. The activity has  

since had nearly one million views 

on YouTube.
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Participation & Play
Again, our experience and 

understanding of human 

behaviour shows us that the level 

of participation and relevant 

interactions between people and 

brands builds loyalty. Our work 

with Lucozade Sport this summer is 

an example of how to create loyal 

brand fans through longer-term, 

immersive activity and ‘play’.

As the official sports drink of the 

England men’s football team, 

Lucozade Sport created The 

Conditions Zone, a unique five-

a-side venue and experience that 

gave amateur footballers the 

chance to play in the same heat 

and humidity as Brazil.  

During the two-and-a-half hour 

experience, 14 players took part 

in a 50-minute game while hooked 

up to cutting-edge STATSports 

equipment. This gave them a 

host of interesting data including 

their heart rate, distance covered 

and body temperature, as well 

as communicating the hydrating 

benefits of Lucozade Sport.

Similarly, we have created and 

developed communities such as 

the Nike+ Run Club, which has 

grown to 22 clubs across the UK, 

with 2,000 runners hitting the 

streets each month. A tight-knit 

community of like-minded brand 

advocates and influencers, this 

enables Nike to support its fans 

doing what they love, in a relevant 

and beneficial way.

Experiences are 
becoming an 
integral part of 
the best marketing 
campaigns
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The appetite and demand for this 

‘surprise and delight’ factor has 

permeated every element of our 

daily lives. We’ve seen the fastest 

growth in ‘experiential retail’ over 

the past 12 months, working with 

brands such as Google, Samsung 

and BMW through in-store brand 

environments, interactive window 

displays and pop-up shops.

The desire and need to build 

relationships through the use of 

experiential techniques is now 

moving into the retail space.  

As consumers are making more 

transactional purchases online, 

the offline retail experience needs 

to reinvent itself, adding value by 

educating or entertaining.

Experiential RETAIL

BUZZ & EXCITEMENT
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As customers’ understanding 

of marketing becomes more 

sophisticated and their ability to 

share is enabled, the pressure 

is on brands to create relevant 

experiences that will encourage 

loyalty and trust; authentic to 

the brand and its raison d’être, 

and also to the purpose of the 

experience and target audience, 

whether it is to entertain, educate 

or excite.

While experiential marketing, 

whether short bursts or longer 

immersions, is being recognised 

by brands as an effective way to 

create deeper relationships with 

consumers, it works only as part 

of an integrated communications 

strategy. This is best achieved 

when all agency disciplines truly 

collaborate, with the single-

minded focus on the long-term 

relationship between the consumer 

and the brand. And finally, when 

developing and implementing our 

ideas, we should remember that 

we are actually communicating 

with people, not marketing to 

consumers.

The pressure 
is on brands to 
create relevant 
experiences that 
will encourage 
loyalty and trust

Michael Wyrley-Birch
Chief Operating Officer, TRO EMEA
www.tro-group.com
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The
technology

dilemma
Steve Wymer advocates that the best 
brands will find the harmony between 
being ‘playful’ and ‘cutting-edge’
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A consumer technology brand 

that captures the imagination and 

loyalty of the masses must stand 

for much more than ‘feeds and 

speeds’. Thousands of companies 

aspire to build brands that  

sustain an emotional connection 

with consumers in the middle of a  

cluttered landscape of stiff 

competition and ever-changing 

consumer expectations.

The challenge facing technology 

brands is that ‘playful’ cannot 

conflict with the perception of 

a brand as cutting-edge and 

innovative. Brands must meet 

constantly evolving expectations, 

while avoiding alienation of  

current customers.

Apple’s move from the rainbow 

apple to a modern, sleek chrome 

apple was mirrored in their 

products as they evolved from a 

niche product to a powerhouse 

global consumer brand. This 

change mirrored consumer 

expectations for their personal 

technology at the time — delivering 

a sleeker design with a user 

interface that still included the 

expected ‘friendly’, easy-to-use 

experience of past products. 

With their brand change, Apple 

established what consumers ‘had 

to have’ and the company remains 

at the top of Forbes’ insightful list 

of Most Valuable Brands.
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At TiVo, we deliver the television 

industry a myriad of advanced 

products and features that serve 

the needs of viewers and industry 

partners. But our brand has not 

kept pace with our best-in-breed 

technology. Our challenge is to 

expand the consumer’s recognition 

of our brand and the vastly 

superior experience we offer in 

relation to competitive products.

Consumers continually face clunky 

television/entertainment user 

experiences and countless devices 

that solve for one issue, but not all 

of them. And for pay-TV operators, 

this has perpetuated customer 

dissatisfaction and a volatile 

subscriber base.

While TiVo’s business is thriving, 

the challenge we face in engaging 

new consumers always comes back 

to the immeasurable value of a 

personal experience. Touching, 

feeling and interacting with a 

technology product makes all the 

difference, and will inevitably push 

marketers to increasingly leverage 

opportunities to emphasise 

‘experience’ over ‘tell’.

Exhibits and creative services 

companies are becoming a greater 

piece of the strategic approach to 

surprise and delight an audience. 

The customer’s reaction to a truly 

immersive approach to learning 

becomes a powerful tool in 

building a brand.

The customer’s reaction to a 
truly immersive approach to 
learning is a powerful tool in 
building a brand
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That emotional connection with a 

consumer drives sales, but it also 

maintains the broader association 

consumers feel in relation to your 

company. A successful technology 

brand delivers the promise of 

continued innovation and loyalty. 

Creating the catalyst to buy is, of 

course, the most important piece 

of this puzzle, and also the hardest 

to achieve in today’s crowded 

marketplace of products and 

messaging. 

Observing the arc of brands as 

they emerge, adapt and modernise 

to meet the expectations of new 

audiences is college textbook 

fodder — especially as new 

mediums offer ever-changing 

methods to connect with 

consumers. 

Companies who embrace new 

mediums and show up to engage 

in a daily fight for the attention of 

consumers will see great benefits.

Steve Wymer
Vice President of Corporate Affairs and 
Communications at TiVo
www.tivo.com

The best brands will find the 

harmony between being ‘playful’ 

and ‘cutting-edge’, and be both to 

consumers. But if you must choose 

one… choose ‘cutting-edge’, and 

let the innovative value of the 

products you make earn your place 

in the consumer dialect. The warm 

place people have in their hearts 

for a brand is a less compelling 

reason to buy a product than the 

appeal of an elite product. And if 

you have that elite product, all the 

more reason to gear up and dig 

into the pursuit of earning lifelong 

customers in love with your 

appealing brand.

Touching, 
feeling and 
interacting 
with a 
technology 
product 
makes all the 
difference 
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Playing
with the
senses
Karin Lui Lilani explores how brands in Asia 
can play with senses in order to create stronger 
engagement
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A multi-sensorial experience 
is unforgettable: it generates 
feelings, opinions and 
thoughts in ways words 
simply cannot convey

As I stroll down the street, the 

aromas of garlic, onion, ginger, 

mustard, chillis and other spices 

begin to waft up to my nose. Next, 

I hear a faint crackling sound; 

spices popping in hot oil, followed 

by the clanging of the metal 

spatula as it hits the bottom of  

the well-worn wok. Even before I 

see them, I know food hawkers  

are nearby.

For many Asian consumers, 

these specific smells, sounds 

and sights, and the taste of their 

favourite dishes, evoke strong, 

emotionally-charged memories of 

their childhood, family gatherings, 

eating out with friends, and more.
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Indeed, immersive experiences 

that appeal to our senses of smell, 

touch, hearing, taste and sight 

often leave an emotional and 

even subconscious imprint on 

us. A multi-sensorial experience 

is unforgettable; it generates 

feelings, opinions and thoughts in 

ways words simply cannot convey.   

In many ways, therefore, engaging 

the senses is a form of play. After 

all, play elicits strong emotional 

responses because it satisfies 

many of our most basic human 

needs, including achievement, 

self-expression, collaboration and 

competition, among many others.

In Asia, engaging the senses is 

ever-prevalent. In recent years, 

brands in Asia have been using 

new technologies to play with our 

senses and differentiate themselves 

from their competitors. 

Smell
sight

Touch
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For example, Coca-Cola’s latest 

summer campaign in China 

features lyrics to popular songs 

which are posted on its bottles. 

Coke drinkers can use their 

smartphone to scan the lyrics to 

access an animated music clip that 

can be shared on social media.¹ 

Another example: Japanese grocery 

brand Ebara Foods encourages 

children to eat vegetables through 

its Funfair In Your Mouth app.  

The game asks players to eat 

virtual vegetables while on a roller 

coaster ride, with the computer 

webcam detecting facial motion. 

The app also recognises real 

vegetables and will show fireworks 

on the screen if the camera detects 

a child eating them.² 

Touch
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And in a glimpse of the future, 

Japan’s public broadcasting 

network NHK revealed that 

it’s experimenting with haptic 

technology to virtually reproduce 

objects featured on TV so that the 

blind can ‘feel’ the objects. This is 

facilitated by a ring-like device that 

stimulates touch points on a user’s 

finger so they can feel corners and 

edges.³

This strategy can also be effective 

in engaging Asia’s vast rural 

population (many of whom might 

be illiterate) as well. For example, 

in Myanmar, a country where 

brands are racing to establish a 

foothold, LUX (a soap and body 

wash brand owned by Unilever) 

recently used Incidental Touch 

Technology to infuse LUX’s 

signature scent onto full-page 

magazine inserts in various 

lifestyle and fashion magazines 

such as People, Tharaphu, Myin 

Kwin, and Idea.4 

Sensorial marketing expert Karen 

Stanton of International Flavors 

& Fragrances notes that, “Brands 

need to begin by analysing their 

current brand experience using 

the five senses across all customer 

touchpoints. This means the sound 

they hear when they call your 

office, the smell of your brand, 

your brand visual — colours and 

symbols, how you engage touch 

and feel, and the taste of your 

brand. Brands don’t need to have 

an overwhelming strategy that 

engulfs all of these senses, but 

an objective analysis with your 

customer engagement is a good 

place to start.”

So what are some of the 
key actions that brands 
in Asia can take to better 
play with the senses? 
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Measuring your effectiveness.  

At Hall & Partners, we measure how 

brands ‘play with the senses’ using 

our Engager framework. Within 

Engager, our ‘sensing’ metric is 

specifically designed to capture the 

sensory cues of a brand, to uncover 

the unconscious awareness and 

identify social influence and 

context.

Understanding the cultural context. 

Certain smells, tastes, sounds, 

touches and sights mean different 

things in different cultures.

Ensuring it’s not just a one-off 

experience. Consumers associating 

your brand with distinct triggers 

requires consistent and ongoing 

initiatives to support these 

connections.

OTHER WAYS BRANDS CAN ACHIEVE THIS INCLUDE: 

Karin Lui Lilani
Cultural Investigator at Hall & Partners
k.lilani@hallandpartners.com

1. Campaign Asia, 4  June 2014.

2. Ebara Foods, Funfair In Your Mouth App https://www.youtube.com/watch?v=4LmA0nUNguY 

3. Tech in Asia, May 2014.

4. Campaign Brief Asia, 5 June 2014.

Play elicits strong 
emotional responses 
because it satisfies many 
of our most basic human 
needs 
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 let yo
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r senses run wild…
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We all want to live long and healthy 

lives. As such, we often intend 

to act in the best interests of our 

health. We hope to schedule that 

annual check-up, run that extra 

mile, eat more vegetables, be 

better about taking our medicines. 

But real life is more complicated. It 

is full of competing priorities that 

can make it difficult to make the 

right choices for our health.

Rich Durante believes harnessing 

technology can promote health and 

result in better health behavioural data 

heal thy
Making

For this reason, a major focus of 

public health programmes, and 

healthcare programmes in general, 

is to leverage our understanding 

of the underlying motivations 

of health-related behaviours to 

increase the likelihood that people 

will engage in them. Traditional 

methods for motivating behaviour 

change, such as the Health Belief 

Model, assume people will act in 

100
points
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heal thy
the best interests of their health 

if they are given the proper 

information and a clear path 

toward behaviour change. Yet this 

isn’t always the case, as human 

beings tend to behave irrationally 

— our beliefs and attitudes are 

not always congruous with how 

we behave. For example, one may 

value exercise and healthy living, 

but have difficulty finding the time 

and energy to go for a run before 

or after work. 

Although our choices are 

irrational, these behaviours and 

their influences are predictable. 

An understanding of human 

tendencies, preferences, 

environment, and other influences 

can all serve as tools to nudge 

individuals towards healthier 

choices. 

More recently, perspectives such 

as this have come to the centre of 

discussions surrounding behaviour 

change. Interventions have 

80
points
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begun to form around concepts 

such as Social Norms, the Social-

Ecological Model, and Gamification. 

All are focused on making it 

easier for individuals to make 

healthier choices. Gamification, 

in particular, is an enticing notion 

that is focused around engaging 

individuals in unique ways and 

building on the basic human 

tendency toward play. 

Health-focused companies in the 

private sector have capitalised 

on combining gamification, 

technology and digital media to 

make engaging in health-related 

behaviours both easier and fun. 

Numerous health-related apps, 

websites, and social networks have 

used the core elements of games 

— competition, encouragement 

and, in some cases, an element of 

fantasy — to create engaging ways 

of supporting exercise, nutritious 

diets, and a healthy lifestyle.

The creation of socially interactive 

achievement systems is one of the 

more popular methods of health-

related gamification. Fitocracy 

embodies this by using competition 

help to create engaging ways 

of supporting exercise, 

nutritious diets, and 

healthy lifestyles

Competition, 
encouragement,  
and even fantasy, 

50
points
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and social encouragement to help 

users feel engaged with their 

workouts.

Users log their exercise, complete 

quests, and earn achievement 

badges. A social networking 

component also creates a support 

network where users can seek 

encouragement and share their 

progress. One Google Play Store 

reviewer noted that, “The people 

on this site [Fitocracy] are some 

of the coolest you’ll ever meet. I 

owe a ton of my fitness progress 

and knowledge to these guys.” 

Fitocracy and other programs 

motivate participants by denoting 

status and affirming user 

activities. They also introduce a 

competitive, social element by 

allowing comparison of personal 

achievements to friends or the 

broader community.

The new trend toward wearable 

technology, such as FitBit, also 

highlights how the health sector 

harnesses modern tools to 

influence behaviour. These wrist 

monitors track metrics such as 

steps walked, sleep quality, and 

BMI. The constant presence of 

a FitBit is enough to encourage 

users to be more active, while a 

web platform also allows friends 

to connect and compete with each 

other. As one Amazon reviewer 

wrote, “Over the last 10 months of 

ownership, there have been nights 

FitBit wearable technology
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when I’ve walked circles around 

the living room to get in the last 

of my 10,000 steps for the day…

the physical reminder on my wrist 

remains a friend and a motivation 

to try again tomorrow.”

Other products use different 

types of incentives, which can be 

especially effective for promoting 

adherence behaviours. Some, such 

as Mango Health, provide monetary 

incentives — gift cards and 

discounts to stores such as Target. 

Still others, such as bedsider.org or 

text4baby.org, offer informational 

incentives — sending reminders 

and fun facts regarding particular 

topics (such as pregnancy-related 

health and contraception).

Some applications leverage the 

story lines of video games to more 

explicitly motivate health-related 

behaviours. Zombies, Run!, for 

example, is a unique app that 

creatively pushes people to have 

fun during their run. Users run 

during a zombie apocalypse; as 

they run, they’re given audio 

instructions to complete missions 

and to outrun the approaching 

zombies! The goal is to make 

fitness fun. Playful Bottle also uses 

this strategy to influence water 

intake. Users can play a single or 

multi-user cooperative TreeGame 

where drinking water helps to 

keep virtual trees alive. In these 

examples, entertainment is used as 

Zombies, Run! app
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Rich Durante
Partner at Hall & Partners Health
r.durante@hallandpartners.com

Additional article contributions from 

Lynsie Ranker and Beth Shriber at  

Hall & Partners

an incentive to influence behaviour 

across a broad range of health 

activities.

The whole premise of gamification 

is that making the process 

of engaging in health-related 

behaviours more competitive and 

fun, in turn increases utilisation 

of the apps and tools described 

above. This obviously has 

implications for market research,  

in particular for thinking about how 

to identify and assess drivers of 

and barriers to behaviour. Perhaps 

the biggest question it raises is, 

specifically, what should be the 

behavioural outcome of interest? 

Is it the purchase of the product 

itself, or whether it successfully 

promotes healthy behaviour? 

Drivers of purchase may be entirely 

different than drivers of healthy 

behaviours, yet both of these 

outcomes are of critical importance 

in assessing the potential and 

overall value of a product. This 

is just one example — there are 

other implications as well. Yet the 

critical point is that the advent of 

this intersection between health, 

technology and gamification will 

necessitate newer, more creative 

ways of thinking about market 

research.

40
points

25
points

Entertainment is 
used as an incentive 
to influence 
behaviour across 
a broad range of 
health activities

35
points
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fast
RESPONDING,

SLOW
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One of the things that makes 

understanding consumers difficult 

is the disconnect between self-

reported and actual behaviour. An 

explanation for this is Kahneman’s 

dichotomy between instinctive, 

reflexive System  1 thinking 

and rational, reflective System  

2 thinking — actual consumer 

behaviour is often governed by 

System 1, whereas self -reporting is 

usually more a function of System 

2. However, by using game play, 

it’s possible to yield better insights 

than comparable survey data  

by tapping into instinctual  

System 1 thinking. 

More recently, games have been 

proposed mainly as a better way 

to entertain and engage market 

research respondents, but by using 

real games, you can also generate 

data that is more predictive of 

actual consumer behaviour.  

The gamification fad, on the 

other hand, uses simple tricks of 

behavioural psychology to try to 

get people to do something they 

don’t want to do. The simple fact is 

that nobody needs to be tricked to 

play real games. Let’s take a look 

at a couple of examples:

Amber Brown and Joe Marks of Upfront 
Analytics discuss how using ‘real’ games 
can help better predict consumer behaviour
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Willing to donate 
some amount 
to support 
Wikipedia

Donation = $0 57%

Would you pay for 
Wikipedia?

We all use the non -profit website 

Wikipedia, but are we willing to pay 

for it? We investigated this question 

using our mobile survey and game 

app, The Pryz Manor. We asked a 

straightforward survey question to 

a subset of our US panel: “I would 

be willing to donate this amount 

annually to support Wikipedia: $0, 

$1, $5, $10, $50.” 

This looks pretty good for 

Wikipedia: 43% of respondents 

said that they were willing to 

donate some amount to support 

its mission. The results are similar 

to a survey conducted by the 

Wikimedia Foundation, in which 

33% of US respondents said they 

would donate.

Survey: I would be willing to donate this amount 

annually to support Wikipedia: $0, $1, $5, $10, $50

Donation = $10 15%

Donation = $5 12%

Donation = $1 9%

Donation = $50 7%

Not willing 
to donate 
to support 
Wikipedia
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But then we used another element 

of our app, a game called Slice of 

Life, to investigate further. In this 

game, another set of respondents 

were given a choice of two prizes 

they might actually win. In this 

case, they were offered a choice 

between some cash for themselves 

or a $50 donation to Wikipedia. 

The results were very different: 86% 

preferred a cash prize of $10, with 

only 14% being willing to forego 

the cash so that Wikipedia might 

get a $50 donation. When the ratio 

of cash prize to Wikipedia donation 

was increased in two follow -up 

tests, the percentage opting for 

the donation dropped even further, 

approaching zero when the prize 

and donation were equivalent.

The actual annual donation rate 

for Wikipedia users is less than 1% 

globally. The survey questions were 

obviously ineffective in predicting 

this kind of behaviour, but a game 

like Slice of Life emulates the actual 

decision with much higher fidelity. 

The Slice of Life game instance with 

the equal choice — $50 in cash vs 

$50 donation — is closest to the 

actual decision faced by people 

when prompted for a donation, 

and the behaviour in that game 

was very close to actual donation 

behaviour.

Game: Slice of Life

Prefer cash 
prize of $10

Forego $10 
cash prize for 
Wikipedia $50 
donation

Choose $10 cash prize vs $50 donation

Choose $50 donation vs $10 cash prize

4.3% Choose $50 donation vs $30 cash prize

1.8% Choose $50 donation vs $50 cash prize
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What is the perception of 
General Motors?

For a second example of how 

games can provide more predictive 

data, we considered the news 

reports in April 2014 about 

defective car parts and the total 

cost of the US government’s 

bailout of General Motors. We 

wanted to know if consumers 

were paying attention to these 

negatives around the GM brand. To 

answer this question we surveyed 

some US respondents: “Which of 

these words do you associate with 

General Motors: Buick, defects, 

Cadillac, Chevrolet, recalls, GMC, 

bailout, none of the above?” 

We also presented the same 

word selection to another set of 

respondents in Name Dropper, a 

word  guessing game inspired by 

the parlour game Charades.

The clue  giver selects which clues 

to send to the guesser to help 

him guess the given topic as 

quickly as possible. Clues have 

different time penalties, so the 

clue  giver is encouraged by the 

game mechanic to pick clues that 

are differentiating and useful. 

The available clues also include 

distractor words, to discourage 

mindless selection. The screenshot 

below shows the clues the guesser 

has received, along with a winning 

guess.

Name Dropper is a 

cooperative two-player 

game involving a clue  

giver and a guesser
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In the game, the negative 

attributes were selected at a lower 

rate, suggesting that consumers’ 

instinctive responses have not been 

greatly influenced by the negative 

publicity. And, indeed, sales of GM 

cars have apparently not suffered. 

At the end of the day, business 

professionals need high-quality 

information to help make more 

informed business decisions. 

Amber Brown and Joe Marks 
Co-Founders of Upfront Analytics
www.ufa.ie 

Through the use of real games, 

it is possible to gather data 

on awareness, sentiment and 

behaviour toward products and 

brands at a level of continuous 

engagement that would be 

impossible with traditional  

research methods. 

The percentages of US national representative respondents selecting different attributes for 

General Motors in our survey and in the Name Dropper game. The relative selection of the 

negative attributes is significantly lower in the game, roughly half of that in the survey.

Survey Game
GMC GMC

Chevrolet
Chevrolet

65.5% 58.8%

52.6%
39.8%

Cadillac

Cadillac

Buick

Buick

Bailout

Bailout

25%
28.4%

23.6%

17.6%
22.8%

11.9%
Recalls

Recalls

Defects Defects

15.5%
5.8%

7.3% 2.6%
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PLAY
THAT
PAYS
Gretchen Huestis from Ketchum Change talks 
about why play with purpose is becoming the secret 
weapon of the successful modern enterprise
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In today’s business world, the 

companies that encourage play 

at work will have the competitive 

advantage. This is not only true for 

Google; other companies outside 

the tech industry are also seeing 

the benefits of play at work. The 

Department of Work and Pensions 

in the UK saved $41 million by 

having employees trade ideas via 

an online ‘game’ platform to foster 

innovation,1 and Deloitte saw 

employees complete online training 

courses 50% faster after gamifying 

their learning platform.2

Play is an effective motivational 

tool because it speaks to 

our psychological need to be 

recognised, or give feedback, 

without the risk of being criticised. 

When we play, we are free to fail, 

and are motivated by the potential 

of experiencing the positive feeling 

we get from accomplishing a 

specific task. The act of playing 

also forces us to socially engage 

and, in many cases, gain the trust 

of a teammate, which explains why 

employees that play together, stick 

together.

Gamification is a powerful tool 

for introducing structured play 

at work, with 70% of Global 2000 

companies planning to use a 

1. Game On: Gamification Strategies Motivate Customers and Employee Behaviours, 

Customer Service Excellence Australian Edition #64, p. 15, Liyakasa, 2013.

2. Gamification: The Hard Truths, Huffington Post, 2013. 

companies that encourage 
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gaming application to stimulate 

innovation by 2014.3 The idea is 

to set achievable challenges that 

increase in difficulty as each task 

is completed to stimulate learning. 

Another popular approach to 

fostering play is through office 

design. Pixar does this with its 

studios blending art and science, 

catering to the interests of different 

employees. After recognising that 

the best meetings were those 

that happened spontaneously in 

the hallway, the entire layout was 

designed to foster these ‘forced 

collisions of people’.4

All of these approaches ultimately 

get employees to enter a state of 

‘flow’, where they are focused on 

accomplishing a task and nothing 

else. In reality, they are working — 

but in a structured, focused and 

fun way.

So how do you get started? At 

Ketchum, we recommend creating 

a Play Manifesto that outlines your 

organisation’s approach to play. 

Here are a few ideas: 

3. Gartner, 2011.

4. Take a look inside the amazing Pixar studios, Wei, 2011. 

have
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Children create ‘secret spaces’ where they 

feel safe, freeing them to imagine new and 

different ways of doing things. Work actively 

to alleviate fear in the organisation and foster 

‘safe spaces’. 

Free the organisation  

from fear

Allow employees space for movement and 

freedom to get out of the office, work 

standing, etc.

Move — be active

Encourage employees to think of their 

childhood — which types of play did they 

enjoy: object play, imaginative play, social 

play? Emphasise that no form is more 

important than another. Then allow them to 

find ways in which their preferred play option 

could be done in the workplace.

Go back in your play history to go 

forward

Encourage the learning of new things and 

willingness to be learning again.

Give permission to play
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Unfortunately, some businesses 

still discourage play in the office, 

believing that it is the opposite of 

work. Dr Stuart Brown, a renowned 

American psychiatrist and author 

of Play, says that the opposite of 

work is actually depression.5

Be explicit about the benefits — greater 

trust, more nimble, greater innovation — 

and tie that to the organisational strategy.

Make clear the purpose of play 

for your organisation

Encourage the top leadership to role-

model play. Leading by example will 

crush the notion that play is childish 

and silly, and focus employees on how 

play can really make a difference to the 

business.

Get leaders visible on the 

playground

5. Catalyst Ranch, 2013. “Creative Juice - An Interview with Dr Stuart 

Brown”

Gretchen Huestis 
Managing Consultant, Ketchum Change

www.ketchum.com 

Play with purpose brings people 

together to trust, create and 

grow, and the companies that 

understand this are proving to be 

the innovation leaders of our time.

Provide an environment where people 

can easily practise their preferred form 

of play. Watch out for ‘play killers’ in the 

organisation and help them see their 

impact and shift their behaviour. 

Practise play and reward those 

who nourish it
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Playing at it
The serious game 

of changing 

global businesses
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I run a technology consultancy. 

When a client briefs us, they 

typically ask for serious business 

concepts like ‘productivity gains’, 

‘optimisation’, or ‘streamlining’ 

— but what they really want is 

change. Or more simply, they want 

certain people to do certain things 

differently, in order to create  

that change.

This means that as well as 

understanding tech, we need to 

understand what motivates people 

to behave differently in order to 

deliver a business goal. It is here 

that the seemingly trivial world of 

games has become a key feature 

of how we help shape and change 

enterprise culture.

Before we began to use game 

theory in our apps, frankly, we 

got it wrong for years. We built 

workflows and tasks and email 

reminders into our systems to 

prompt and cajole users to do what 

our clients wanted. And all we did 

was piss them off through micro-

management, while obscuring 

the bigger purpose of business 

change. Users effectively ‘gamed’ 

our systems by doing the least 

amount possible to check the box 

and move on to something  

less irritating. 

Then in 2012, we learned how 

to do it differently. Working with 

the global media and planning 

network, PHD, we developed

Matt McNeany, CEO of Code, discusses 
some key and  repeatable games to help 
shape and change enterprise cultures
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Source. Source is a strategy and 

media planning application that 

allows users working on behalf 

of clients such as Unilever and 

Kraft to identify audiences using 

big data pulls, create campaign 

strategies, and algorithmically 

optimise marketing investment. 

Serious stuff, but Source is written 

as a global multi-player game and 

is currently the largest game-based 

enterprise application in the world. 

PHD staff earn points or ‘Pings’ 

for using the application in certain 

ways, and they earn more points 

for using Source in the way that 

PHD wants them to. For example, 

if you help a team member 

in another office with a client 

challenge, you earn more points.  

The impact of Source has been 

significant. Just after it was 

released, Unilever chose PHD to 

run their global media planning 

we need to 

understand what 

motivates people to 

behave differently 

in order to deliver 

a business goal

business, citing Source as a key 

factor. In all PHD offices now, 

each team is following the same 

strategic methodology, not 

because they are made to, but 

because they want to. 

There is a clear and differentiated 

PHD strategic product that staff 

and clients can see, touch and 

feel. And for Code, it has taught us 

an enormous amount about how 

games create cultures that create 

the change for business success.

So we are converted to games 

because we see them work. Here 

are some of the key and repeatable 

Enterprise Game elements we have 

learned as being core to success: 

Building the culture: “Round here, 

we work like this”. Defining what 

constitutes culture is a challenging 

task. Culture exists in the small 

day-to-day behaviours that teach 

others what is acceptable, what is 
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Points make (more than) 
prizes

Most games need a means to keep 

score. Within Source, users earn 

points or ‘Pings’ for the actions 

they take. When you complete 

an action in Source, you see your 

score instantly go up. Certain 

actions, for example requesting 

help from colleagues by throwing 

out a challenge or helping another 

colleague crack a brief, will earn 

you more Pings. We can encourage 

people to join in by adding double 

Pings for certain activities. All 

of these give the user instant 

feedback that they did a good 

thing; a much greater motivator 

than checking an item off your to-

do list. 

valued and what is not within an 

organisation. Culture is inherently 

‘social’ and creating positive 

enterprise cultures is the holy grail 

for many enterprise social tools.

Source, and gamified systems 

in general, are very effective at 

establishing these culture cues. 

They are, by definition, social and 

collaborative, with teams working 

towards a common purpose. They 

clearly and simply demonstrate to 

everyone what the organisation 

regards as important and valued. 

Humans generally want to fit in 

and belong to organisations, so 

they copy these behaviours, further 

building the culture. When they use 

the system and play the game, they 

are ‘part of the team’.

Source shows everyone in PHD 

the actions that their colleagues 

are performing in the system. The 

effect is to show a global business 

united around a single approach.
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•Each player has a rank on 

a leaderboard that allows 

comparison against colleagues. 

The leaders within each office 

and globally are displayed on 

real-time boards in every PHD 

reception area.

•Each player has a profile showing 

their strengths and weaknesses 

within the game.

Benchmarking and 
recognition

Any management guide will tell 

you people benefit from feedback, 

and positive encouragement is 

a powerful motivator. The game 

within Source provides multiple 

ways for players to access feedback 

and check their progress:

•Players can be given an ‘Amazing’ 

— a virtual pat on the back from 

PHD’s global leadership.

•Players earn badges for 

developing key skills such as 

thought-leadership or innovation, 

identifying them as top 

performers within the business.

•Each office also appears on a 

leaderboard, creating friendly 

rivalry between PHD offices based 

on who can contribute more to 

strategic collaboration.
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Matt McNeany  
CEO of Code
www.codeworldwide.com

Learn through play

An often overlooked (but seemingly 

obvious) element of game theory 

is playfulness — after all, games 

should be fun, right? Within 

Source, we ask users to manipulate 

some sophisticated concepts and 

data, for example optimising a 

media plan for a dozen different 

audience segments across eight 

media channels in 20 markets, 

to create an investment plan that 

delivers maximum revenue. Rather 

than present users with a mass 

of tabulated data, the app gives 

them highly interactive screens 

with wheels to spin, concepts to 

drag, and a chance to outplay the 

algorithmic optimiser. It’s not quite 

Candy Crush, but it is enjoyable.

By providing playful interactive 

screens, we are giving our users 

permission to try out new ideas 

and strategies in a creative, low-

risk context — which is exactly the 

type of innovative thinking that 

PHD wants its teams to deliver to 

their clients.

Start here — how to build 
your game

No marketing white paper is 

complete without reference to 

Maslow, but a slightly revisionist 

interpretation can give us a 

reasonable starting point for the 

elements required to create an 

effective enterprise game:

I am not a ‘gamer’. I’ve never 

owned a PlayStation and I don’t 

play games on my mobile. Gaming 

within business applications at first 

looked trivial to me — but I was 

wrong. Building the right game is 

a powerful means to connect team 

members to business goals, while 

delivering a positive experience  

for all.
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Work, PLAY
& LUV
The Customer Intelligence Team at Southwest 
Airlines shares some of their experiences with us
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“We’ve told new hires the same 

thing for years — we want them to 

take our business seriously, but we 

don’t want them to take themselves 
too seriously. I hope all of our 

people know how central they are 

to any success we’ve had.”1 

1. Ken Blanchard and Colleen Barrett, Lead with LUV: A Different Way to 
Create Real Success, Pearson Education, 2010.
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Strong corporate cultures are 

hard to build, and even harder to 

maintain. The balance between 

fun, play, communication and 

motivation is hard to strike.  

Few organisations really get  

it right. 

At Southwest Airlines, we 

endeavour to create a culture that 

fosters dedicated, passionate and  

loyal employees. 

Activities such as ‘Monday night 

deck parties’, which are hosted by 

different departments on rotation, 

are an enjoyable and relaxed way 

to introduce new hires to co-

workers from various other stations 

and headquarters. There are also 

inter-department Halloween skit 

competitions that are judged by 

executives, and ‘The Last Chilli 

Cookoff’ — initially intended as a 

one-time only affair — continues 

on after 41 years and pays homage 

to our Texan roots.

We also aim to keep the customer 

at the heart of everything we do. 

It is important for us to share 

our playfulness with customers 

in a way that enhances their 

experience, rather than detract 

from it. When flying Southwest, it 

is not unusual to hear our flight 

attendants doing stand-up comedy 

or singing songs. You may have 

also heard about Live @ 35 or 

our infamous Wanna Get Away 

campaign.

The balance 
between fun, play, 
communication 
and motivation is 
hard to strike
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Behind our steady growth is 

consistency in communicating 

the vision and mission to all 

stakeholders:

So where does Customer 

Intelligence come in?

Although the customer has always 

been at the centre of all decisions 

made by SWA, the growth of 

the company, the expansion to 

new markets, and ever-changing 

intricacies in the airline industry 

have led to the creation of CI as its 

own department in 2007. Seven 

years later, this team consists of 

four leaders and one senior leader. 

So, in an effort to have each team 

member to share the fun and 

play about their job, I asked the 

following question: 

To become the world’s most  

loved, most flown, and most 

profitable airline.

To connect people to what’s 

important in their lives through 

friendly, reliable and low-cost  

air travel. 

Where do fun and play sit within 

your job, and what are some best 

practices you’ve discovered?

Mission

VISION
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2. Ed Catmull and Amy Wallace, Creativity, Inc., Random House, 2014.

You’ll never stumble upon the unexpected if you stick 

only to the familiar. In my experience, when people go 

out on research trips, they always come back changed²

ISAAC 
COMMUNICATIONS 

Given that much of my work focuses on the personification of 

the SWA brand, creativity, ingenuity and close relationships with 

departments charged with bringing the brand to life are imperative. 

Research conducted with our brand ambassadors and prospective 

customers for a new campaign or sport partnership needs to be 

innovative. Given the subjectivity of interpretation when it comes to 

creative metrics, I have found the following to be helpful:  

1. Invite people to join the research (early on) and let them opine 

(sometimes even on methodology). 

2. Always be transparent with your customers; they also want to 

have fun. 

3. Deliver results with visual storytelling. Brands are no longer just 

products or services; they cannot be human but are expected to 

behave with human-like characteristics — closing this gap is the 

great creative challenge.
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MATT
CUSTOMER EXPERIENCE 

When I hire a new employee, culture fit comes first. Training can 

develop necessary skills, but the natural curiosity and excitement 

necessary for an employee to embody the brand and understand 

the Southwest experience cannot be created. The brand is the 

elusive intersection of efficiency and fun; it’s not always rational and 

it’s often not easy to quantify. However, it is still one of our daily 

responsibilities to constantly monitor customer feedback about their 

journey, including somewhat intangible elements like friendliness 

and authenticity, and push it to the front lines. We would also 

never presume to know all the specific elements that could delight 

customers, so we give the customer plenty of chances to elaborate 

with open-ended responses. Then their feedback can be viewed by 

anyone in the company, thus further encouraging all employees to 

put culture fit first. 

LAURA
POLICY 

I am supposed to write about our policies. Essentially rules. How 

could rules be fun? People think of rules as the policies established 

to make things less fun. But that’s not true at Southwest. Even 

when determining our policies for customers, we keep in mind the 

culture. Any new customer policy being considered or any old policy 

up for revision is put through a brand filter, and the first layer of 

that filter is, “Will our employees still be happy and productive?” To 

ensure we keep a strong culture and give our employees the feeling 

that they are empowered to help our customers (and, on occasion, 

have flexibility to break those rules), we must first consider how the 

employees will feel about implementing and enforcing this policy. 

If we believe they can get behind it, that is when we will take it to 

research to let the customer weigh in on if they think it is a fit for 

the Southwest brand. 
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ALISSA
SENIOR LEADER 

How do you keep your team inspired and motivated, but focused on 
the big picture? 

As you may have inferred after hearing from my team above, they 

are not folks who necessarily need me to go to great lengths to 

inspire them. A mantra here is “hire for attitude, train for skill”. The 

most important factor is hiring a team of people who connect with 

the brand naturally as a source of inspiration, who fit the storied 

culture, and whose hearts you can feel will compel them to work 

well with each other. Then motivation comes internally, through 

their passion. They are self-motivated to do right by our company 

and our customers; combine that with their stellar research and 

analytic skills, and it’s all just ‘chemistry’. As what we like to call a 

‘Servant Leader’, my role is to keep them connected to the company 

vision, to paint a clear vision for the team itself, and to ensure the 

significance of each project is apparent. My stellar folks make the 

magic happen from there.

DREW
ANALYTICS 

For many people, the words Customer Intelligence Analyst 

probably bring to mind images of pocket protectors, thick-rimmed 

glasses, and Velcro shoes. And while it’s true we probably know 

more advanced mathematics than your average Joe, that doesn’t 

necessarily mean we don’t want, and need, to have a little fun at 

work. If anything, our chosen profession requires us to ensure that 

we do make time to have fun in the office. I’ve found that all of us 

(self-proclaimed) nerds are more productive, and generate better 

insights, when we take the time to stand up from our computer 

screens and distract ourselves from our seas of data. The clearing 

of the eyes and mind, if only for a minute or two, really does do 

wonders for the data analyst.
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Isaac primarily works with 

advertising, market planning, 

diversity and inclusion, and 

customer engagement and national 

strategic partnerships teams, 

providing research and insights 

for customer communication. He 

teaches Foundations of Marketing 

and MBA and researches CCT 

(Consumer Culture Theory). 

Laura is one of the original 

members of the Customer 

Insights (now Intelligence) team 

at Southwest. She has focused 

her time on the launch of the 

new Rapid Rewards programme, 

AirTran Integration, and fare 

product and ancillary development. 

Matt focuses his research 

on customer experience and 

satisfaction, NPS, products, and 

loyalty. He also taps his past 

experience with other areas of 

Southwest, including digital 

analytics, revenue management, 

and pricing. 

Drew focuses his work primarily 

on customer-level transactional 

research and analysis. He strives to 

transform the mountains of data 

created daily by the operation of 

the airline into consumable and 

actionable insights.

Alissa moved to SWA from Pizza 

Hut in 2007 to help start the 

Customer Insights team, now 

an integral function of customer 

strategy and business decision-

making. Since 2013, she’s helped 

start the Customer Intelligence 

function, integrating Customer 

Insights with Database Marketing 

into a new centralised hub for all 

customer learning. She is now 

participating in Southwest’s senior 

leadership training programme, 

Managers in Training II. 

ISAAC MUÑOZ, PhD

Customer Intelligence Manager 

LAURA SUDLOW

Customer Intelligence Business 

Consultant 

ALISSA JAQUISH 

Senior Manager of Customer 

Intelligence 

MATT JENKINS

Customer Intelligence Manager 

DREW HILTON

Customer Intelligence Manager 

The Customer Intelligence 
Team
Southwest Airlines
www.southwest.com
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Pass a plane to a colleague and let your imagination take 

flight, just be careful you don’t give them a fright…

Fold the ends up for 

better aerodynamics!
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Use your little screen  
to get more from the 

Joe Evea discusses creating playful experiences 
for the connected consumer at the cinema

big
screen
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Cinema is unquestionably the most 

emotionally impactful medium on 

earth. For sheer size and scale, it 

is hard to beat the seduction of the 

very best storytelling, recreated by 

the best directors, envisioned with 

the most cutting-edge production 

techniques, and played out to the 

highest audio visual standards 

in state-of-the-art comfort 

surroundings.

It is an environment in which we 

can truly lose ourselves, create 

our own aspirations and engage 

with the content on the big screen, 

whether that’s the latest sci-fi 

blockbuster, action thriller, fantasy 

or romcom release. 

At the same time, we now live in 

the era of the connected consumer, 

where mobile and the appetite for 

two-way interaction are realities. 

It is hard to beat the  
seduction of the very 
best storytelling 

Cinema offers consumers the 

same escapism as gaming — it’s 

just as universal in its appeal; yet 

until the advent of digital, the 

opportunity to create that two-way 

link and interaction between the 

big screen and the cinemagoer was 

unchartered territory.

Cinime was therefore conceived 

and created by cinema for cinema 

to deliver a dynamic new second-

screen experience to plug into 

the passion point of film, and to 

enable brands to engage with and 

entertain people before and after 

the movie. The media industry has 

to adapt to changing consumer 

behaviour, given the ubiquity of 

the mobile and the necessity of 

providing brands with deeper and 

more meaningful opportunities for 

consumer conversations.

96 PLAY » BIG THINKING ON BRAND PARTICIPATION



The ability to link the little screen 

to the big screen is facilitated 

by a clever audio watermarking 

technology, developed by DCM’s 

technology partner Yummi, which 

seamlessly connects mobile to 

on-screen content without the 

need for Wi-Fi or mobile network 

coverage. An inbuilt image-

recognition reader allows app users 

to interact with printed materials or 

posters, bridging the gap between 

the big screen and other media, as 

cinema evolves into a  

multi-platform offering.

We now live in the 
era of the connected 
consumer, where 
mobile and the appetite 
for two-way interaction 
are realities

For the cinema industry, this raises 

the dichotomy of preserving the 

sanctity of a traditionally  

mobile-free big screen oasis, while 

responding to audience demand 

for interactivity, added value and 

rewards. The cinema industry 

and Digital Cinema Media (DCM), 

as media owners, could choose 

to ignore this trend, or attempt 

to ban mobile use. Or we can be 

pragmatic, embrace it and ensure 

an element of control that will 

enhance and enrich the overall 

cinema-going experience.

Cinime allows brands to establish 

a two-way experience with the 

audience before, during and after 

their cinema trip through rewards, 

offers, bonus content and other 

benefits. At the same time, the app 

has been designed to complement, 

not interrupt the cinematic 

journey. For example, the low-light 

emitting interface ensures minimal 

disturbance for other cinemagoers, 

the app is silent, and all rewards 

and treats remain locked until the 

film is over.
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One good example of a brand 

embracing the playfulness of 

Cinime is BMW, which ran a three-

week interactive screen time 

campaign promoting the new 

BMW 2 Series Coupé earlier this 

year. Cinemagoers used Cinime 

to pick the perfect driving line, 

acceleration, and braking point 

into a corner. The fastest to select 

the correct answers and register 

for the competition were invited 

to participate in a track day racing 

BMWs, and the winner of the track 

day will be named BMW’s Ultimate 

Driver and test-drive every new 

BMW model released over the 

course of a year.

Over 25,000 people took part, 

and 25% of them went on to find 

out more, directly from the brand. 

What I like about this campaign is 

that it has given the audience an 

opportunity to use their mobiles in 

an entertaining way, and it’s given 

BMW the opportunity to engage 

with prospective drivers using the 

combination of the impact of the 

big screen and the intimacy (and 

recentness) of the small screen.

It has given the 
audience an 
opportunity to use 
their mobiles in an  
entertaining way
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Recent Cinime campaigns from 

advertisers such as PlayStation and 

Three mobile showed a similar 

deeper brand engagement. Film 

fans could use Cinime to play along 

in The PlayStation Big Screen Quiz 

to win treats for their next cinema 

trip, while 70% of users exposed to 

Three’s Sing it Kitty on-screen ad 

went on to interact with the bonus 

mobile content they unlocked.

DCM is in the early stages of its 

forage into the second screen, but 

results so far suggest that there is 

a great opportunity to offer a more 

exciting and engaging environment 

for audiences and brands alike.

Joe Evea
Commercial Director at  
Digital Cinema Media (DCM) 
www.dcm.co.uk

70%
interact with 

bonus content
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The

map
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Soraya Amorim encourages getting the brief 
right in order to create the most impactful 
visualisation and design

Whenever I’m talking with 

colleagues or design enthusiasts, 

there’s always a common theme 

that surfaces: how to use visuals 

to engage an audience in a world 

flooded by information. Emails, 

feeds, news, messages, social 

media, presentations — all trying 

to get your time and attention.

In our busy environment we are 

surrounded by simultaneous 

inputs, which can make capturing 

the attention of the audience 

a hard task. Time is crucial to 

everyone. So how do you convince 

the audience that what you are 

going to show them is worth their 

time? How can design help you  

to engage?  
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Every interaction 

with your audience 

is an experience, 

whether it is verbal 

or visual

Think entertainment. Every 

interaction with your audience is 

an experience, whether it is verbal 

or visual. We have all heard about 

various presentation techniques, 

we have declared “death to 

PowerPoint”, we all want to be 

brilliant storytellers. In a world 

with lots and lots of data, we are 

keen to eliminate heavy data charts 

and graphs — distilling down the 

key messages and creating varied 

visualisations and infographics 

using the talent of designers and 

fancy software. 

But before we start to play with 

the graphic tools, we must first 

think about the story. How do 

you want it to be perceived? What 

information is most important? 

What are the desired calls to action 

for this piece?

A briefing is like a treasure map 

to a good story. Identifying the 

narrative is one of the most 

important steps to a design that 

entertains. Some struggle to find 

their way to the story, but it is 

always there. 
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To overcome this, in the next 

pages I propose a little game. The 

idea is to identify who you want to 

speak to (someone), what you want 

to show them (something), and 

what kind of narrative is involved 

(somehow).

They are some core questions 

that will lead you to discover 

what information is important to 

consider as part of your project, 

and the best way to tell your story.

This is neither a complete nor a 

perfect briefing, but it will certainly 

help to develop your content into 

a meaningful story that resonates 

intellectually and emotionally with 

your audience. 

Building a bridge between 

information and an audience 

can be done powerfully through 

visuals. Designers are able to 

translate the story, but it is 

the collaboration between all 

parties that will identify the most 

compelling narrative. We know that 

information has power and, with a 

good story, can be remarkable.

Someone

Something

Somehow
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Someone

Where would you position your audience?

Conservative Creative

Are you new to the audience? Y N

Does the audience know the 
content you will present? Y N

What does the audience value most (related to your project)?

eg, to be objective, to be creative, to use visuals, to see all the details, etc.

What does the audience want / expect?

What does the audience dislike most (related to your project)?

eg, to be superficial, lack of personality, minimalist visuals, etc.

treasure

The

map

creative
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Somehow

Something

What is the nature of your content? 

What is the key message of your content? 

What do you want the 
audience to see first?

and second?

and third?

What is the 
impression you 
want to make?

What is the tone 
of your message?

What is the call 
to action?

eg, sales, report, communication, entertainment, etc.

eg, surprise, intrigue, to amuse, etc.

Now bring all of these answers to a briefing 
meeting with your team, and if relevant, to a 
designer that will help you with visualisation.

Soraya Amorim
Brand Director at Hall & Partners
www.hallandpartners.com
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Connect with us
Wherever you are, we work there too. And we 

hope to hear from you. We’re ready to start a  

new conversation and help you build 

relationships that matter.

Contacts

BOSTON » boston@hallandpartners.com 

CAPE TOWN » capetown@hallandpartners.com 

CHICAGO » chicago@hallandpartners.com 

DELHI » delhi@hallandpartners.com 

DUBAI » dubai@hallandpartners.com 

JOHANNESBURG » johannesburg@hallandpartners.com 

LONDON » london@hallandpartners.com 

LOS ANGELES » losangeles@hallandpartners.com 

MELBOURNE » melbourne@hallandpartners.com 

NEW YORK » newyork@hallandpartners.com

SALT LAKE CITY » saltlakecity@hallandpartners.com 

SEATTLE » seattle@hallandpartners.com 

SHANGHAI » shanghai@hallandpartners.com 

SINGAPORE » singapore@hallandpartners.com 

SYDNEY » sydney@hallandpartners.com 

TOKYO » tokyo@hallandpartners.com 

www.hallandpartners.com
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