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    elcome to the first issue of engage, which brings you some of the latest W  thinking on engagement from marketing's sharpest minds. We hope it's a 
useful source of inspiration and ideas.

Every day, the world of technology, brands and communications is evolving around us. 
Digital communications are opening up a myriad of new ways to connect and engage, 
while new thinking from brain and social science lends fresh insight into the ways people 
build relationships with brands.  

This magazine is a natural extension of our own passions. We're fascinated by the 
relationship between people and brands and what we call 'Social Emotion' – the inner and 
outer forces that shape who we are and what we choose. 

We've always challenged the traditional and conservative attitudes that dominate the 
research world. This is increasingly important given the rapidly-changing world we live in.

We hope you enjoy reading Sarah Morning's perspective on how technology opens us up 
to brands. While Faris Yakob urges brands to engage and interact at a deeper level than 
ever before. We like Mark Earls' passionate appeal to appreciate our "amazing ability to 
learn from those around us".

Connect, participate, engage »
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Laurence Green makes a strong case for nurturing a product, brand or category truth 
to drive engagement. Sir John Hegarty champions the power of irreverence to keep 
us creatively fresh in our approach. Finally, Jeff Brazell talks engagement's Holy Grail: 
loyalty. There's no end of insights from our experts.

At the center of the magazine, we describe how our Engager™ framework explains 
the success behind some of the world's leading and most engaging brands. For us, it 
represents an important leap forward in understanding how people build relationships 
with brands in this complex world of engagement.

We all hope all these articles engage you.

Vanella Jackson, Global CEO, Hall & Partners

engage
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Engagement must be 
purposeful, or else 
it’s just creative fluff

!
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"I once killed a man." 

They're the five little words that must 

have broken a brand manager's heart, 

and maybe her belief in social media, 

popping up as they did for all to see on 

a site developed by British bread brand 

Kingsmill to allow consumers to share 

their confessions. 

Built on the wafer-thin premise that 

"everyone struggles to resist temptation 

at some point, like tucking into your 

sandwiches just before lunch", the site 

proclaimed that "your confession could 

feature on our packs". I suspect this one 

didn't make the cut. And, apart from 

providing a vaguely explosive introduction 

to an article about engagement, it's 

relevant to the point I hope to make.

We're living through the most exciting era 

in comms in 50 years. Though it's fast 

approaching its use-by date, what I'll call 

the 'digital revolution' of the last decade 

Laurence Green believes in the 
power of old and new to build 
brands and drive sales ... but only 
if executed with the right mix of 
flair and caution

The 
Bathwater 
        Blues
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is our generation's equivalent of the TV 
meteor that hit planet Brand-Building all 
those years ago.

I don't intend to advance any new theory. 
There's plenty of that around, and maybe 
even too much. Instead, I'd like to draw 

some conclusions from experience, 
unfashionable as that has become. I still 
believe in the power of old-fashioned 
advertising ideas to build brands and 
drive sales. But I'm also a believer in social 
media's potency, cultural and commercial. 

I've seen the 'Balls' commercial we created 
for Sony take life on Flickr (on day one of 
the shoot in San Francisco) and change the 
potential arc of a campaign forever. I've 
seen the 'Gorilla' commercial we wrote for 
Cadbury 'go viral', arguably the first 'Mom 
and Pop' brand to do so but – note well 
–  after, not before, a multi-million pound 
media buy. 

On the other hand, I've seen the 

discontinued Wispa bar return to 

bestselling status thanks to a Facebook 

campaign for its re-introduction, one that 

we spotted, engaged with and nurtured. 

 

I still believe in the 
power of old-fashioned 
advertising ideas to build 
brands and drive sales 

 

All these examples are instructive as we 

go about the business of engaging the 

modern consumer to grow or defend our 

brand. It's the last half of that sentence 

that's the most important, and too often 

forgotten. Commercial engagement must 

be purposeful, or else it's just creative 

fluff and discredits us in the boardroom.

Against this benchmark, I see too many 

crimes against responsible brand-building 

in the modern era. Too many 'advertising 

ideas' thoughtlessly driven down into 

engage
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social media. Too many digital ideas that 

don't seem to have enjoyed the same 

professional scrutiny that traditional 

advertising does during its development. 

(There are, of course, exceptions and I 

salute them all.)

I believe brands can be built in a myriad of 

different ways, across media old and new. 

But right now – dazzled perhaps by the 

possibilities of the new creative canvas  

– I believe advertising development is too 

cautious, and some digital investment not 

cautious enough. 

 

I believe brands can 
be built in a myriad of 
different ways, across 
media old and new 

 

I cling to two simplistic tests of every 

new idea in whatever guise. Is it original? 

And then, crucially, is it appropriate (to 
brand, category, the opportunity, the 
moment, the task)? I ask these questions 
in that order to dodge the tyranny of 
appropriateness: the tired old work that 
fails to truly engage and will never leap 
from one space to another of its own 
accord, and certainly never win 'free 
media'. But it's equally important not to 
fall in love with something that's original 
but plainly inappropriate. 

Right now there's too much appropriate 
but unoriginal advertising, returning less 
to its investors than it might, and too 
much original but inappropriate digital 
activity, quite possibly returning nothing. 
'Balls', 'Gorilla', Wispa, VW 'Darth Vader', 
Nike 'Write the Future', all original and 
appropriate. An online confessional from a 
bread brand? Pepsi 'Refresh'? Discuss.

My tips are simple ones, I hope helpfully. 
Never lose sight of why you're chasing 
engagement (if indeed you are) and for 

Original 
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what commercial advantage. It's easy to 

see how an idea might engage, less simple 

to be confident that it will turn business 

wheels. So ask yourself how it will do this. 

Sketch a mental model of how it will work.

Drive for originality in your advertising. 
Good research can be your friend here. 

Use social media appropriately. (Ditto.) 

 

Never lose sight of 
why you’re chasing 
engagement 
 

Don't presume that people will engage 

with your advertising idea in a social space 

just because you've squeezed it to fit. 

Much better to nurture a product, brand 

or category truth – an existing behavior 

if you like. Consider even whether your 

social idea could 'bubble up' to become 

your advertising idea. 

Feeling more bullish? Then tilt at the 
Holy Grail: the idea that genuinely works 

in spaces far and wide. That interrupts, 

engages and invites participation. That's 

original and appropriate. That builds the 

brand and wins boardroom respect. 

These are few and far between, but they're 

out there! Good luck.

Laurence Green is Founding Partner of 101 

and was one of the Co-Founders of Fallon, 

London. www.101london.co.uk

Appropriate

engage
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So goes the current thinking. Forget 
all that push stuff we can't break 
through. There's too much clutter, too 
many channels, too many brands, and 
30-second spots don't work anymore 
anyway. Everyone either gets up for 
snacks during commercials or screens 
them out with TiVo. I'll use the web 
instead, and then consumers will seek me 
out and bathe in my brand to their hearts' 
content.

Well, maybe. But with more than 80 
million websites out there and a new blog 
created every second, the web has become 
more cluttered and fragmented than any 
other medium. It's no longer enough for 

a brand to use digital communications 
merely as a platform to deliver a message 
or create an experience. Now smart 
brands take it a giant step further: "They 
strive to make their communication 
channels provide a service value, too."

Or so I co-wrote for an article in Media 
magazine that was published on 
September 1, 2006, 25 days before 
Facebook was opened to people outside 
of academic institutions and three months 
before the iPhone was announced. We 
were hinting at what became known as 
'branded utility'. But it could perhaps 
be put under a bigger concept: earning 
attention – using pieces of brand-created 

Engagement’s the thing wherein  
I’ll catch the attention of the  
consumer! Faris Yakob comments
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software as the primary examples (we 

called them 'advertools' but the term 

'branded applications' is much better).

Now, of course, branded apps are 

commonplace – but earning attention 

is increasingly difficult. And so we 

have begun to trade an obsession 

with awareness for an obsession with 

engagement. We live in an oft-heralded 

age of engagement, but we should 

remind ourselves that brands don't 

want engagement, or awareness, or 

relationships, except as a means. 

As Clay Shirky says, "Behavior is 

motivation filtered through opportunity" 

– and technology has changed the 

opportunity space dramatically. 

But the motivation remains the same: to 

create markets, to stimulate demand, to 

maintain price inelasticity of demand so 

that people will happily pay a premium for 

products that operate at functional parity. 

Engagement simply indicates, perhaps, 
that those ever-fickle consumers were in 
fact paying attention to our efforts. The 
greatest fear of advertising was that in the 
face of infinite 'clutter' (the charming term 
we use for everyone else's advertising), we 
would just be ignored. 
 

It’s no longer enough 
for a brand to use digital 
communications merely 
as a platform to deliver 
a message or create an 
experience 
 
Engagement covers a lot of different 
ideas – as evinced by the various facets of 
the Engager™ methodology – but online 
engagement is most often measured 
by looking not at how many people had 
the opportunity to consume our brand 
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Engagement simply 
indicates, perhaps, 
that those ever-fickle 
consumers were in 
fact paying attention 
to our efforts
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in some form, but rather what impact 

this touchpoint had on their immediate 

behavior (time spent with a site or story 

or application, comments and approval, 

re-Tweets and so on). This is definitely 

a marked improvement. Looking at 

behavioral intermediate effects, in a world 

where everyone can both consume and 

produce content, seems sensible. 

Put it this way: if a piece of branded 

anything falls in the woods and no one 

Tweets about it, did it have any effect?

Speaking of Facebook, engagement there 

is crucial because of EdgeRank – the 

algorithm that determines what surfaces 

in your newsfeed, which, in part, is a 

function of how often you have engaged 

with the brand page, tabs and content. 

Thus, if you want your brand content to 

accrue socially-generated impressions 

via Facebook, you have to learn how to 

engage followers on an on-going basis, 

a cadence that is very different to the 

campaign deployments of old.

Whilst considering how to better engage, 

remember this. Despite the fact that 

consumers are inherently participatory 

online, open letters to advertisers like this 

one – www.bit.ly/blogopenletter – serve 

well to remind us that many people do not 

want to engage with us exclusively in the 

creation of branded content. Unless we 

provide them reasons to do so. 

As ever, the onus is on us to find 

compelling ways to earn the attention of 

the consumer.

Faris Yakob is the Chief Innovation Officer 

at MDC Partners' kbs+p and a Founding 

Partner of Spies&Assassins, the mysterious 

creative technology boutique. farisyakob.

typepad.com and follow on Twitter: @faris

engage

e



20

engaging  campaigns
Engaging campaigns »

Tesco ‘Homeplus’

I love the way Tesco blended advertising 
and shopping in South Korea by setting 
up a virtual supermarket store in a metro 
station. The virtual store engages in a 
number of ways – it's fun to interact with 
as well as being useful and practical. 
You can place an order while waiting for 
your train by simply scanning products 
on your mobile phone, and the groceries 
will be delivered right after you get home. 
Through such a clever and creative idea, 
Tesco has quickly risen to number two in 
their category in South Korea.

Josh Shames, Partner, H&P Chicago

American Express ‘Small 
Business Saturday’

This campaign was the perfect blend of 
CSR and engaging consumers – both with 
the brand and with the local community. 
AMEX rewarded members for shopping 
at local small businesses on the Saturday 
after Thanksgiving, giving them $25 
credit as a gift. This provided both the 
community and customers a boost. The 
campaign has had tremendous success in 
the US.

Laura Sigman, H&P PR and Marketing 
Director, US  
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engaging  campaigns
Orbit  ‘Dirty Mouth’ 

Who doesn't enjoy swearing? Probably 
lots of people, actually. What if you could 
replace swear words with outrageous 
but 'clean' alternatives? In Orbit's long-
running 'Dirty Mouth' campaign, the brand 
'purifies' swear words by introducing 
their 'cleansing' gum. I'd bet money that 
it's impossible for someone to view this 
campaign and not laugh immediately. It's 
great to see them coming up with new 
expressions around the 'Dirty Mouth' idea 
that keep this campaign fresh and talked 
about.

Jody Kravett, Project Co-ordinator,  
H&P Los Angeles

Lonely Planet Travel  
Videos with Natalie Tran
 
Lonely Planet's collaboration with 
Australian YouTube superstar Natalie 
Tran is an interesting case study of how 
social media is changing advertising. In a 
campaign that's anything but traditional, 
the engagement is created by Natalie 
herself – a 'real person' rather than a 
company – whose original content and 
audience interaction creates an engaging 
two-way dialogue.  

Nicola Hepenstall, Managing Partner, 
H&P Australia

engage
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Brain science played an important 
role in the creation of Hall & 
Partners’ Engager™ thinking. As 
Global CEO Vanella Jackson says, 
“Scientists tell us the brain is 
designed to be social, emotional 
and reasoning and that these three 
functions compete in a messy, 
complex decision-making process. 
We’re focused on understanding 
how ‘Social Emotion’ drives brand 
engagement”
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I run a research laboratory where we 

study the human brain. We're at an 

amazing point in history where we're 

the only species, as far as we can tell, 

that's become so sophisticated that we've 

thrown ourselves headlong into the game 

of figuring out our own programing.

The brain's made of billions of neurons, 

and these cells are connected to each 

other in such density that if you were to 

take just a little chunk of neuron tissue, 

you'd have as many cells as there are 

stars in the galaxy. It's an enormously 

complicated system. The really interesting 

part to me is the fact that this colossal 

operating system does most of its work 

'under the hood', completely silently, and 

you don't have access to what's going on 

down there. Take, for example, moving 

your arms. It seems completely effortless, 

right? But, in fact, it's underpinned by a 

lightning storm of neuroactivity that drives 

this action. You don't have any awareness 

of the neuroactivity and, if it weren't for 

biology, you wouldn't even have reason to 

suspect the existence of muscles, nerves 

and electrical signals. All that stuff is 

totally invisible to you. 

It turns out that everything you do 

– whether it's making a credit card 

transaction, lifting a cup of coffee to your 

lips, recognizing a friend or falling in love 

Neuroscientist and author David 
Eagleman shares his latest insights 
into how our brains engage

Incognito:
thesecretlives of the brainsecret
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secretlives of the brain
– is underpinned by massive neuroactivity. 

But it's all running 'incognito'.  

 

There are unconscious 
influences everywhere 
that affect how people 
make their life decisions 

 

An analogy for 'incognito' would be if 

your computer started controlling some 

peripheral devices, took off its cover and 

pointed its webcam at its own circuitry. 

That's what we're doing and we're 

discovering that the circuitry in the skull is 

the most complicated thing ever found in 

the universe. 

At some point during my research, I 

realized the conscious me that was asking 

all the questions (the part that flickers 

to life when I wake up in the morning) 

actually represents the smallest bit of 

what's happening – a mere broom closet 
in the mansion of the brain. That's what 
got me interested in these issues. And, 
when you start looking around, you see 
that there are unconscious influences 
everywhere that affect how people make 
their life decisions. 

For example, if your name is Dennis or 
Denise, you're statistically more likely 
to become a dentist. This is because of 
something that psychologists call 'implicit 
egotism'. People like things that sound 
like their names. That's a terrible reason 
to choose a career, right? Of course, 
if you asked one of these Dennises or 
Denises, they wouldn't tell you their name 
was a factor in their choice because the 
influences were unconscious. But the 
numbers don't lie. 

There are times you don't want your 
conscious brain interfering. If you play a 
musical instrument, you probably know 
that if you start thinking about what your 

secret
engage
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fingers are doing, you're done. I can offer 

a neuroscience insider trick: if you're ever 

losing at a tennis game and really want 

to win, there's a way you can always do 

it. Compliment your opponent's serve by 

saying, "You serve so well, how do you do 

that?" As soon as they start thinking about 

it, they're dead. 

One of the things I do in my book is propose a 

new framework for thinking about the brain 

based on the last 15 years of neuroimaging. 

Nowadays, we use brain scanning technology 

called FMRI (Functional Magnetic Resonance 

Imaging). Using FMRI, we can image 

networks in the brain and tell if they're 

becoming active – and whether they're 

making different sorts of decisions. The 

framework that I synthesize in the book 

is called 'Team of Rivals': it turns out that 

there is not 'one you'; you are not 'one 

thing'. You actually host a whole sub-

population of neuro-areas that are always 

fighting it out below the surface.

Think of your brain as having different 

political parties; I call it the 'Neural 

Parliament'. They all love their country and 

all think they know the right way to steer 

things, and they're all competing for one 

single output channel: your behavior. They 

all want to steer you a certain way, they 

form different sorts of allegiances, but 

only one of them can win. 

 

There’s this real gap between 
what your brain knows 
and what your conscious 
mind has access to 
  

And as much as our brains are built for 

internal negotiations, we're also wired for 

external ones. Even though we study the 

brain in isolation, we've come to realize 

that brains evolve to interact and deal with 

other brains. 
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As a result, a large part of our circuitry 
and networks governs social interaction 
and things like trust and reputation. 
Neuroscience is increasingly looking at 
these areas. 

One of the most interesting results may 
be a new perspective on how people 
make purchasing decisions. Remember, 
there's a 'Team of Rivals' under the hood. 
It's not like everyone agrees, "That's the 
best price point!" That's just one of the 
Parliamentary parties. Another party says, 
"OK, well, is that really rewarding to me?" 
Another party might ask, "Is this socially 
cool or not cool?" The parties are always in 
conflict. 

So there's never any single reason why 
people make the decision to do what 
they're doing; it depends on lots of 
different factors. So when people are 
thinking about how to put forward a 
product, they have to think along many 
different brain axes and try to max out on 

all of them. I think this is not only where 
neuroscience is right now, but also where 
product placement will be.

Traditional market research has, I 
think, always fallen short for several 
reasons. When you ask people why they 
buy something, they can give you all sorts 
of conscious rationales, but they might 
not be true. Another reason is because 
one of the big battles that happens 
in the brain all the time is impulse ("I 
want it now") versus long-term decision 
making. And there's a real seduction of 
the now.

 If I said I'd give you $100 right away or 
$110 in a week's time, which would you 
choose? Now let me change the gamble: 
I'll give you $100 a year from now or 
$110 in 53 weeks. Typically, there's a 
massive preference reversal when given 
the two scenarios yet, it's exactly the same 
gamble. The reason that a lot of people 
are willing to take $100 now is because 

engage
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there's a real seduction for things that are 
right in front of us, whereas the brain has 
completely different networks that deal 
with the simulation of things to come.   

 

One of the big battles 
that happens in the brain 
all the time is impulse 
(“I want it now”) versus 
long-term decision making 

With some types of market research, 
people are asked what they would do 
in this store, in this scenario, and so 
on. They have to assimilate the future, 
think about it and come up with a set of 
answers. But when they're in the store, 
and faced with the same scenario, they 
often make very different decisions. This 
is yet another reason why marketers need 
to be really aware of the way that people 
are actually making decisions. And to 
do that, we'll have to keep exploring the 
powerful, hidden, contradictory forces 
operating 'incognito' in the incredible 
human brain.

David Eagleman directs the Laboratory 
for Perception and Action at the 
Baylor College of Medicine, Houston.              
www.eagleman.com

'Incognito: The Secret Lives of the Brain' is 
published by Pantheon.
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The 1989 Rob Reiner rom-com, 'When 
Harry Met Sally', is now probably best 
known for the scene in which the 
eponymous leads (played by Billy Crystal 
and Meg Ryan) argue about whether men 
can tell the difference between a fake 
female orgasm and a real one. To prove 
her point, Sally (Meg) whimpers, hollers 
and curses her way through dramatic 
vocalizations as they sit in Katz's Deli on New 
York City's Lower East Side, surrounded by 
a crowd of genuine New Yorkers.

But the real heroine of the scene (and 
arguably the whole movie) is the lady at 
the next table who, having watched this 
display, leans across to the waiter and 
utters the immortal words, "I'll have what 
she's having". 

I'll have what she's having. I'll have what 
she's having. I'll have what she's having…

Of all the things that we've learned in 
recent years about human behavior – and 
this magazine features quite a few – this 

Why Mark Earls considers this to 
be “the most important insight 
for both researchers seeking to 
understand behavior and for 
marketers trying to change it”

I'll have what 
she's having

The 

effect
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phrase represents the most important 

insight out there for both researchers 

seeking to understand behavior and for 

marketers trying to change it.  

 

Just because we don’t 
want to think of 
ourselves this way 
doesn’t mean it’s not true 

Our species' amazing ability to learn from 

those around us shapes our lives from the 

moment we're born (one famous study 

demonstrates copying in human infants 

just 42 minutes after birth). The central 

piece of what the behavioral economists 

call 'choice architecture' turns out to be 

… other people. This makes sense for a 

fundamentally social creature. We spend 

our lives in a world of other people and 

this, not surprisingly, is what shapes our 

own individual actions – as consumers, 

as citizens and as individuals engaging 

with our friends, families and colleagues. 

(IHWSH, indeed).

Not everyone feels comfortable with this. 

For example, while we might accept that 

markets in which fashion plays a role – 

music, clothes and entertainment – are 

particularly likely to be IHWSH markets, 

few of us feel comfortable learning that 

the names we give our children, where we 

live or our widely-held views of what's fair 

or beautiful are all copied from others. But 

all of these kinds of behavior are social, 

and quantitative behavioral data for them 

reveal classic patterns. First explored by 

Bass and Rogers and diffusion science half 

a century ago, they're now being brought 

up to date by social scientists like Duncan 

Watts at Yahoo, economist Paul Ormerod, 

and my co-authors Mike O'Brien and Alex 

Bentley (of the Universities of Missouri and 

Bristol, respectively). 
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Just because we don't want to think of 
ourselves this way doesn't mean it's not 
true. Oscar Wilde, keen to stress his (and 
his friends') uniqueness, once complained, 
"Most people are other people. Their 
thoughts are someone else's opinions, 
their lives a mimicry, their passions a 
quotation." 
 

So if IHWSH underpins 
so much of our behavior, 
what should we 
marketers do differently? 
 
The way we approach the problem 
of obesity in the developing world is 
emblematic of how willful ignorance 
(or denial) of IHWSH plays out. We 
talk of the 'lazy and feckless' fat. Or 
we assume that there's a silver bullet 
message that – if we could only uncover 
it – would finally change the minds of 

obese individuals and persuade them to 
change their ways. But American health 
researchers Nick Christakis and James 
Fowler have demonstrated that obesity 
is fundamentally a social issue: people 
become fat if those around them do – 
not, we should be clear, by some sci-fi 
mechanism of body cloning. Rather, the 
obese become obese by adopting the 
behavior and lifestyle of their families and 
peer groups, coming to accept a shared 
view (social norm) of acceptable behavior 
and body shape. 

So if IHWSH underpins so much of our 
behavior, what should we marketers 
do differently? Here are some potential 
starting points:

Know what you're dealing with: before 
you do anything else, make sure you 
know whether or not social influence is 
at play in your markets and, if so, what 
type(s). The kind of analytic techniques 
we describe in our book are simple, clear 

I'll have what 
she's having
I'll have what she's having
I'll have what she's having

engage



34



35

and easy to master. You can tell how 

consumers make their choices by simply 

acknowledging patterns in the market 

sales data that most companies already 

have on their hard drives. 

Act appropriately: if your market is 

shaped by independent choice, that's 

fine and dandy – just keep doing what 

you're doing. Unfortunately, this is much 

less common than any of us would like 

to admit. So a far better default position 

would be assuming social influence and 

working from there.

If you suspect that your market 

is governed by IHWSH rather than 

independent choice, don't bother doing 

the traditional kind of research (asking 

people about themselves and their 

thoughts on product categories). Instead, 

try to understand their social context 

and the underlying structure of the social 

networks in which they live. 

Indeed, IHSWH suggests we put aside that 

hoary old idea of 'the consumer'. People 

aren't choosing independently to satisfy 

their deep and unique needs; they're 

mostly using each other's choices to make 

their own, particularly in a world of too 

many choices. 

Think of groups, of communities, of 

networks – of the space between people 

and how your brands and marketing 

activity impact that space (rather than the 

space between their ears). That's where 

IHWSH comes into its own!

Mark Earls is a London-based author and 

consultant on marketing, communication 

and behavior change. He's the driving 

force behind HERD, a synthesis of the work 

of social scientists who seek to understand 

and shape mass behavior.  

herd.typepad.com

'I'll Have What She's Having: Mapping 

Social Behavior' is published by MIT Press. 
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“
“ ““

            ngagement for a brand is no different than it is for 
 E  two people. As a couple, you’re basically 
entering into a lasting, meaningful relationship where 
you both grow and back-and-forth communication is 
essential. As brands, we should aspire to do the same 
thing; communicate, learn and grow with our consumers. 

At Samsung Mobile, we’re great at inviting people into 
the relationship. But the biggest opportunity for us lies in 
ensuring that the relationship lasts and that it grows.

Tim Benner PhD, Senior Manager, Consumer Insights and Analytics, Samsung 
Telecommunications America

Clients on engagement »

“
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““““
“

          assive interaction with a brand can place P  many obstacles on the road to engagement. The 
shift from passive usage of a product to engagement 
with a brand is like the awakening of consciousness. 
The customer goes from fulfilling a need to building a 
narrative about why this is the best way to do it.
 
Michael Kroll, Director of Brand Strategy, Microsoft

           ngagement is opening up and looking for a deeper E  interaction with someone – a person, a community, 
a brand. As in any relationship, there’s a spark of 
understanding that both drives and rewards engagement. 
  
Roger Baxter, Vice President of Brand and Marketing Communications, Research In 

Motion (the makers of BlackBerry smart phones and the BlackBerry PlayBook tablet)

engage
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The Internet will become 
humanity’s source for 
finding love, escaping pain, 
searching for answers, 
religious belief and anything 
else that emotion drives

Flook, 2006
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'Descartes' Error', the revolutionary book 

by neuroscientist António Damásio that 

revealed the crucial role played by feelings 

in human decision-making, brought into 

question the traditional 'information 

processing model' of advertising. "The 

IP model," Heath and Feldwick argued 

in 2008, "is based upon an assumption 

that brand choice is driven largely by 

information – this has been shown to 

contradict human psychology, where 

decision-making is driven as much by 

emotions as by knowledge and reasoning 

(Damásio, 2003)." 

While this revelation forced us all to 

rethink the way in which brands engage 

people through television, the IP model 

was still considered applicable to 

"systematically processed media like 

the Internet". It's not surprising that we 

assumed the Internet to be a medium 

in which brand choice is driven by 

information – it was, after all, specifically 

designed to help share knowledge, 

a development that fuelled a global 

'information revolution'. But is 'systematic 

processing' still the only way people relate 

to digital?

New technologies, Marshall McLuhan 

once declared, are "extensions of man"; 

all media simply "amplify or accelerate 

existing processes". But, due to the web's 

origins as a tool of rational scientific 

communities, we have ingrained 

assumptions about which mental 

processes can and will be amplified by 

Sarah Morning says it’s time digital 
marketing got more emotional

Birds
AngryAngry
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Guilty
digital technologies; they are, we seem 
to believe, extensions of man's rational, 
problem-solving capabilities. 

Indeed, the big questions of our time 
all revolve around the effect that 
technology has on our rational selves. 
Are crowds making us wise? Are mobs 
smart? Is Google making us stupid? 
Are amateurs killing expertise? And, of 
course, we all want that 'killer app', a 
piece of functional utility so smart and 
helpful that consumers can't do without 
it. Like Descartes, we focus solely on 
the thinking, reasoning brain. And 
few of us have considered if, and how, 
digital technologies are amplifying and 
accelerating our emotional processes – 
or why 'Angry Birds' ("the largest mobile 
app success the world has seen so far" 
according to MIT) and 'Guilty Dogs' like 
Denver dominate the web. 

In 2006, Christopher Flook, a little-known 
telecommunications graduate at Ball 

State University, wrote about what he saw 
as "The Emotional Revolution through 
Digital Media". According to Flook, the 
Internet was "on the cusp of a great 
transformation". He predicted a second 
digital revolution in which "emotion 
will be the key element". "The Internet," 
he concluded, "will become humanity's 
source for finding love, escaping pain, 
searching for answers, religious belief and 
anything else that emotion drives."  
 

The big questions of our 
time all revolve around 
the effect that technology 
has on our rational selves 
 
Flook's prediction proved uncannily 
accurate. Just six years later, his 
concluding words are now eerily echoed 
in recent advertising from Google. The 
search giant's showcasing of Dan Savage's 

and

Dogs
Guilty

engage
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'It Gets Better' project illustrates perfectly 

the web's growing role as a source for 

"finding love" and "escaping pain", as 

did its accompanying 'Dear Sophie' ad in 

which father Daniel Lee recorded moments 

and feelings for his daughter. Google, 

the very poster-child of the information 

revolution, is today welcoming in a new 

emotional revolution, showing us how 

digital tools can 'amplify and accelerate' 

expressions of emotion for the better. 

Of course, Google may be presenting 

us with the sugar-coated version of this 

story. But, for good and bad, digital 

technologies are opening up ways for 

people to experience and express more 

feelings, more intensely than any other 

medium before. Anonymity allows us to 

admit to passions, hopes and fears that 

we might otherwise conceal (just take 

a look at PostSecret.com). Social media 

platforms like Twitter let us remotely 

experience the heightened intensity of 

collective heartache, joy and anger, often 
in real time, as events unfold. Mobile 
devices may make us collectively smarter. 
But, as London discovered in the summer 
of 2011, they can also serve to swell and 
intensify angry, enraged mobs with the 
simplest messages. 
 

Digital technologies are 
opening up ways for 
people to experience and 
express more feelings, 
more intensely than any 
other medium before 
 
Elsewhere, in countries like Afghanistan, 
these very same devices, according to 
anthropologist Jan Chipchase, have made 
"love marriages possible" by enabling 
young people to communicate via SMS 
without their friends or families knowing, 

we all 
want that 
'killer 
app'
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something that was impossible just 

five years ago. And, of course, gestural 

interfaces and touch-screen technologies 

are opening up a whole new way to 

trigger emotional responses. Research 

from both Damásio and MIT tells us that 

body movement and touch profoundly 

influence the way we feel. Unilever has 

already made an early foray into the 

emerging world of 'affective technology' 

with a smile-activated ice-cream dispenser. 

Suddenly, digital POS is no longer limited 

to providing shoppers with augmented 

layers of rational information; emotional 

interactions can play a role, too.  

Writing of the late Steve Jobs, Google 

Chairman Eric Schmidt recently observed, 

"He had a level of perception about 

feelings and emotions that was far beyond 

anything I've met in my entire life". Jobs' 

brilliance stemmed from his ability to 

blend technical know-how and emotional 

intelligence. As Businessweek noted back 

in 2006, "Apple's big contribution is 

showing that you can become a billionaire 

by selling emotions".

It's not just digital pioneers like Apple 

and Google that understand this. Other 

tech giants like Intel, Motorola, Nokia and 

Microsoft all famously employ trained 

anthropologists like Chipchase to study 

and root out the specifically emotional 

motivations of customers. Flook was right. 

We're now entering a second revolution 

in digital media, and if we can redress the 

overly rational bias that we have towards 

this technology, brands will find that 

they have at their disposal a myriad of 

techniques to engage consumers in more 

diverse, emotionally-intense ways than 

ever before.    

Sarah Morning is a Senior Planner at  

Agency Republic.  

www.agencyrepublic.com and follow on 

Twitter: @agencyrepublic
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A world of

engagement
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Consumers know when a brand has 

engaged them. They feel connected. They 

behave with loyalty, often to the point of 

prioritizing value over price. Somehow, 

leading brands manage to get personal.

But how do these brands do it? At Hall & 

Partners we're shedding some light on 

what drives people's engagement with 

brands. Our Engager™ framework focuses 

on understanding 'Social Emotion' around 

brands across nine different drivers of 

engagement. In combination, through 

accumulation, or individually, each of 

these drivers strongly influences the 

engagement-hungry consumers of today:

Sensing
Social, brain and behavioral science all 

tell us that our brains process a range 

of stimuli unconsciously. As a result, we 

experience emotional responses to colors, 

images, smells and sensations and are 

likely to imitate others' behavior. Leading 

brands offer sensory-rich experiences, 

priming us to create associations and 

mimic others' actions.

Vanella Jackson, Global CEO at  
Hall & Partners, demystifies the 
success of the world’s most engaging 
brands through a new framework
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Knowledge
For decades, marketers have identified 
'building brand awareness' as a primary 
goal. But the most engaging brands 
focus on the depth and quality of that 
awareness. They don't merely transfer 
information; they create richer, deeper 
experiences that become vehicles for 
sharing.

Understanding
Traditional brand measurement 
models focus on consumers' rational 
understanding of a brand: its functional 
benefits. But this approach fails to 
acknowledge the power of 'Social 
Emotion'. We use a combination of explicit 
and implicit techniques, uncovering what's 
understood, but also what's felt. 

Integrity 
Beyond understanding what a brand 
stands for, consumers want to feel 
confident that the brand can deliver. They 
also prefer brands that act outside their 
own self-interest. The most engaging 
brands acknowledge consumers' needs 
and unfailingly keep their promises.

Connection
Knowing a brand, appreciating its 
offerings and trusting in its abilities will 
sometimes lead to purchase. But personal 
relevance and emotional bonds can 
eliminate all competition. The best brands 
offer experiences that compel consumers 
to feel, “They know me".

Commitment 
This has long been the traditional metric 
for predicting future sales. But many 
consumers 'consider' one brand, then 
purchase another. Understanding whether 
you've been considered only takes you so 
far.

Conviction
Leading brands understand the need to 
inspire conviction: an emotional incentive 
for consumers to go out of their way to 
purchase.

Participation
The greater interaction a consumer has 
with a brand, the greater the engagement. 
Today, leading brands use digital tools 
and a wealth of live/virtual interactive 
media to increase participation and time 
spent with the brand in depth – inspiring 
loyalty. We explore how much people 
will 'do' with brands and how this can be 
increased.

Advocacy
Few marketing tools can match the 
persuasive power of consumers spreading 
brand information through their personal 
networks. Engaging brands perform so 
well against all consumer expectations 
that they inspire personal brand advocacy. 

Our Engager™ framework has helped 
identify the most engaging brands around 
the world. Turn the page and open the 
flap to find out more.

engage
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Genuine consumer 
interaction and 
feelings of  ‘Social 
Emotion’ are the 
common drivers of 
success amongst top 
brands across all 
markets.

Digital 

Etail 

Technology 

Retail 

FMCG

QSR 

Other

Key to market sectors

Fieldwork for our Engager™ 

research was conducted in 

August 2009 and July 2011. 

The study measures brand 

response amongst the core 

target audience for each 

brand in question. Over 

200 brands were evaluated 

amongst over 10,000 

respondents across the US, 

UK, South Africa, China and 

Australia.

The world’s most engaging 
brands »
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What makes    these brands 
so engaging?  

The world’s most engaging brands have 
much in common. Each has a distinct 
and clear brand offering, vision, and 
set of principles and beliefs. They’re all 
successful in generating collective ‘Social 
Emotion’ and momentum around their 
brand.

Digital brands build 
on their participatory 
nature
The top brands in the UK, US and China all 
exist digitally. They benefit from strong 
social ‘Sensing’ and are adept at driving 
‘Participation’. 

Number one global etailer Amazon, in 
particular, does incredibly well (serving 
139 million happy customers each week). 
It dominates mainly through the building 
of ‘Integrity’. Amazon scores higher than any 
other global brand in terms of convincing 
consumers it will deliver on its promises. 

Amazon also leverages other Engager™ 
drivers. Strong ‘Sensing’ is fuelled by 
continuous innovation and constant media 
interest (those branded brown boxes 
arouse curiosity everywhere). High scores 
for ‘Connection’ and ‘Conviction’ indicate 
there’s a real depth of warmth for the 
brand, underpinning strong loyalty.

Social momentum at the 
heart of the brand
With 800 million users, Facebook’s 
performance is also very strong. The 
brand’s success is driven principally by 
just one dynamic: ‘Sensing’. 

The collective momentum of its users 
makes the brand a powerful force. Over 
80% of US social network users say they 
hear about Facebook from those around 
them. The brand outperforms all peers in 
this respect: it inspires deep feelings of 
personal relevance.

engage
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Interestingly, the release of the film 
‘The Social Network’ did little to impact 
perceptions of Facebook’s ‘Integrity’, 
which remain relatively low. Failure to 
increase its ‘Integrity’ rating (and generally 
engage more holistically) may eventually 
make Facebook vulnerable to competitors.

Among those, of course, is Google. 
Google+ membership numbers don’t 
currently match Facebook’s, but its growth 
is impressive. Analysts predict Google+ 
will have 400 million users by the end 
of 2012. Notably, Google enjoys strong 
marks for ‘Integrity’.

Global size, local 
strength
China’s top brands are digital, but also 
local. While they’re still largely unknown 
around the globe, the presence of several 
engaging Chinese brands in the Fortune 
500 demonstrates this may not be the 

case for long. For brands interested in 
making inroads into China, its 450+ 
million Internet users will become a key 
target audience for online marketing.  

Global engagement
Much has been written, said and debated 
of the 2010 takeover of Cadbury by Kraft. 
But with both brands ranking high in the 
US, UK, South Africa and Australia, it’s 
clear consumers still love these two FMCG 
giants. 

Cadbury’s ground-breaking advertising 
has elevated the brand above Coca-Cola in 
terms of perceived pervasiveness, and it’s 
talked about and ‘Sensed’ by consumers 
almost as much as Amazon and Google. 
Both Cadbury and Kraft leverage 
‘Participation’: Cadbury hosts Facebook 
groups and online competitions (over 
a third of UK consumers have entered), 
and Kraft releases apps and encourages 
consumers to sign up for regular emails.
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Key for both companies is to drive up 
consumers' desire to go out of their 
way to pick their various brands – by 
building a more emotional and social side, 
Cadbury and Kraft have helped secure that 
'Connection' and kept ahead of a highly-
competitive pack.

Across the US, UK, South Africa, China and 
Australia, Coca-Cola is consistently ranked 
within the top 10 most engaging brands. 
It's recognized as the 'Overall Coolest 
Brand' by youth in the Generation Next 
survey, an 'Icon Brand' by TGI standards 
and a 'Favorite Brand' in the Sunday Times 
'Top Brands' survey. 

Coca-Cola has achieved this position 
by performing consistently across all 
engagement dimensions, on every social, 
emotional and rational level. It's the 
epitome of well-rounded. It also works 
diligently to tap into local passions and 
find relevance in every global market – no 
small achievement.

Connected consumers, 
connected brands
The most engaging brands recognize that 
consumers are more connected to choices 
than ever before – and they must be, 
too. From the designer collections being 
sold through Walmart and Target stores, 
to the Coca-Cola-Heinz partnership on 
PlantBottles, clever collaborations keep 
these brands on consumers' radar screens.  

Engaging conversations
All the brands in our lists take risks. They 
welcome inspiration from outside their 
categories, and they engage consumers 
in important conversations. They're game 
changers. And they've changed the game 
by truly listening to consumers, not 
simply paying lip service to engagement. 
Dialogue, not monologue. Long may the 
conversation continue to engage.

engage
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Who is trusted 
to be heard?

?
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Arianna stormed onto the Internet news 

scene in 2005 with the launch of her 

eponymous Huffington Post. "Unashamedly 

highbrow and lowbrow at the same time", 

explains the Co-Founder and Editor-

in-Chief, HuffPo changed the way we 

engage with news and information. She 

perfected the aggregated news model and 

introduced online skyscraper headlines 

when others said it couldn't – and 

shouldn't – be done. At a recent Omnicom 

DAS event, she shared this about building 

an engaging online experience for both 

her contributors and audience:

I think there are some really important 

developments happening online … the 

Internet has grown up. When we all started 

playing around on the net it was a very 

adolescent experience. We stayed up late, 

exploring loads of sites, and it was all a 

mess. Now that the Internet's grown up, 

what we value online is increasingly what 

we value offline. We want to bring a sense 

of order to the experience along with 

some aesthetics and some civility. 

All the research shows that nowadays, 

most people visit about 20 sites. We don't 

moderation
Arianna Huffington offers an up-
close and personal perspective on 
how she’s conquered the “brave 
new media world”

Engaging 
inmoderation
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go everywhere the way we used to when 

the Internet was new. And the key to our 

online experience is very much what is at the 

heart of our offline experience – of our real 

lives – which is trust. Who do we trust?

Basically everyone now has access to a 

distribution channel – through Twitter, 

Facebook, their own blog posts – and 

increasingly the question is, "Who is 

trusted to be heard?" And part of that is 

making it a civil experience for people. 

One of the things we did at the Huffington 

Post from the beginning, even when we 

had very limited resources, was to pre-

moderate comments. We didn't want to 

have our bloggers and writers exposed to 

one of the worst aspects of the Internet, 

which is hiding behind anonymity. 

This has really paid off for us; we now 

have the most advanced pre-moderation 

technology, as well as a team of 

moderators who work 24/7 to supplement 

the technology, and we are about to hit 

a milestone of 100 million comments on 

the site. So that gives you an idea of how 

people trust and value the site; they can 

come onto it and argue with each other, 

be critical of what's being written, but with 

civility. 

Of course, essential to the whole online 

experience is authenticity. When you 

are looking at how to use the Internet 

to promote a brand or a cause, the key 

question is, "Is this authentic?" Without 

mentioning the company name, we had 

a sponsor for a whole blog series. In the 

first blog, someone posted a criticism 

(of their product); nothing nasty, just 

something about an experience they'd 

had that wasn't good. At first, our client 

went berserk. But our marketing people 

got together with them and explained 

that this is a brave new media world. 

You can no longer just hide behind a 

glossy ad and disappear. If you want to 

engage
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participate in social media you have to 
"get in the kitchen". You have to be willing 
to engage. And the client stayed there. 
And they engaged. And it became an 
amazing experience because then they 
had hundreds of others come and write 
about their own good experiences with the 
product. So it's just a real back-and-forth 
because they brought engagement and 
participation, and engagement is the key 
to everything that's happening online.  

Self-expression has become the new 
entertainment; instead of passively 
consuming, people want to write, Tweet, 
upload videos, update on Facebook – 
different forms of self-expression are now 
driving how a lot of people spend their 
time online.

That's the brave new world we're living 
in. And, increasingly, people are not just 
looking for commodity news, but for 
news and information with some kind 
of attitude. One of the things that has 

If I can quote that great 
sage will.i.am, he said,  
“In the past, we used to 
consume news by sitting 
on the couch, and now we 
all consume news by ...
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made the Huffington Post an addictive 
experience (in a good way!) is that we feel 
like we're putting on a show for people. 
So when they come to us they don't just 
get the commodity news, they get a 
different kind of take – they get a sense 
of fun with the way the news is presented. 
After Dominique Strauss-Kahn's arrest our 
headline was, "OMG IMF!" 

Our headlines are constantly changing and 
we discovered (after experimenting) that 
if we did a big splash – a great headline 
with a great picture – readers were more 
likely to scroll down (which is contrary to 
what people thought would happen). We 
brought them in with something engaging 
and then they wanted to stay and see what 
else we had for them. We aim to bring a 
sense of anticipation and wonderment 
about what's going to be next … which 
is just like what a lot of brands and 
companies are doing right now. 

www.huffingtonpost.com

... galloping on a horse”. 
We don’t just consume 
news passively: we take it 
in, we pass it on, we add 
to it, we develop it, we’re 
part of the story

engage
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magic
I'm an art director, not a writer, and 
therefore it's a bit of a con that I've written 
a book. However, I decided to go ahead, 
as I believe that if you do interesting 
things, then interesting things will happen 
to you. It also turns out that whatever you 
do in life, you always end up with a client. 
I thought if I wrote a book I wouldn't have 
a client and could now do something the 
way I wanted to do it. My working title was 
'Don't Read This Book' with a big cross 
over it. (That's a great marketing strategy, 

by the way; if you tell someone not to do 

something, they will, of course, go and do 

it. That's why most governments' anti-

drug policies will never work, as they keep 

telling kids not to take them.) Anyway, 

Thames & Hudson wouldn't let me call it 

that, so I decided on 'Turning Intelligence 

into Magic'. 

This is something we often discussed at 

BBH; people ask what makes us different. 

I think we were the first agency to blend 

Turning

intelligence  
   into

With the launch of his new book, 
Sir John Hegarty engaged guests 
at our latest ‘Book Breakfast’ on 
the importance of irreverence and 
how to stay fresh creatively



61

magic
great strategic thinking with great creative 
execution – and that's what separated us 
out from other agencies. Also, the three of 
us (John Bartle, Nigel Bogle and me) had 
separate disciplines of strategic thinking, 
account management and creativity, and 
I think that was fundamentally important 
too.   
 

If you do interesting 
things, then interesting 
things will happen to you 
 
So, advertising is an incredible industry 
to work in, but I'm disheartened that we 
appear to be the only industry in the world 
that believes if people are consuming your 
product, you make it worse. And that if we 
make it worse, it will still be appreciated.

If you don't agree with my point of view, 
there's a fantastic piece of research from 
TGI which tracks the consumer's view of 

advertising from 1990 to today. In 1990, 

38% of people thought the ads were as 

good as the TV programs. Today, it's less 

than 10%. I think that's a major problem 

and, if I was a client, I'd be asking why 

the work isn't better. Clients are striving 

to improve their products – their cars, 

beer, food and so on – but we're not. In 

our industry, there's not enough of an 

obsession for our product, and that alarms 

me. Because the only way we'll succeed is 

if our product gets better and better. Until 

that TGI slide goes up, our industry's in 

danger.

If you're a creative person, you've got 

to have a philosophy, a belief in how 

to create your work. Sometimes it's 

instinctive, and you discover it within 

yourself. About 25 years ago, I was asked 

to give a lecture about creativity and what 

I looked for in a great idea. I had to think 

about this, and I realized that the work I 

really loved and admired had irreverence 

engage
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at its core. There was obviously a function 

to that. Because I went to art school 

and then design school, I had a bit of 

knowledge about art history. And, if you 

look back, you discover that art moved 

from revering to being irreverent. The 

function of art in the Renaissance, for 

example, was to revere (Michelangelo's 

Sistine Chapel inspired people to believe 

in and revere God and the Church). Then, 

as society became more complex (and 

people better educated), we began to 

question ("No, I don't accept or believe 

that") and art, in turn, started to become 

irreverent. 

This irreverence also spread across 

other areas such as architecture and 

design – for example, the design of 

the Pompidou Center in Paris turns the 

building inside out so you get more space 

inside. You can also look at irreverence 

within organizations. In Apple, all the 

irreverence obviously came from one man, 

but it defined that brand. Nokia became 
a very respectable industry player, while 
Apple was always the rebel, the 'pirates' 
– and you can see what's been created 
by their constant questioning and lack of 
reverence for the status quo. 
  

The work I really 
loved and admired had 
irreverence at its core 
 
The reason all this is relevant to our 
industry is that today brands have to 
constantly re-state why people should 
believe in them, and not believe in other 
brands, and so irreverence becomes a 
powerful force in the marketing industry 
and in the creative development of work. 

So, why isn't the work better in advertising 
today? It costs no more to have a good 
idea than a bad idea. In fact, a good 
idea is more cost-effective and creates a 
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huge opportunity for a client. I work in 
advertising, I don't live in advertising. If 
you ask people to name the greatest art 
form, lots of them will say music. But I 
believe life is the greatest of all art forms. 
Therefore you can define creativity as an 
expression of self. We're all creative, that's 
what separates us out from animals, but 
how do you go on being creative? 

Today, I get concerned when I visit the 
creative department and everybody's 
looking at YouTube or plugged into 
earphones. If you put two people in a 
room together they'll be turning each 
other on, because the conversation they'll 
have will be unique. If you're not feeding 
your soul, your creative spirit, you're not 
going to get better at the job. 

Creative people have to come in every day 
and have a new idea, and that idea has 
to be different from yesterday's. So they 
have to constantly work at understanding 
themselves, and asking, "How do I stay 

fresh and keep coming up with ideas that 
are relevant to today?" If you keep looking 
at what everyone else is looking at, you 
won't be fresh. The more you feed your 
own creative spirit, the more likely you are 
to be a creative person. 
 

If you’re a creative 
person, you’ve got to 
have a philosophy, a 
belief in how to create 
your work
 
The other thing I love about this industry 
is that 60 seconds can change your life. 
The Levi's 'Launderette' ad changed my 
life; it also changed the fashion industry, 
changed music, and changed men's 
underwear. The original script had Nick 
Kamen stripping down to his Y-fronts, but 
the censorship authorities said this was 

engage
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indecent. However, they came back and 

said boxer shorts would be acceptable – 

and consequently, boxer shorts became a 

fashion phenomenon.  

 

Don’t give the client 
what they want or expect 

 

The best work is intelligent and 

inclusive. Shakespeare was such a superb 

playwright because he combined an 

intensity of idea with speaking directly 

to his audience. To me, great art has the 

ability to operate like that, on a huge 

number of levels. 

A wonderful example of this is the DDB 

'Think Small' campaign for VW from the 

1950s. This campaign (which originally 

inspired me to work in advertising) not 

only made the VW Beetle into a cult car, 

it also helped rebuild VW as a major 

corporation and consequently boosted the 

post-war German economy. That's a great 
testament to what advertising can do.

I find the best work is not only irreverent 
but also unpredictable, so don't give the 
client what they want or expect. For the 
launch of Levi's black denim, we came up 
with the idea of a single black sheep in 
a field of white ones, and the client was 
horrified because there was no picture of 
jeans. We said, "People understand what 
a pair of jeans looks like; you just have to 
establish that they're black". Eventually, 
Levi's ran with it, getting a huge amount 
of response. To thank me, they gave me 
a black sheep … and that black sheep 
became our culture. 

My point is that often, your culture comes 
from within. People try and over-analyze 
it. "What's our culture? What do we believe 
in?" Just look at your work, look at what 
you do. It comes from within you, in one 
way or another. The important thing is to 
recognize that and run with it.
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Sometimes you find 
you have to be open 
to things, constantly 
seeking information, 
and often the solution is 
staring you in the face



67

How do you generate word of mouth? 
By doing something outstanding that 
challenges the status quo. Sometimes 
you find you have to be open to things, 
constantly seeking information, and often 
the solution is staring you in the face. Or, 
if you dig deep enough, it will just come 
to you. 

Make sure you're always surrounded by, 
and working with, great people. Also, 
make your communications part of the 
same world that everyone else – your 
audience – is experiencing. By referencing 
the world around you, you'll create work 
that is that much more interesting, as 
well as appropriate for a moment in time 
(such as our 1985 ad showing Levi's being 
smuggled into the communist USSR). 
Your work shouldn't live in a ghetto called 
'advertising'; if it does, it just becomes 
reflective of other brands and is therefore 
less effective. Also tell the truth – this is 
often the greatest advertising strategy. 

Great advertising is 80% strategy 
and 80% execution. Strategy is 
fundamentally important in creating 
distinctive advertising, and execution 
is fundamentally important as it brings 
the idea to life. People get an intrinsic 
value out of something that's been well 
executed. And that's what makes what we 
do magic.  

Sir John Hegarty is Worldwide Creative 
Director of BBH.    
www.bartleboglehegarty.com

'Hegarty on Advertising: Turning 
Intelligence into Magic' is published by 
Thames & Hudson.

H&P organize regular 'Book Breakfasts', 
where the latest industry publications 
are presented and debated. See www.
hallandpartners.com for details on 
upcoming events.

execution
80%

80%
Great advertising
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strategy
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engaging  campaigns
Engaging campaigns »

Secret ‘Mean Stinks’
 
 
Secret's campaign idea was to encourage 
girls to be more positive towards one 
another, breaking down cliques and 
bullying – a cause that all girls can 
connect with. Their Facebook page was 
one of the fastest ever at gathering fans, 
and YouTube was filled with 'Mean Stinks' 
apologies galore. I thought it was an 
inspired way to engage by taking on a 
problem from wider society and helping 
girls find ways to be nicer to each other.

Jenny Dyke, Research Director,  
H&P Los Angeles   

Google Chrome ‘It Gets 
Better’

Google took the brave step of being highly 
emotional with its advertising when it 
launched Chrome, breaking from the more 
functional and practical industry norm. 
The ads were unexpected and sometimes 
provocative – resulting in them being 
talked about and shared. I thought the 
campaign was great as it showed the 
power of the Internet to spread a message 
and unite people, while subtly showcasing 
Chrome's tools and encouraging 
consumers to participate further.

Anna Frost, Research Director,  
H&P London
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engaging  campaigns
Molson 'I Am Canadian'
 
 
The long-running 'I Am Canadian' 
campaign challenged a nation to embrace 
its culture. The campaign was about more 
than selling beer; it was about awakening 
a spirit within a nation. In a time before 
YouTube, I have vivid memories of 
huddling round a computer with my 
buddies watching the ad online. The 
campaign was much copied, parodied, 
shared and spread – not just in Canada, 
but around the world.

Ryan Mann, Account Manager,  
H&P Los Angeles

Robertson's Spices 'What's 
Your Combination'
 
Here's a really great example of a rather dull 
product refreshing itself by encouraging 
consumers to interact. A new TV campaign 
and website, featuring a local celebrity 
chef, gave tips on how to create great 
dishes using Robertson's. The ad end-line 
asked "What's your combination?" and 
you could SMS to receive the recipe. You 
could also play the online game 'Put Your 
Braai Skills to the Test' (Braai is the South 
African word for BBQ). On National Heritage 
Day, the brand even hosted a 'Bring and 
Braai Day' in conjunction with a local radio 
station. This big family occasion, featuring 
musical events and other entertainment, 
offered free Robertson's spices to 'try your 
combination'.

Nicky Steel, COO, H&P South Africa
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Digital engages 
shoppers in Asia

 

Digital engages 
shoppers in Asia
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Prada, Tokyo
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shopper

Asia has entered a period of significant 
reinvention at retail, particularly in the 
store. There's a fundamental move 
towards experiences that engage the 
emotions, are multi-sensory, and create 
opportunities to connect with others. 
While this is bringing the enjoyment and 
entertainment back into shopping, it's not 
just about theatrics. It's also about creating 
practical, useful and real experiences within 
remarkable environments.

So, what should we expect to see more 
of? Here are some visual examples from 
Asia (and beyond) that reflect retail's latest 
engagement strategies.

Combining the best of online and in-store 
experiences provides more convenience, 

more options and greater personalization. 
Citibank in Tokyo allows shoppers to 
customize their experience with self-service 
teller stations and ATMs that link seamlessly 
to experts via video conferencing and 
full-size media walls (1) while RanKing 
RanQueen connects shoppers within 
the store to Tweets (2). In Seoul, Tesco 
Homeplus has used QR codes to create a 
virtual store at metro stations, so people 
can shop while they wait for a train (3).

Nike is engaging through personalization, 
helping customers design their own shoes 
in store and online (4). They even provide 
shoppers with an Astroturf circuit to test 
out their shoes (5).

Further simplification of technology is 

Bernard Stringer looks at how Asia 
is leading the way in shopping

in Asia
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A new era of
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1. Citibank, Tokyo

2. RanKing RanQueen, Tokyo

3.  Tesco Homeplus, Seoul
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helping shoppers do worthwhile things 
more easily, such as accurately locating 
products in store and making contactless 
payments. Augmented reality is also 
enhancing the shopping experience. 
LEGO's in-store kiosks enable young 
shoppers to see a virtual image of what 
pieces in the box will look like when built 
(6) while mobile phone apps like Amazon's 
provide access to product reviews from 
any retail store.

The fast food category is making 
significant headway in challenging 
normal expectations and engaging in 
new ways. KFC is communicating 'home-
cooked' values in stores that look like 
kitchens, with seating, china mugs and 
real glasses like those consumers use at 
home (7). Subway, reinforcing its freshness 
message, is growing lettuce in store.

Entertainment and cultural nods to the 
local area provide more reasons to visit 
the store and help forge a connection with 

the local community. Diesel in Shibuya, 
Tokyo sells limited edition jeans unique 
to that store; it also houses an art gallery 
featuring international exhibitions and a 
destination café (8). Hollister's window in 
New York, created from screens projecting 
live video from surf beaches in California, 
conveys the essence of the brand and 
entertains shoppers waiting to go into the 
store – as well as grabbing the attention of 
passers-by (9).

Many stores are now engaging shoppers 
by creating exclusive 'club-like' 
environments. Some are specifically re-
engaging men by providing male shopping 
domains; Topman is leading the way with 
its styling lounge (10).

Technology has opened up shopping to 
become a 24/7 experience, fundamentally 
changing how and why people shop. And 
it's evolving fast. Our Shopper team at 
Hall & Partners is fascinated to see what 
develops.

4. Nike, Tokyo
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5. Nike, Tokyo

6. LEGO Store, London
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7. KFC, Tokyo 8. Diesel, Tokyo

9. Hollister, New York
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10. Topman, London
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Nike display, Tokyo
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Bernard Stringer is Managing Partner at 
Hall & Partners, Singapore. Reach him at 
b.stringer@hallandpartners.com

Uniqlo self-service, Tokyo

Muji kiosk, Tokyo

Swarovski mobile site, Tokyo

KDDI display, Tokyo



81

Uniqlo T-shirt vending machine, Tokyo
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            hen American Express thinks about  W  engagement it’s about creating peer-to-peer 
advocacy. Companies today have to explore ways to drive 
engagement founded on their customers’ interests. As 
American Express transforms in the digital environment, 
the company’s role has shifted from the moderator to a 
participant in the dialogue.
 
A good example is our ‘Link, Like, Love’ program 
on Facebook. This initiative is a platform to deliver 
promotions (deals, access and experiences) based on card 
members’ interests – enabling them to engage based on 
their preferences.  

Clients on engagement »
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“
““

“
Engagement has been redefined. It’s not about getting 
someone to buy your product or service. It’s about 
empowering customers and inspiring them to encourage 
their peers to join in. Since engagement is reward-based 
on customers’ interests, this not only breeds loyalty, but 
furthers our understanding of our customers’ needs

Christopher J Frank, Vice President, American Express 
Author of 'Drinking from the Fire Hose'

engage“
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Rance Crain (president of Crain 

Communications) recently asked me, 

“Can the product itself generate emotion 

or must the emotion emanate from the 

people who use the product?" 

Products do generate emotion. That 

emotion attracts interest. Developers of 

products design the products to generate 

an emotional response as well as deliver 

functional benefits. 

This has increasing consequence in the 

post-digital marketing landscape that our 

industry operates in today, where access 

to products and messaging is growing 

exponentially. The ability to contextualize 

a product for consumers, before and after 

trial, is imperative for our industry. 

This reminds me of another question, 

posed by my elementary school teacher: 

"If a tree falls in the woods and nobody is 

there to hear it, does it make a sound?" 

The answer was "no"; if nobody is there to 

hear it, the falling tree makes no sound.

However, in today's world of seven billion 

people, where five billion are connected 

by mobile phone (50% of whom are 

already accessing the web without a 

laptop, desktop or land line), there's 

more chance that every last falling tree 

will be heard – and reverberate from one 

Tim Love considers the intriguing 
relationship between products  
and people

Getting 
emotional
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person to another. Today, people are the 
first media.

Most successful products have emotion 
designed into them. The iPhone, iPod and 
iPad are excellent examples of products 
that exude emotion, both the emotion 
of the creators and the emotion of their 
users. I learned the importance of emotion 
in the automobile industry. Cars have 
emotion designed into them, though not 
always successfully. 
 

Most successful products 
have emotion designed 
into them 
  
As the compatibility of communications 
devices worldwide increases, and the 
communications themselves become more 
widely understood across cultures, our 
ability to perceive the emotions behind 
a product or service is enhanced. The 

emotional intent of a product will be more 
transparent. This is why it's so important 
to consider emotion as an equal strategic 
partner to functional performance benefits 
in product branding and design.

A growing body of neuroscientific 
research reveals that human interaction 
with products and their messaging 
involves significant emotional factors that 
impact how the brain processes product 
information. Much like the tree that falls 
in the woods, if nobody is interested in 
engaging with a product's message, the 
chances of achieving a valuable emotional 
connection are lessened. If a product 
listens well, its users will tell it how to 
continue to delight them – and stay 
emotionally and functionally relevant.

Tim Love is Chief Executive Officer of 
Omnicom's Asia Pacific India Middle East 
Africa region. www.timlovesworld.com
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How and why 
people behave 
in irrational 
ways
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The behavioral sciences, and 
behavioral economics in particular, 
have exponentially expanded our 
understanding of how consumers' brains 
work and why they behave as they do. 
There's now a large and growing body of 
evidence explaining how and why people 
behave in irrational ways. These studies 
illustrate and explain people's decision 
making and behavior, defining the mental 
constructs, cognitive biases and choice 
architecture that guide us.

In fact, the research industry has been 
challenged by behavioral sciences on 

a number of fundamental grounds. It's 
chosen not to wrestle with the complexity 
of human behavior, it's conveniently 
ignored the fact that 90–95% of behavior 
actually operates below our conscious 
radar, and it's been seduced by a 
rationalist mode of thought.

Behavioral economics (BE) challenges 
the idea that consumers can answer the 
question, "Why did you do that?" as most 

of the factors influencing their behavior 

operate on a conscious level. I'm not sure 

that any of the UK rioters know 'why' 

they went out and looted in the summer 

Unlocking the 
power of 

Crawford Hollingworth explains 
some breakthrough thinking in 
behavioral science and its impact 
on advertising research

behavioral 
economics 
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of 2011, but a BE lens would provide 

interesting behavioral hypotheses about 

the temporary relaxation of social norms, 

hot and cold emotional zones and the 

herd instinct.

BE also challenges the research industry 

to confront its own biases. To quote David 

Cowan, a man before his time, "Minds 

need to be cleared of believing they 

already have the answers when the big 

questions have never even been properly 

identified and investigated. In detective 

mode the marketer needs to proceed 

as though in a forensic investigation, 

identifying the causes of behavior and 

implementing the appropriate change 

mechanisms." 

Breakthrough insights from the behavioral 

sciences suggest that marketers need 

to embrace elements of fuzziness and 

uncertainty, to have a more fluid if not 

experimental approach to human behavior 

– one which is reflective of the dynamic 

context in which consumers actually live 

and behave. We also need to understand 

more deeply the context in which behavior 

takes place. It's the context around a 

person that influences how they make 

choices and decisions and how they 

behave.

From the perspective of the research 

industry, BE represents a huge leap 

forward. It provides a structure for 

understanding what we may have done 

intuitively, and a vocabulary with which to 

BE will shake  
marketing to 
the core2

 
Alan Mitchell, Strategy Director at 
Ctrl-Shift and a marketing journalist

In detective mode the marketer needs 
to proceed as though in a forensic 
investigation, identifying the causes 
of behavior and implementing the 
appropriate change mechanisms1

 
David Cowan, Founder of Forensics  
(a strategic growth consultancy)

1 Cowan, D, 'Why can't big companies 
grow', Market Leader (Journal of the 
Marketing Society), Issue 7, 1999

2 Mitchell, A, 'Reinventing marketing:  
Behavioral economics will shake marketing 
to the core', Marketing, May 12, 2010
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explore and navigate consumer behavior. 

It offers a penetrating insight into both the 

'macro' drivers (such as societal change and 

category contextual dynamics) as well as the 

'micro' drivers operating at brand level. 

BE constructs explain why people behave 

as they do – why they buy this and not 

that, how habits are formed and how, 

through solutions like altering the default, 

they might be changed (some of these 

key constructs are shown on page 89).It 

also shows us that behind every decision 

there's a choice architecture activated by 

a context, as well as a set of conscious 

and unconscious influences that guide 

decisions. Consumers use gut feelings, 

intuition and rules of thumb. They make 

relative decisions (the majority taking place 

below the conscious radar), are tied to 

anchors, and are prone to a plethora of 

biases. And consumers react completely 

differently depending on how information 

is presented. 

Across the globe, marketing and 
communication is starting to use BE. It 
also provides our industry with a use for 
the mountains of behavioral data that 
clients have been collecting for years 
(think of all the loyalty and store cards out 
there) because it can help them extract 
more value from it.  

So, BE is exciting because it helps us 
understand behavior and how we might 
change that behavior. It provides us with 
new structures and concepts which not 
only explain how our brains work, but also 
why we behave in certain ways. Perhaps 
most importantly, its frameworks and 
insights make sense to everyone and are 
easy to apply.

BE gives researchers simple ways in which 
to embrace its concepts, from how to 
recruit to not directly asking a consumer 
why they've made a decision (as they 
probably don't know, but will rationalize 
an answer that seems to make sense and 

The conscious rational brain isn’t 
the Oval Office ... making executive 
decisions in our minds. It’s actually 
the press office, issuing explanations 
for the actions we’ve already taken 3

Rory Sutherland, Vice Chairman,  
Ogilvy Group UK
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justify their behavior). The focus must be 

on 'actual' behavior instead of 'claimed' 

behavior.   

BE also demonstrates the power of 

friendship depths or groups. Providing a 

truer social context than that of a bunch 

of strangers, it informs and directs market 

researchers on how to write a concept, 

and offers a structure for developing 

hypotheses and analyzing results. It also 

challenges us to think more about where 

to research (in particular, the powerful 

difference between responses in a cold 

emotional zone vs. a hot one).

It allows researchers to use science to 

add a new level of integrity, robustness 

and analytic rigor to their discipline. And 

BE can enable qualitative research to add 

value at the highest strategic level.

The industry can take this even further. 

There are broader (and exciting) 

implications for analyzing brands and 

categories; understanding these within 

a wider social and cultural context, as 

well as the critical situational context, 

can make a crucial difference. Looking at 

category and brand choice architecture 

can provide a behavioral blueprint which 

can inspire marketing action. For example, 

how many marketing people understand 

their consumers' behavioral journeys vs. 

attitudinal? How many can understand 

cross-category cracks from a behavioral 

perspective? 

Not only are the BE principles fascinating, 
but the strength of the insights across all 
audiences is really promising. The use of 
our data to direct consumer planning makes 
those insights more relevant than ever 4

Simon Wallis, Sales and Marketing Director,  
Domino's Pizza

engage

3 Quoted in Tarran, B, 'Questioning the 
nature of research', Research, August 31, 
2011

4 Quoted in 'Big brands, agencies using 
principles of behavioural economics', The 
Economic Times, May 25, 2011
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There are many great examples of 
marketing doing this intuitively, without 
structures and constructs. But having a 
framework will make applications more 
frequent and provide a more persuasive 
argument to present to the client.

So, what are the key areas for researchers 
to focus on? Spend more time thinking 
about and defining each behavioral 
question or challenge. Consider how 
to bring different contextual elements 
alive in a research context. Understand 
that insight may come from behavioral 
observation, not someone's explanation. 
And create methodologies that allow 
experimentation and exploration of BE 
constructs that can operate in a consumer 
choice architecture – even reframing some 
research as behavioral experiments.  

If we concentrate more on actual behavior 
and the context in which behavior 
is shaped, and if we use these new 
frameworks to structure and inspire our 
thinking, we will begin to gain deeper 
insights into why people behave as they 
do as well as how to influence them 
– and we will enter a new era of client 
engagement.

When marketers start talking about new 
ways with which to translate behavioral 
insight and understanding into strategies 
for dealing with critical brand issues 
like consumer habit formation and habit 
change, everyone will sit up and listen.

Crawford Hollingworth is Founder 
of The Behavioural Architects.                       
www.thebearchitects.com

I think we do need some new techniques and maybe a 
slightly different emphasis. People don’t understand 
and can’t necessarily articulate the reasons why 
they buy things, and that takes you in one of two 
directions: you concentrate more on studying people’s 
behavior – on what they do rather than what they say 
they do – or you try to devise techniques that reveal 
the things people are not conscious of or willing to 
admit 5

Les Binet, Europen Director, DDB

e

5 Quoted in Bain, R, 'Thoughts into action', 
Research, February 2010
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Rules of thumb or 
heuristics
Because our lives are so busy and 
increasingly complicated, we don't have 
time to systematically analyze everything.  
When we have to make judgements, we 
often ignore information, preferring to use 
simple rules of thumb to help us get there 
faster and more easily. Some of these are 
hardwired through evolutionary processes, 
while others are learned via experience. 

Anchoring
This is another core BE construct in which 
we fix on a particular piece of information 
and then navigate from it. Many BE 
experiments demonstrate how we often 
rely heavily on an anchor and make 
decisions from this foundation. For years, 
supermarkets have played on this human 
tendency and created loss leaders around 
core products to halo the price positioning 
of the overall brand.

Framing
BE also explains why the way information 
is presented or framed can produce a 
radically different reaction and subsequent 
behavior. Take, for example, the story 
of the surgeon who, when asked by 
his patient about the likely risks of a 
forthcoming operation, replied, "10 out of 
100 people who have the operation will 
die" rather than the more comforting, "90 
out of 100 people will survive".

Cognitive biases
BE explores and defines human 
tendencies, or how our brains are wired, 
which have a significant influence on the 
way we interpret information and behave. 
Known as cognitive biases, even a basic 
understanding of these tendencies will 
impact how a researcher codes or decodes 
information. Here are a few examples:

Status quo bias 
Humans don't like change and prefer 
things to stay the same. It explains why 
we have idioms such as "Don't rock the 
boat" and "If it ain't broke, don't fix it". 
Once a behavior has been formed it's 
hard to break, as much of the original 
decision-making process is now out of the 
conscious mind.

Loss aversion bias 
Once someone has something, they have a 
tendency to overvalue it and resist giving 
it up (hence the power of free trial). People 
may take huge, even irrational, risks in 
order to keep something with which they 
are familiar. Loss aversion explains why 
studies show that paying by cash is more 
painful than paying by credit card.

Commitment bias 
Making a definite commitment to 
someone, or something, leads to more 
desire to follow through. This is why 
writing things down, telling others about 
your aims, leaving yourself no alternative 
other than to do what you've said you will 
do, or even betting against yourself are all 
forms of commitment. 

Optimism bias 
We have a tendency to be far more 
optimistic about the future than is 
justified. This bias was demonstrated in a 
recent article in New Scientist 6 exploring 
knowledge and ignorance and how 
people overestimate the extent of their 
knowledge. "Believing we know more than 
we do is one of several 'positive illusions' 
we hold about ourselves and our true 
talents."

6 Fisher, D, 'Don't get smart: The curse of 
knowledge', New Scientist, July 27, 2011
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Baby Carrots ‘Eat ‘Em Like 
Junk Food’
 
I loved this campaign, where baby carrots 
mimicked the behavior of the fast food 
industry in promoting their product. 
Instead of taking the typical health-
focused approach, they parodied the junk 
food giants with a variety of really creative 
tactics – putting healthy snacks in typical 
junk food packs, creating advertising 
that was funny and irreverent (and didn't 
mention health benefits), selling through 
vending machines and making a mobile 
app featuring the sound of crunching 
carrots. It was surprising and unique 
– generating lots of PR and 'talkability' 
around the product.

Brigette Lytle, H&P Innovation Director, US

VW ‘The Fun Theory’

This campaign was made up of a handful 
of videos showcasing entertaining ways to 
get people to change their behavior. My 
favorite was 'piano stairs' – encouraging 
people to climb the stairs and play a tune 
at the same time. VW isn't selling us a car; 
they're really connecting with the audience 
on an emotional level. It's entertaining, 
amusing, impressive and well-executed. 
The best part is that it doesn't even feel 
like an ad.

Joanna Greenbaum, Account Co-ordinator, 
H&P Seattle
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Toyota Sienna ‘Swagger 
Wagon’
 
I love these ads. By taking a humorous 
approach, with the 'Sienna' family 'rapping' 
about their lives and their 'Swagger 
Wagon', the entire campaign helps debunk 
the idea that mini-vans are geeky. The ads 
have over 10 million views on YouTube; 
they're super catchy and hilarious and 
the spoofs and copies that also went viral 
are even better. A couple of my friends 
(with kids) definitely said that they would 
consider getting a Sienna after seeing the 
ads.

Heather Davis, Account Manager,  
H&P Chicago

Kellogg’s Raisin Bran ‘Two 
Scoops’
 
When I think of my most engaging and 
entertaining campaigns, they all seem 
to involve music – more specifically, 
jingles! While jingles might not be cool or 
considered the 'done' thing today, I would 
argue that there are few ads that you can 
remember word for word, but a good 
jingle never gets out of your head. One 
of my all-time favorites is Kellogg's Raisin 
Bran 'Two Scoops', I can still remember 
all the words! It's great that you can find 
these ads now on YouTube. I love it when 
you see consumers campaigning to bring 
back or refresh old brands and advertising 
– and brands listen.

Mike Oberholtzer, H&P Operations 
Director, US 
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The magic blue pill that could rectify 

male impotence caused unprecedented 

buzz when it was first launched in 1998. 

Today, Viagra is one of the world's most 

well-known brand names. Not only has it 

dramatically improved sexual possibilities 

for men, but it also generated a social 

movement that made 'sex' a legitimate 

and common topic across living-rooms 

and boardrooms. A Google search 

generates about four million references 

for Viagra. A litany of jokes has evolved 

around the brand. Innumerable celebrities 

have been associated with it (Nicole 

Kidman's nude scene in the play 'The Blue 

Room'  was referred to by a critic as "pure 

theatrical Viagra"). And, ultimately, Viagra 

has generated billions in revenue for 

Pfizer in its short 13 years of existence.

Can we automatically assume that 

pharmaceutical brands have the potential 

to be as engaging as consumer brands? 

Certainly there are other prescription 

brands – Prozac, Botox and Xanax – that 

are equally-popular household names. 

However, these brands have benefitted 

not only from tremendous marketing push 

(directly to consumers), but also from 

the media appeal that they enjoy due to 

the controversial nature of the products. 

The reality for most pharmaceutical 

brands is that consumers and media are 

influence

Soumya Roy asks whether 
pharmaceutical brands can be as 
engaging as consumer brands

Does emotion 

prescribe
how physicians  ?
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not always excited about their category, 

and most prescription brands are less 

directly targeted to consumers. The key 

'customers' for pharmaceutical companies 

are physicians.  

 

The top pharmaceutical 
brands are as engaging 
as top consumer brands 

 

There's a widely-held belief that physicians 

make decisions that are purely rational, 

unswayed by publicity, social influence, 

subliminal messaging or emotional 

marketing. But that's not always the 

case. Indeed, pharmaceutical companies 

have traditionally marketed and 

differentiated their drugs based on clinical 

characteristics and benefits of products. 

But in today's dynamic landscape of 

personalized medication, the growing 

influence of patients and payers, reduced 

sales forces and ever-burgeoning sources 
of non-direct communications (such as 
social networks and blogs), a paradigm 
shift is underway. 

Pharmaceutical companies are now 
building their brands based on more 
than just concrete benefits. They're 
seeking to engage customers with a 
brand platform that's differentiated on 
the basis of unmet customer needs in the 
emotional, functional and social spheres. 
This new brand differentiation framework 
leverages emotional values and symbolic 
associations, and it goes beyond direct 
campaigning to consumers and includes 
communications to physicians and other 
health care professionals. 

Any new brand engagement model for 
marketing to physicians needs to take into 
account functional and emotional bases 
of differentiation. It must also be attuned 
to new forms of communications, such as 
digital and viral. Engager Rx™ studied over 

engage
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75 brands in 12 disease areas and polled 
450 GPs and specialists, and we observed 
that pharmaceutical brands can (and do) 
engage physicians beyond communicating 
clinical messages.  
 

True differentiation ... 
comes from the emotional 
loyalty these drugs build 
with physicians 
 
Our data shows that the top pharmaceutical 
brands are as engaging as top consumer 
brands among general consumers. Our 
list includes the usual suspects, popular 
brands such as Viagra, Cialis and Lipitor. It 
also includes specialist drugs that are less 
widely known, but still highly engaging 
amongst physicians, such as Herceptin, 
Alimta and Enbrel. This suggests that the 
value of engagement isn't just a consumer 
phenomenon. When a prescription 
brand is comprehensively positioned 
with adequate emphasis on underlying 
emotional and social needs (along with 
the rational), it has the ability to be highly 
engaging even for specialized targets like 
oncologists and rheumatologists. 

We also see that rational and clinical 
benefits are simply the cost of entry. 
Drugs need to meet certain thresholds 
on key clinical areas like efficacy, 
safety and tolerability. But, once they 
meet the threshold, we found that true 
differentiation for leading pharmaceutical 
brands comes from the emotional loyalty 
these drugs build with physicians, along 
with social recognition and acceptance. 

Let's take a closer look at two very 
different categories. Erectile dysfunction is 
a disease with psychosocial consequences, 
but it's not life threatening. It's treated 
by GPs with much of the demand coming 
directly from consumers – the result of 

substantial marketing spend on direct-to-
consumer ads (at least in the US). Viagra 
and Cialis dominate the space trailed by 
Levitra. Viagra is positioned around an 
alpha male message of 'rediscovering 
masculinity' while Cialis' softer positioning 
centers on 'spontaneity'. Physicians 
perceive all three products to be similar in 
clinical attributes, and yet they are more 
engaged with the top brands, based on 
emotional loyalty and social influence. 

Now, let's consider the colorectal cancer 
category, a serious disease with a 
complicated course and prognosis. We'll 
compare market leader Avastin and two 
other drugs with similar characteristics, 
Erbitux and Vectibix. What we observe 
here – despite the specialized nature of 
the disease, product and target audience 
– is not dissimilar from the erectile 
dysfunction category. Avastin tends to be 
differentiated amongst oncologists based 
mostly on social and emotional equity and 
less on clinical perceptions.  
 

Pharma brands can look 
to consumer brands for 
‘engaging’ inspiration 
 
What can we conclude? The 
pharmaceutical industry is clinical and 
rational. But pharma brands can, and 
should, look to consumer brands for 
'engaging' inspiration. “Physicians have 
feelings, too!" could be the battle cry. By 
adding social and emotional to the rational, 
marketers will be better poised to engage 
both patients and their physicians.

Soumya Roy PhD is Global Head of 
Quantitative Health at Hall & Partners. 
Reach him at s.roy@hallandpartners.com
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Colo-rectal: select scores

Erectile dysfunction: select scores

The value of social emotion in driving 
engagement »
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            pen and transparent engagement is an essential O  part of the world we live in. Customers in 
healthcare are no different from other consumers, but 
there are many different types of customers, from 
individuals buying over-the-counter healthcare products 
to physicians issuing prescriptions. 

At GSK, engagement is all about conversation, and 
empowering the customer to get the best possible 
information they can to make the best possible decisions 
for themselves, their communities or their societies. The 
healthcare industry is highly regulated for incredibly good 
reason. And one of the challenges is to ensure that those 
regulatory arenas support transparent exchanges in the 
most appropriate way.

Clients on engagement »
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“
Engagement is a fundamental part of what everybody 
does, both inside and outside corporations, with social 
and peer influence playing a vital role. Whether these 
influences are at play in a consumer environment selling 
a product, or a healthcare environment understanding a 
condition or a disease, or helping a community deal with 
those issues, they are of equal importance.

The world has changed immeasurably in the last 20  years. 
There’s so much information out there, so much noise, 
that in lots of ways we’ve become much more engaged 
with our individual communities, and these engagement 
relationships will only come to matter more and more. 
 
Lottie Pollack, Head of Market Insight, GSK Pharma

engage“
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Since the Advertising Research Foundation 

introduced the concept of 'engagement' in 

2006, the term has become an accepted 

part of our marketing lingo. It's an idea  

that came at the right time, with 

increasingly global competition and the 

rise of new forms of digital and social 

media that put brand information, reviews 

and recommendations in consumers' 

pockets, 24/7. 

These influences have combined to 

change the traditional purchase funnel, 

introducing the need to instantly and 

enduringly grasp the consumer when the 

opportunity presents itself.

Loyalty isn't just about satisfaction 

anymore. It's about interaction, not only 

with the brand but also with other brand 

users and potential buyers, as consumers 

draw mobile and social into their decision-

making process. It's about engagement. 

So creating and stimulating customer 

engagement should now be accepted as a 

critical imperative.

That imperative raises the question, "How 

do I increase customer engagement and 

Jeff Brazell discusses how cutting- 
edge marketing science can 
demonstrate the impact of 
engagement on the bottom line

increase

loyalty?
customer

engage

How do I



104

engagement

emotional
loyalty to grow my bottom line?" And, 

more specifically, "If I spend money to 

pull certain levers, what do I get? What is 

the ROI?"   

 

Loyalty isn’t just about 
satisfaction anymore … 
it’s about engagement 
 

New marketing science builds on 

insights from neuroscience, behavioral 

economics, econometrics and psychology 

to make predictive models that show us 

how to increase the engagement that 

drives revenue, profitability and ROI. A 

fundamental part of this new science is 

the difficult task of accurately quantifying 

and modeling not only the conscious 

and rational, but the subconscious and 

emotional as well. Bringing it all together 

into a predictive model that addresses 

the business outcomes you care about – 

such as whether and how often someone 
chooses your brand – is a challenge that 
reveals even cutting-edge marketing 
science to still be in its infancy. 

There are three critical steps to meeting 
this challenge. First, we have to collect 
the right kinds of information. We need 
to focus data collection on two main 
areas: the 'what' composed mostly of 
rational, functional drivers of consumer 
choice (but also including subconscious 
elements), and the 'why' composed mostly 
of emotional and subconscious drivers 
(but including some conscious drivers). 
Because engagement-building activities 
can differ by current engagement levels 
of customers, the data collection must 
be broader and more complex than most 
traditional studies. 

Next, these data sources must be brought 
together in a hierarchical statistical model 
that fuses all the information into accurate 
predictions. (The hierarchical structure 

conscious

rational
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is necessary because emotional drivers 
are associated with tangible features 
in a stratified way.) How engaged are 
our customers? What will they buy if we 
don't change our strategies and tactics? 
More importantly, how can we impact 
engagement? And what will customers buy 
when we do pull those marketing levers?  
 

Creating and stimulating 
customer engagement 
should now be accepted 
as a critical imperative  
 
Finally, we use the model to build a 
simulation, allowing us to explore any 
number of 'what ifs'. We can then optimize 
our engagement activities and get a sense 
for the ROI of our potential actions.

The bottom line: cutting-edge marketing 
science can show us how engagement 

and its impact on the organization drives 
market share, revenues and profits – 
lending real power to smarter engagement 
decisions.

We work with Hall & Partners and their 
clients to help plan, evaluate and predict 
return on engagement and help provide 
greater certainty in this increasingly less-
certain world of brand engagement.

Jeff Brazell PhD is CEO and Founder of The 
Modellers, an Omnicom market research 
company with a focus on predictive 
insights. themodellers.com

subconscious

emotional

loyalty
engagement

engage

e

emotional



106

What does engagement look like at 
Southwest? 

Engagement for us is all about putting 
our customers and our people at the 
center of everything we do, and setting up 
strategies that enlist them as our brand 
enthusiasts. People matter and stories 
matter. Through stories, we can engage 
people and build loyal Southwest Airlines 
communities. 

We fly over 88 million customers a year. 
They're a part of our brand, and we're a 
part of their lives. Everything we stand for 

is customer service. We just happen to fly 
planes.

How important do you think an 
'engagement strategy' is?

This is very important at Southwest 
Airlines. A successful brand engagement 
strategy shapes the architecture for 
building new customer growth and 
development. The strategy guides the 
decisions, so we're not focused on activity 
as much as we are on results that bring 
value to our customers. We involve 
customers in the process, and make them 

Dana Williams, Director of Marketing 
and Communications at Southwest 
Airlines, talks about total engagement 
with customers and people

Q
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feel they're a part of the company and a 
part of the brand.  

Social media has played a big role lately, 
I'm sure

Absolutely. Customers are the number one 
channel for helping us to build the brand 
and they can influence their networks and 
help strengthen the brand experience 
through social. We take people on fun 
trips. Through their smart phones, we're 
on that journey with them. They take 
pictures, share their thoughts… We stay 
engaged with them all the way through.

We have 1.8 million fans on Facebook, 
around one million follow us on Twitter, 
and, whenever we're launching something 
new, we post a video on YouTube, like 
'The Workout'. We've also used audio 
successfully on Facebook. For example, 
we posted someone's laugh, and lots of 
people knew it was Herb (Kelleher, the 
founder of the company). Customers 
didn't win anything and it wasn't 'in-your-
face'. It was just a different way to involve 
them, and they loved it.

More and more customer service is 
social media-based now, too. Our 
insights department is only four years 

old, and we're always asked, "How did 
you get your info before that?" Well, 
our customers would just write and 
tell us. We'd answer every letter. Now 
we have a department dedicated to 
social management, and we monitor all 
the social channels and have ongoing 
conversations with our customers.

You also mention the importance of 
including your own people in the 
process

Everything at Southwest is about our 
people. They're our channel, our content 
and our message. We spend a great 
amount of time marketing inside the 
company before we go outside. 'Fare 
Play' is the most recent campaign that 
features our people at Southwest carrying 
out our message. We do internal casting, 
and I'd say for the last three years, more 
intentionally so. The whole idea is that 
it's very real and organic – you get to the 
airport and see our people. We try to carry 
our experience all the way through.  

And the future?

When we think of the future of brand 
engagement, we have to focus on our 
channels. There's always going to be 

new functionality. As 
we grow our brand in 
emerging channels, 
storytelling will 
become even more 
important. And in five 
to 10 years, I hope our 
customers are an even 
more central part of our 
brand.

www.blogsouthwest.
com
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Wherever you are, we work there 
too. And we hope to hear from 
you. We're ready to start a new 
conversation and tackle a project 
of any size. 

Please don't hesitate to get in touch if you'd like 

to learn more about our thinking, our Engager™ 

model, or how we might help your business grow. 

www.hallandpartners.com

Engage with us »
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I love to swim every 
day. I really do love 
swimming. I'm a fast 
swimmer.

Travel is my passion. 
Travel makes me 
imagine. Travel 
keeps me grounded 
in reality.

Ride fast, take risks.

Life is like riding a 
bicycle. To keep your 
balance you must 
keep moving.

Vanella Jackson
Global CEO 

v.jackson@hallandpartners.com

Murray Hardie 
US CEO 

m.hardie@hallandpartners.com 

Peter Mackay 
Global Qualitative Partner 

p.mackay@hallandpartners.com

Soumya Roy 
Global Head of Quantitative Health 

s.roy@hallandpartners.com

Endlessly curious.

Kim Beck 
China CEO 

kim@jigsaw-i.com 

You only live once, 
but if you work 
it right, once is 
enough.

Vicki Arbes 
Australia CEO 

vicki@hpopenmind.com.au 

Punching and 
kicking makes me 
happy.

Carrie Stojack 
LA Managing Partner 

c.stojack@hallandpartners.com 

There's no such 
thing as too much 
broccoli.

Anne Groom
Seattle Managing Partner 

a.groom@hallandpartners.com 
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Yorkshireman. I love farming as 
I measure time in 
seasons and not 
hours.

I love sushi. Salmon 
nigiri is my all-time 
favorite.

I love walking up 
high mountains and 
enjoying the culture 
all over Europe.

I like jazz singing 
and competing with 
my two Morgan 
horses.

Distance lends 
enchantment to the 
view.

Yoga keeps me on 
my toes!

Find us online:
www.hallandpartners.com
Follow on Twitter:  
@HallandPartners

Kathryn Gallant 
US Health Managing Partner 

k.gallant@hallandpartners.com

Paul Edwards 
Europe CEO 

p.edwards@hallandpartners.com 

Kay Nash 
Africa CEO 

kayn@ywood.co.za 

Abigail Stuart 
Global Head of Health 

a.stuart@hallandpartners.com

Kevin Ford 
Global Head of Analytics 

k.ford@hallandpartners.com

Bernard Stringer 
Singapore Managing Partner 

b.stringer@hallandpartners.com 

Nicola Hepenstall 
Australia Managing Partner 

nicola@hpopenmind.com.au

Measure twice, cut 
once.

Michelle Castle 
Chicago Managing Partner

m.castle@hallandpartners.com 
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