






A connected future »

igital technology has shifted the balance of power. People 

are faced with abundant choice. They switch seamlessly from 

one channel to the next, from TV to mobile to computer. They flit 

effortlessly from social networking to mobile apps, from 

YouTube to Twitter to instant messaging – all in seconds. No wonder 

attention spans are shortening and there’s increasing resistance to 

advertising messages.

What’s the solution? Brands must engage through their communications 

at a deeper, more personal level. Rather than interrupting, it’s about 

engaging them with something that’s useful, entertaining or does some 

good in some way.  

The challenge is to create content that actually matters to people and 

makes a difference to their world; blending digital channels for 

messaging, with experiences and services that delight people, to create 

a deeper more intimate connection.

Traditional research methodologies and approaches were generally 

developed in and for a different era, when rational messages were the 

norm. We can no longer rely on traditional research that looks backwards 



to predict the future. Today, we need new thinking and new research 

methods to help develop meaningful ideas and evaluate effectiveness. 

Our connected world needs faster, fused and future-oriented approaches.

At Hall & Partners we’re committed to developing new tools for this new 

era. We’re adopting a different approach to innovation, one that 

experiments, partners, co-creates, tests and learns. We’re working with 

clients to create intelligent, connected data strategies, creating bespoke 

‘hubs’ to integrate, interact and engage audiences, whether it be internally 

with stakeholders or externally with customers. We’re pioneering new 

mobile platforms for self-ethnography, pop-up communities and ‘live 

testing’ that combines gamification and psychological techniques. 

Increasingly, we’re working with clients on co-creative projects that help 

us define together the future of research.  

The value of traditional research is diminishing. We’re committed to 

building a new connected future.

Vanella Jackson, Global CEO

v.jackson@hallandpartners.com
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Grant Bird

is a Partner at Hall & Partners. 

He works with clients to bring 

meaning to the measurement 

of digital marketing activity, and maximize 

the impact of digital participation and 

the social web on brand engagement. 

g.bird@hallandpartners.com

Fergus Hay

is the Worldwide Managing 

Director at Ogilvy and Mather, 

leading the SC Johnson 

International Integrated business across 

83 markets. He has a zeal for creating 

big ideas that connect and are worth 

sharing. www.ogilvy.com

Damian O’Malley

has spent over 30 years as a 

strategist at ad agencies and 

brand consultancies, most 

recently as Head of Strategy, EMEA, for 

McCann Erickson. He’s currently a partner 

at The Independence Orchestra and 

Original Strategy and Research Partners. 

www.adorchestra.com

Brigette Lytle

is Director of Innovation at 

Hall & Partners. Her focus is 

on new methods of collecting 

data, such as monitoring social media 

content, as well as developing new models 

for measuring consumer engagement. 

b.lytle@hallandpartners.com

Andy Pontin

is Chief Executive Officer at 

Clemenger BBDO Sydney. 

He’s an active member of the 

advertising community and has been on 

the board of the Australian Direct 

Marketing Association for seven years, 

most recently as Chairman. 

www.clemengerbbdo.com.au

Adam Morgan

is the author of Eating The 

Big Fish: How Challenger 

Brands Can Compete Against 

Brand Leaders, coining the phrase 

‘Challenger Brand’ and outlining a 

process for ‘doing more with less’. In 

1999 he founded brand consultancy 

‘eatbigfish’. eatbigfish.com

is Global Head of Health at 

Hall & Partners. She set up 

the healthcare division in 

1999 and has played a pivotal role in 

growing the business internationally.

a.stuart@hallandpartners.com

Abigail Stuart

Our contributors »

Hannah Mann

is a Partner within the 

healthcare division at Hall & 

Partners. She has wide-ranging 

experience including qualitative 

techniques, vaccines, patient research, 

RA, HIV and respiratory. 

h.mann@hallandpartners.com
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Richard Owen

is a Founding Partner of 

CrowdLab which creates 

bespoke market research apps 

for smartphones and tablets, harnessing 

mobile technology to maximize research 

insight. He's currently partnering with 

Hall & Partners on mobile innovation.

crowdlab.com

Rob Isaacs

is Director of Digital and Social 

Strategy at adam&eveDDB. 

With a background in digital, 

eCRM and social media strategy, he 

helps put social media at the heart of a 

brand's marketing activity.

www.adamandeveddb.com

Pamela Hamilton

is a creative development 

consultant currently writing 

Workshop Cookbook. With a 

background in psychology, and an 

obsession with brain science, she 

designs events to make best use of 

brain power against marketing objectives. 

www.workshopcookbook.com

Michelle Castle

is US CEO at Hall & Partners. 

She has worked globally with 

consumer and B2B clients at 

all stages of the planning cycle. Her 

experience spans automotive, CPG, 

finance, hospitality, retail, technology, 

telecom and travel. 

m.castle@hallandpartners.com

Jeff Hansen

is a marketing professional 

and business strategist 

currently working for 

Microsoft’s Chief Marketing Officer 

where he leads the company’s brand 

strategy function. www.microsoft.com

Jonathan Nelson

is CEO of Omnicom Digital 

where he oversees strategy 

for Omnicom’s digital assets. 

Described as a ‘serial entrepreneur’, he 

was inducted to AdAge's Hall of Fame in 

2001 for his ‘indelible imprint’ on the 

Internet industry. 

www.omnicomgroup.com

Steve Thomson

is UK Managing Director of 

the Keller Fay Group, an 

insight company focussing on 

online and offline word of mouth, 

customer advocacy and networking. 

www.kellerfay.com



Don’t leave 

I think it was Stephen Hawking who 

observed that the opposite of knowledge 

isn’t ignorance, but the illusion of 

knowledge. So (in the case of marketing) 

thinking you know your consumer, while 

in fact they are someone very different, is 

more dangerous than not knowing them 

at all. Genuinely informed instinct is a 

different thing altogether: those 

entrepreneurs who apparently rely on gut 

of course often, in reality, aren’t really 

doing so at all – they're spending time 

personally with their consumers or in their 

retail environments developing a strong 

visceral understanding of who buys their 

brand and why. Although they do 

relatively little conventional research, they 

have a very highly tuned and current 

sense of what matters to the people that 

consider and might choose them.

Yet, while really knowing your consumer 

would seem to be the level of intimacy we 

should aspire to as brand owners, there's 

a higher and still more powerful level than 

knowledge alone that you sometimes see 

brand owners possessing, particularly 

early in their careers. And that’s when 

they not only know their consumers, but 

like them.

Liking the people who buy your brand 

closes the emotional distance between 

you and them. You no longer describe 

them dispassionately, as sources of 

revenue and growth, but instead as warm, 

engaging people who you'd like to spend 

Think you know your consumer? 
It's not enough, says Adam Morgan

to Facebook
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more time with – and you therefore make 

an effort to do just this. Liking the people 

who buy your brand means you fight a 

little harder for difficult innovation, 

because you know how much they're 

going to appreciate the difference it 

makes to them. It means you're more 

likely to really push to get the small 

details right, because you know how much 

pleasure it will give. And, of course, it 

completely changes your relationship with 

customer service, and the people you 

recruit to deliver that. It puts an 

altogether different kind of energy into 

what you do and why you do it.

Adam Morgan is Partner at eatbigfish. 

eatbigfish.com and connect on Twitter: 

@eatbigfish

9



Follow



As advertisers, we 

have no choice but 

to go where the 

audiences are



More than six decades ago, television 

started life as the first screen because it 

was the only screen. When I grew up, we 

had one TV with a few channels. Life 

seemed simple, compared with today’s 

multi-screen environment, as I watch my 

own children engage with their phones 

and laptops, sharing and communicating 

with friends while the TV is on in the 

background.

The numbers tell the tale. We spend about 

20% of our time watching TV but, 

according to Nielsen, that number is 

declining for the second year in a row. It’s 

not that we’re turning off – in fact, 

Americans are voracious video viewers – 

but rather shifting our attention to new 

technologies and devices that make it 

easier to watch content whenever and 

wherever we choose. What device allows 

you to get customized content on the go 

or in the home? A TV? I don’t think so. It’s 

smartphones that are rapidly changing the 

way we work and play.  

More than half of Americans sleep next to 

their phone and say it’s the first thing 

they touch in the morning and the last 

thing at night. Consider this fact: in the 

past year, one in five Americans watched 

TV programming on their phone. Is this 

The smartphone has knocked TV 
off its pedestal. Jonathan Nelson 
discusses the implications for industry
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mainstream behavior? No, not yet. Is this 

common behavior for a significant population? 

Yes, absolutely. For millions of Americans, 

mobile is the first screen and, out of the 

home, it’s the only screen; meaning, if you 

don’t have mobile in your marketing mix 

then you’re missing a huge opportunity.

A recent Microsoft advertising study, Meet 

the Screens, found that we clearly love our 

mobile devices. Just about all smartphone 

owners (94%) worry about losing their 

phone and 73% have felt panicky when 

they’ve misplaced it. No matter the age or 

culture, only 11% of consumers who own 

smartphones, tablets, TVs and computers 

would give up their phones before their 

other screens. Most smartphones mirror 

their owners’ identities – social links, 

favorite activities, localization, travel, 

family photos plus data that’s very private. 

For marketers, the level of intimacy of 

mobile technology opens up new 

opportunities to engage consumers 

throughout the shopping journey. 

One of the biggest challenges facing 

marketers is the capacity to understand, 

create and manage customer experiences 

across multiple platforms including email, 

mobile, social media, the Web and other 

digital channels. According to a recent 

Forrester study, over 78% of marketers 

said creating integrated, multi-channel 

campaigns is critical to growing their 

business. Consumers want a seamless 

experience with a brand that cuts across 

all platforms whether it’s mobile, desktop 

PC, tablet or TV.  

Right now, there are two popular forms of 

mobile advertising. The first is banner ads 

on your phone that typically say ‘just click 

here’. The second is interruptive 

advertising. These two simple forms of 

media have their roots in other media – 

like a print or Web ad on a computer’s 

13
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large display. We tolerate them because 

they’re next to content we want to 

consume. However, when we encounter a 

mobile ad that’s irrelevant, it’s disruptive.

Coming up with ads that take advantage 

of the smaller mobile screen requires 

innovation from many parties: advertisers; 

digital publishers that sell ad space like 

Google, Apple, Microsoft and Facebook; 

and mobile ad networks. We need to start 

with the consumer and how they use their 

devices. According to a recent Pew 

Internet study, the top three activities 

people use their mobiles for are taking a 

photo, text messaging and accessing the 

Internet. With this in mind, the industry 

needs to develop solutions that add value 

to the consumer experience, whether it’s 

entertainment, socializing or geo-location 

services, and not push out irrelevant and 

disruptive ads.

For example, let’s look specifically at 

consumers and the on-the-go shopping 

experience – pre, during and post – and 

treat mobile as the first screen and not as 

an afterthought. Over the last Christmas 

season, consumers increasingly used their 

mobile phones for researching deals, 

store location and price comparison. It’s 

not surprising that more than 50% of 

Google searches are on mobile phones. 

Whilst in the store, shoppers will use their 

phones to check-in via Foursquare, 

The industry needs 
to develop solutions 
that add value to 
the consumer 
experience
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Shop-Kick or another location service, 

search for coupons, scan product codes, 

and make the purchase either in store or, 

increasingly, online. Lastly, people are 

sharing their purchases via their social 

channels. There are many touchpoints 

along this journey to inspire and engage 

shoppers with relevant content and 

value-added services on their much-loved 

mobile devices.

2012 was the year that many marketers 

put mobile strategies in place. In 2013, 

the pressure will be on how to break down 

silos across digital channels and leverage 

the data to help optimize and target 

integrated campaigns using mobile as one 

channel.  

As advertisers, we have no choice but to 

go where the audiences are and mobile 

has clearly knocked TV off its pedestal as 

the first screen. Whether it will be around 

for six decades is anyone’s guess. 

Jonathan Nelson is CEO of Omnicom 

Digital. www.omnicomgroup.com 
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We’re social animals, hard-wired to learn 

from others and share information about 

things that will make our lives better in 

some way. And that’s always had an 

impact on how we assess, choose and 

experience brands.

In last year’s engage, Mark Earls noted 

the phenomenon of ‘I’ll have what she’s 

having’: that our actions are shaped by 

what we see around us. But it’s not just 

what we see, it’s also what we hear that 

influences our behavior and attitudes; 

word-of-mouth (WOM) has a huge bearing 

on brand choices and health. Likewise, the 

types of networks and communities we 

participate in – indeed, the degree to 

which we’re networked at all – also have 

an impact.   

Actually, very few consumers peddle the 

myth of independent, über-rational brand 

choice. For years, people have readily 

acknowledged that they’re strongly 

influenced by the views of friends and 

family, alongside (and often above) those 

of ‘trusted experts’ and professionals.  

The dynamics and impact of WOM (and 

Earls’ observations) will vary by individual, 

product category and context. For 

complex, big-ticket brand choices – 

buying a car say, or your next holiday – 

Social connections influence the 
way we experience brands, says 
Steve Thomson
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it’s easy and intuitive to spot the influence 

of social interaction, especially WOM. In 

these categories a brand’s marketing 

messages can be impotent if the word on 

the street (based, perhaps, on direct 

experience of a brand) is telling a 

different story. But even in low-risk, 

low-interest or impulse categories, the 

views of others will have sway, albeit in 

less overt, more subtle ways.

Some people are more easily influenced 

than others, too. Similarly, the work of Ed 

Keller (Keller Fay CEO, with co-author Jon 

Berry) and Malcolm Gladwell has, in recent 

years, reminded us that outward influence 

is not distributed evenly, with some 

people clearly being more ‘influential’ 

than others. Keller Fay’s research 

indicates that the sheer size and diversity 

of a person’s social networks has a big 

bearing on the degree to which they 

spread the word about brands and 

products – if you get out a lot and interact 

with many people, your views will travel 

further and faster. But we see that 

product/category enthusiasm, thirst for 

knowledge and authority matter too.

The growth of social media has led many 

to think afresh about social networks and 

influence. It’s undeniable that there’s a 

strong public appetite to spend time 

online connecting with others. But, 

equally, there’s no evidence that this has 

diminished real-world contact and sharing 

to an appreciable degree – it’s merely 

added another layer. Not necessarily the 

thickest layer, either. Social media 

absorbs a huge amount of the mindshare 

of the business and marketing community, 

but it represents just a small percentage 

of WOM. 

Why do we say this? Because our research 

illustrates that the overwhelming majority 

of social influence takes place in the real 

world where people live, work, shop, 

travel and have fun. We’ve shown that of 

the millions of conversations about 

brands and products that take place every 

day, over 90% are offline (mostly 

face-to-face) and only a small fraction in 

social media. Statistical analysis also 

shows that the impact of face-to-face 

conversations on sales is considerable. 

The idea of people engaging in real 

conversations in the real world is not a 

vestige of a bygone era but, rather, a 

The overwhelming 

majority of social 

influence takes 

place in the real 

world
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critically important part of the way 

consumers continue to interact today.   

So, we must understand WOM dynamics 

in both the virtual and real worlds. 

They’re not the same. It appears that 

when people choose to post things about 

brands online, they tend to do so 

primarily as a form of social signalling. 

What it says about them as an individual 

is a very important factor in their decision 

to post: do I have something to say about 

a cool, hard-to-get new product? 

Talking face-to-face, emotional factors are 

the primary driver – excitement, awe, 

disappointment or anger. More obviously, 

the impact of a brand’s marketing activity 

will vary by channel/medium, though 

don’t assume that digital and ‘old’ media 

operate in completely different circles; a 

strong digital campaign will generate 

plenty of offline WOM if it’s well executed 

with compelling brand messages. Hence 

there are many pathways for brands to 

activate positive brand conversations. 

The key is a people-centric approach to  

understanding influence, rather than 

being fixated on technology.

Social influence is huge and the views of 

ordinary people – which carry credibility 

and persuasive ability – can make or break 

brands. So focus on giving people 

personal experiences they want to talk 

about, and brand messages they want to 

share.   

Steve Thomson is UK Managing Director of 

the Keller Fay Group. www.kellerfay.com
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Many companies are 

putting their 

reputation on the 

line by treating 

digital as an end in 

itself rather than a 

means to an end



Digital media has revolutionized our 

brand awareness and how, when and 

where we consume and share information. 

Businesses now have a myriad of different 

tools available to drive consumer 

knowledge of, engagement with and 

loyalty to their brands. However, in the 

race to jump on the digital bandwagon 

many businesses are missing the point 

completely and are instead heightening 

risk to their reputations, share prices 

and profits.

The power balance between brand and 

consumer has shifted to the latter’s 

advantage. Every individual has the power 

to tell others what they think about your 

products or services, promotional 

activities, operations, executives or, 

indeed, any aspect of your business. This 

power is amplified by the immediacy and 

accessibility of the Internet and means 

just one bad or controversial business 

decision or misjudged comment is all 

that’s needed to light the fuse to an 

explosive public response. 

In this new media landscape companies 

are faced with increased transparency and 

thus reputational risk, particularly for 

those with a retail or customer focus 

underpinning brand value. As Shakespeare 

Andy Pontin highlights the 
importance of protecting your brand’s 
reputation in today’s digital age
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tells us: ‘Who steals my purse steals … 

nothing … But he that filches from me my 

good name … makes me poor indeed’. In 

a polymorph and always-on world, where 

brands are more vulnerable than ever, 

companies need to adopt a measured 

‘sword and shield’ approach to digital 

communications based on continual 

two-way engagement. 

Yet, many companies are continuing to 

put their reputation on the line by treating 

digital as an end in itself rather than a 

means to an end.

Quality, propaganda-free information is 

too easily available online for controlled 

messages to triumph. And the traditional 

informational middlemen, the news 

media, are hurting. What's left is a 

‘free-for-all’, with companies striving to 

create the best (and best-placed) content 

and cut through the clutter. The ultimate 

goal of marketing has therefore become 

‘virality’ – with agencies being asked to 

create Gangnam Style parody videos or 

the next NAB (National Australia Bank) 

Break Up campaign that will take off 

faster than H1N1.

Mass awareness and sharing of content 

drives many social media brand page 

strategies, resulting in companies 

accumulating ‘friends’ and ‘likes’ with 

the same avidity as insecure teenagers – 

and without considering the value of 

these gains.

Every individual 

has the power to 

tell others what 

they think
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It seems ‘digital’ has become synonymous 

with ‘experimental’, ‘cutting-edge’ and 

‘viral’; a way of thinking that can lead to 

seriously-flawed online engagement 

strategies.

This embodies the ‘top-down’ model 

of branding, which focuses on 

broadcasting messages to consumers 

rather than engaging them. It also 

places value on ‘friends’ and ‘likes’ 

rather than on genuine advocacy – 

where consumers feel bonded to and 

passionate about your brand, enough 

to actively promote it to others. As 

such, campaigns based on this model 

don’t account for the ebb and flow of 

digital communications and are more 

likely to fail.

So, how can companies capitalize on the 

opportunities afforded by the digital age 

whilst avoiding damaging blunders?

Before promoting your brand online you 

must first ‘sharpen your sword’ by 

interrogating your brand community to 

better understand: how consumers are 

engaging with your brand; how they want 

to engage with it; and what they are 

already saying about it. Here data is key. 

Through their online interactions, 

consumers leave behavioral proof of what 

they’re doing in their day-to-day lives. 

When linked to our storytelling, data 

drives greater brand relevance, 

differentiation and personalization, whilst 

also alerting us to any potential 

reputational risks as they arise.

McDonald’s 2012 Twitter campaign 

#McDStories is a case in point. 

McDonald’s urged consumers to share 

their positive experiences of the fast-food 

chain, but this quickly backfired and 

negative tweets proliferated. Had 

marketers analyzed the way consumers 

were already talking about their brand 

online – YouTube videos about bugs in 

burgers and the evils of McDonald’s have 

been trending for years – they would have 

seen that the strategy was misguided from 

the start.

To protect your brand online, marketing 

can no longer sit in a silo disconnected 

from business operations. The most 

successful campaigns will go way beyond 

In the race to jump 

on the digital 

bandwagon many 

businesses are 

missing the point 

completely
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marketing and require commitment from 

the entire organization. This means 

building brand responsiveness to 

rapidly-changing market conditions, and 

brand resilience to counteract unforeseen 

crises and threats. 

NAB wouldn’t have achieved a 79% 

increase in home loan inquiries or a 53% 

increase in credit card applications and a 

20% increase in transaction account 

openings week-on-week with its Break Up 

campaign had it not committed to an 

agenda about fair value when all the other 

banks were focused on increasing sales.

With 2013 pitted as the year of Big Data, 

the online opportunities for brands will 

only continue to grow. Those companies 

with sword and shield at the ready will 

ensure effective promotion and protection 

of their most valuable asset – their ‘good 

name’.

Andy Pontin is CEO of Clemenger BBDO 

Sydney. www.clemengerbbdo.com.au
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Multi-taskers 

are never as 

effective as they 

think they are 

Pamela Hamilton, Workshop Cookbook
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Because we’re 

never far apart, 

we place less 

value on our 

time together

Pamela Hamilton, Workshop Cookbook



What keeps people connected to the 

Microsoft brand?
Building brands is about more than a look 

and feel; it’s about more than a product 

launch or a new logo. It’s about seizing 

transformational moments and carrying 

that energy and momentum forward in 

every interaction, every day.

At Microsoft we’ve recently inspired a wave 

of excitement around the transformation 

of our products and the move to a future 

of services and devices. We’re in the midst 

of an unprecedented wave of new product 

releases – Windows 8, Windows Phone 8, 

Xbox and the new Office. These aren’t 

updates; they’re fundamental reinventions 

of almost everything we produce and 

some things we’ve never sold before. For 

example, our new Windows 8 operating 

system model is centered around the 

move to cloud computing and natural 

Jeff Hansen, General Manager of 
Brand Strategy at Microsoft, talks 
about engaging customers through 
a cohesive approach to product 
and brand design
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touch interfaces. We’ve created a new user 

experience design system grounded in 

the point of view that what matters to 

customers is the overall experience, not 

the visual structure of the operating 

system. These big product design changes 

mark a new era for our company and, 

therefore, our brand.

So how do you see the Microsoft 

brand developing?
There are great opportunities to get 

customers engaging with the brand in 

new and creative ways. We’re seeing it 

first-hand in the energy and excitement 

palpable in our Microsoft stores as 

customers have their first experiences 

with a Surface or one of the new Windows 

8 PCs that our hardware partners have 

designed. But we’ve also seen it in 

unexpected places, like Fashion Week in 

New York where Bloomingdales shoppers 

were able to use an interactive virtual 

dressing room powered by Kinect. Or on 

Emirates airlines, where crews will soon 

be adopting Windows 8 tablets so they 

can offer a personalized and efficient 

in-flight experience by tracking customer 

preferences and feedback.

As customers experience our products in 

new ways, they’re experiencing our brand 

in new ways. Creating a brand is a 

continual process that happens with every 

interaction. They’re connecting to 

Microsoft in a much broader, more unified 

way and at the core of this new level of 

connection is an integrated experience 

with our products and technologies. 

Product design is clearly key to the 
Microsoft brand...
The redesign of our products has brought 

them together as part of an interconnected 

ecosystem across customers’ everyday 

devices – from their TV, to their tablet and 

PC, to their cell phone. It’s an experience 
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born out of a consistent and intuitive 

product design. The similarities in the 

interface and the product design create 

built-in familiarity across our products. 

When customers learn to use one of our 

products, they’re well on their way to 

knowing how to use the others. There’s 

an easier learning curve which makes it 

more natural for them to embrace our 

products as part of their daily routines.

How does your product design 

influence your visual branding?
As our products evolved to be simpler and 

more streamlined, our brand designs 

adopted that same approach. We went 

back to basics. Our new logo designs 

reflect the product changes: they’re 

unique yet familiar, and clearly all from 

the same family. We’ve created a cohesive 

brand ecosystem, but there’s room for 

each of our brands to have its own 

personality. They’re designed for today’s 

digital world but with a foundation in 

classic design principles. 

The same is true for the Microsoft brand 

itself. The new brand strategy includes a 

fresh corporate logo, embodying the 

design principles of our products and 

their logos, while drawing upon the 

heritage of our brand values, fonts and 

colors. 

What about the relationship with 

your customers?
It’s the consistency in the way we present 

our products and technology – as well as 

Microsoft as a whole – that helps our 

customers develop a better understanding 

of us because what they see and 

experience in our products is reinforced by 

what they see and hear in our marketing.

In re-imagining our product and brand 

designs, we have the ability to re-imagine 

30



our relationship with our customers. It’s a 

natural opportunity for them to discover 

new ways of using our products and 

services, as well as the benefits of using 

them together. 

Our lasting commitment to both great 

product and brand design helps us exceed 

our customers’ expectations and give them 

consistent and cohesive experiences that are 

both functional and attractive. And so, we 

become more integrated into the routines of 

our customers’ lives – as a brand, there’s 

nothing more we could ask for. 

Jeff Hansen is General Manager, Brand 

Strategy Central Marketing Group, at 

Microsoft. www.microsoft.com
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Adapt



Digital design should 

adapt to the device to offer 

the tasks the user is most 

likely to want to perform





Earlier this year a woman was admitted 

to hospital after eating a Findus Beef 

Lasagne. She‘s said to be in a stable 

condition. Aside from launching a 

plethora of punning, the horsemeat 

scandal (brought about by the discovery 

of horsemeat in processed beef products 

sold by a number of UK supermarket 

chains) was essentially about false 

advertising rather than a public health 

crisis. 

At times, research feels guilty of the same 

thing. Research thinking has evolved 

dramatically over the past few years, 

galloping ahead to pastures new. The 

advances in neuroscience, eye tracking 

and behavioral economics, to name but 

three, have allowed researchers to 

present fresh, new ingredients to the 

world. But once the shiny packaging is 

opened, research doing – the collection of 

data and insight – often remains a bit of 

an ‘also ran’. (And that’s the end of the 

equestrian metaphors.)

The thinking tells us that people behave 

irrationally, spontaneously, sub-

consciously, non-sequentially and not in 

isolation – people are influenced by 

others, the context varying across time 

and space.

Richard Owen urges us to think 
about the participant when 
designing mobile research
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However, the doing remains isolated, 

linear and a point in time – days, weeks, 

even months after the ‘event’. Why do 

we think that someone will share their 

inner-most thoughts and feelings in a room 

full of strangers on a cold Thursday night? 

Why do we think they will even know what 

those thoughts and feelings are?

What research really ought now to be 

pushing is not just the brave new 

thinking, but how that translates into 

brave new doing: research tools, designs 

and approaches that…

» are in, and of, the moment

» are capable of capturing real   

   behavior, not just claimed 

» can ask respondents to ‘create’ how  

   they think and feel – not just choose

   from a predetermined list

» are social and available for sharing

» seamlessly blend the whats and the

whys

» give participants choices of how to

   offer their views, whenever and 

   wherever they like

» create an on-going dialogue that

   understands pre-assumptions about 

   decisions as well as post-rationalized

   thinking

Mobile needs to be 

approached as an 

utterly different 

space
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» are easy and convenient for

   participants and researchers alike

» account for as many multiple touch- 

   points as possible

Mobile research methodologies are 

starting to make this possible, as well as 

progressing our understanding about how 

people think and do. However, the 

potential will remain unfulfilled if the 

prevailing wisdom is to consider mobile as 

simply another way to deliver the same 

old techniques. Whenever someone asks 

me how they can optimize their online 

survey for a mobile, I simply say “don’t”. 

Mobile needs to be approached as an 

utterly different space, with a focus on 

how people use their phones, not on how 

researchers like to ask questions. 

So (perish the thought), don’t start with 

the MRS guide to questionnaire writing, 

but with the Android and Apple app 

developer guides that remind us 

constantly how people are and what turns 

them on. Things like:

Delight in surprising ways  
Create a personal journal for 

recording thoughts and feelings 

when I'm having them (not like 

another research project)

People behave 

irrationally, 

spontaneously, 

sub-consciously, 

non-sequentially 

and not in isolation
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Incorporate manipulation 
Make this feel like other apps where 

I use gestures and motions to 

achieve things

Sprinkle encouragement 
Use push notifications to let me 

know what’s going on, and give a 

clear sense of my progress and 

thanks when I upload things

Minimize the user effort required 

Don’t ask long, arcane research 

questions; ask me what you want to 

know

Only show what’s needed and 
when 
Use bite-size chunks with menu 

screens that show me the task in 

hand, reveal new tasks as I 

complete old ones and have one-off 

things disappear to keep my screen 

clutter free

Pictures are faster than words 
Incorporate built-in media functions 

so I can tell you what I think 

through pictures, video, audio text 

or sometimes, yes, a question

Only interrupt if it’s important 
And let me do this on my terms, not 

yours

Why don’t we let people first tell us their 

thoughts on shopping in an online 

discussion on a Monday (from their 

desktop, tablet or phone); share the 

shopping experiences via their mobile as 

they’re doing it; and then engage in a 

personal conversation with a skilled 

researcher about their behavior? If their 

actions are replayed to them as stimulus, 

then the underlying emotions and 

irrational behaviors can be exposed and 

discussed?

Designing platforms for research should 

be done solely in the best interests of the 

people taking part and in an open way 

that’s utterly device-neutral. This doesn’t 

mean ‘device-agnostic’ – that is, not tied 

to a particular device – because while a 

strictly device-agnostic approach may 

present the content best suited for the 

device, this may not be the content the 

user wants. As Google’s Our Mobile Planet 

2012 shows, the information accessed and 

tasks completed by mobile users differ with 

the available device. Therefore, the design 

should adapt to the device to offer the tasks 

the user is most likely to want to perform.

What we need is an ‘all channels open’ 

system, that lets people complete tasks on 

any device they want while maximizing the 

task for that device; a platform that allows 

participation in ‘online discussions’ from a 

mobile, tablet or desktop, but also lets the 

researcher create content for people to 

complete on their terms, when it’s relevant. 

By keeping ‘all channels open’ it’s possible 

to capture all thoughts, feelings and 

behaviors. When a research approach 

reflects how people make decisions, it will 

generate more natural, open and engaging 

insight. All of which can only mean more 

effective decision-making for clients. 

Richard Owen is Founding Partner of 

CrowdLab and is currently partnering with 

Hall & Partners on mobile innovation. 

crowdlab.com

Designing 

platforms for 

research should be 

done solely in the 

best interests of the 

people taking part 
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Our thinking »

At Hall & Partners, as brands and 
communications evolve, we 
expand our thinking to embrace 
new ideas and models. Our digital 
input emphasizes creativity, 
clarity of thought and innovation

What? A framework for planning and evaluating the patient experience.

How it works PatientPulse™ facilitates an in-depth understanding of the patient 

experience. It adopts a holistic, multi-methodological approach to ‘diagnose’ brand 

performance. It tells you where the battle is being won or lost for different types of 

patient and identifies moments of truth that detract from or reinforce disease and brand 

engagement. PatientPulse™ creates a plan for when, where and how best to connect 

with patients to optimize prescriptions of your brands, ultimately helping you become 

more customer-centric in your marketing and communications.
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What? We go beyond conventional social media listening, to understand the social 

emotion that surrounds brands and its impact on behavior.

How it works Our linguistic specialists decode not only what people say, but what it 

means for your brand. We help you understand how to best cultivate the emotional 

content of your brand’s social traffic to maximize your competitive advantage. We do 

this by looking at the dynamics of the relationship between emotional and behavioral 

language in social media posts. We can then identify which words and phrases are most 

predictive of future behavior. This means you can protect and promote language that 

reinforces positive behavior towards your brand and address negative language that can 

distract and detract people from buying you.

What? An online community, that pops up for the life of the project. It focuses on 

issues around brand engagement, communication strategies and shopper journeys.

How it works People are recruited for a period varying from a week to a month. This 

pop-up community allows people to co-create or react to specific topics such as 

shopping, brand experience or new advertising.
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What? A unique tool which evaluates the impact of digital campaigns and their 

effectiveness in driving brand engagement.

How it works OnTrack measures brand response to digital and cross-media 

campaigns, without disrupting the online experience. This allows us to measure a 

campaign’s targeting and media efficiency as well as how the campaign impacts brand 

engagement.

 

What? An in-depth study among ‘digital natives’ who’ve grown up experiencing 

brands online.

What’s it about? To help understand the ‘Millennial’ generation better, we’ve 

conducted extensive research to explore how young people are interacting differently 

with brands. Because they engage with brands digitally, we’re interested in how this is 

impacting their behavior.
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Jim Forrest, Global Head of Digital, Hall & Partners

j.forrest@hallandpartners.com

n today’s world, it’s not about ‘digital 

marketing’ as a separate, siloed thing. 

It’s about marketing in a digital world. This 

forces us to challenge what we do every day 

because digital technologies continue to evolve, 

and the way that brands engage with consumers 

continues to evolve. So, how we measure brand 

engagement also needs to continue to evolve.

Connected thinking »
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It’s getting more and more difficult 

these days to find a pharmaceutical 

company that just wants to sell drugs. 

Most seek to deliver a more holistic 

approach to disease management that 

enhances the entire patient experience.

Pharmaceutical companies increasingly 

recognize that the path to healthy 

outcomes begins before a prescription 

is ever made and continues long after 

initiation of drug therapy. 

In today’s world, success comes from 

engaging with patients at every touch- 

point to identify where meaningful 

connections can be made: from the first 

awareness of a problem when 

information is sought, to the interaction 

with the doctor or pharmacist, through 

to starting on drug therapy and beyond. 

To truly add value a customer-centric 

mindset is required, where every step of 

the journey is experienced through the 

eyes of the patient. This means 

understanding the patient's unmet 

needs, as well as their feelings and 

experiences, so that the drug can 

become a sustained and rewarding 

presence in their lives.

Abigail Stuart and Hannah Mann 
talk about the way digital is 
transforming the patient experience
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allowing patients to broadcast their 

attitudes on every aspect of their 

healthcare experience. As well as 

providing a rich source of information 

and the opportunity to listen, participate 

and engage, it has the power to create a 

collective social momentum that 

influences brand loyalty and advocacy. 

Mobile is also having a vast impact on 

the delivery of healthcare, with multiple 

implications for how patients 

self-manage and engage with doctors, 

nurses, pharmacists and other 

healthcare professionals. Hundreds of 

apps demonstrate the endless potential: 

at the outset mobile provides disease 

education to drive patients towards the 

right treatment; it helps increase 

consultation rates through text 

appointment reminders; and ensures 

patients stay loyal to their medication, 

assisting with medication compliance.   

Technology-empowered patients, with 

more access to information about health 

than ever before, are accelerating the 

transformation of the healthcare industry 

into a patient-centric model. They seek 

more information about their health, 

play a more active role in treatment 

decisions and have become more 

demanding about their care.  

Social media continues to change the 

nature of health-related interactions by 

The path to healthy 
outcomes begins 
before a prescription 
is ever made

Technology empowered
 patients …      
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At Hall & Partners we help clients 

understand how they can best engage 

with people and influence future 

behavior. PatientPulse™ is our new 

framework which helps pharmaceutical 

companies evaluate and plan each stage 

of the patient experience, providing a 

structure for understanding patients’ 

feelings, thoughts and actions before, 

during and after treatment initiation. It 

identifies opportunities for clients to 

shape patient behaviors and, through 

judicious use of social media, drive 

them towards disease and brand 

engagement. 

The three stages of the patient treatment 

initiation experience are:

Before treatment 

Patients start understanding their disease 

and the urgency to consult a physician is 

created. They form impressions and build 

knowledge by searching for information 

on disease and treatment options. Digital 

plays a crucial role by delivering advice 

and support to patients when they most 

need it. 

During treatment 

Optimizing the patient-doctor interaction 

so that the right treatment is prescribed. 

This succeeds when patients ask the 

correct questions and express their 

clinical and emotional needs and 

priorities; they can then buy into the 

treatment selected, know what to expect 

Social media … has 

the power to create 

a collective social 

momentum 
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and feel well equipped to take the 

medication.

After treatment 

Providing on-going support to encourage 

treatment compliance and advocacy. This 

includes support services and tactics to 

help patients stay on treatment and get 

the results they need. A positive 

experience at this stage builds intentions 

to comply and long-term loyalty to 

medicine brands, avoiding switches to 

competitor treatments.

There are numerous examples of the way 

digital is providing pharmaceutical 

companies with new possibilities to 

connect directly with end-users, 

transforming each stage of the patient 

experience – a few case studies that 

demonstrate the point well are given 

opposite. While the pharmaceutical 

industry will keep producing drugs to treat 

illness and disease, it will also continue to 

create meaningful experiences and 

connections with patients. 

The payoff to pharmaceutical companies 

will be recognized through greater patient 

trust, disease and brand engagement and 

long-term loyalty; the payoff to patients 

will be in improvements in disease 

prevention, healthy outcomes and 

wellbeing. 

Abigail Stuart is Global Head of Health 

and Hannah Mann is Health Partner at 

Hall & Partners.

a.stuart@hallandpartners.com

h.mann@hallandpartners.com 

Success comes from 

engaging with patients at 

every touchpoint to identify 

where meaningful 

connections can be made
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Connecting with patients »

Before treatment 

Educational websites and apps help people self-diagnose and make potentially 

life-or-death decisions. The Meningitis Trust, for example, has developed a website and 

app designed to help parents identify and diagnose meningitis. It clarifies the signs and 

symptoms and provides useful links to finding the nearest emergency department or 

doctor, as well as access to an online nurse. The experiences of others can also be 

shared via an online forum.  

During treatment 

Pfizer, in partnership with leading UK health organizations, has created an online surgery 

to target male issues such as obesity, diabetes and erectile dysfunction. Men are more 

likely to consult the Internet than a doctor about their health problems and ‘Man MOT’ 

provides an anonymous way to connect with doctors and seek professional advice.

Patients are also using social media to connect with each other. ‘Ask a Patient’, which 

provides ratings, side effects and success stories for prescriptions drugs, exemplifies 

how technology-empowered patients can transform the paternalistic practice of 

healthcare into a patient-centric model, helping empower other patients in their decision 

making. 

After treatment 

In the US it’s estimated that 50% of prescriptions are never filled and only 25-30% of 

medications taken as advised, with such non-adherence leading to $billions of direct and 

indirect healthcare costs. Vitality aims to address this issue with GlowCap®, a new 

approach to medication management. Inside the cap, a chip monitors when the pill 

bottle is opened and wirelessly transmits through mobile networks to the patient or 

carers, providing reminders, social feedback, financial incentives and automatic refills. 

Other technology platforms harness the ‘wisdom of the crowds’ to provide real-time data 

on patient experiences with medical interventions. Treato collects and analyzes vast 

amounts of data from social media sites to create a big picture of what patients are 

saying about medications and conditions. Within just a few months of launch it had 

analyzed data from over a billion posts and, at the time of writing, has data from more 

than 23 million patients, on 13 thousand conditions and 11 thousand medications. The 

insights provided help healthcare professionals and manufacturers identify patterns in 

drug use, safety issues and side effects. 
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Patients often only 

have a maximum of just seven 

minutes to spend with a physician. 

It’s no wonder they’re turning to social 

media for much-needed advice and 

support. There‘s a growing desire to learn 

from other patients’ experiences in order to 

help make more informed healthcare 

decisions. This represents a huge 

opportunity for pharma companies willing 

to step in and respond to this need.

Hannah Mann, Partner

How do you think digital is changing 
the way physicians and patients 
interact with pharma companies?

Massive reductions in sales 

forces, combined with the ability 

to personalize communications 

using digital platforms, means we 

can expect e-CRM to be the new 

‘holy grail’ of marketing to 

pharma. A new era of e-PRM 

(physician relationship 

management) will emerge and 

dominate the pharma marketing 

landscape in the near future.

Soumya Roy PhD, Managing 

Partner

Increasingly digital makes it easier for customers (patients, physicians, etc.) to 

receive information on their own terms. Pharma companies must ensure that the 

messages they deliver engage their customers in compelling ways. If the 

engagement isn’t meaningful, customers will tune out, often without the pharma 

company knowing. Digital should be viewed as an effective way to engage with 

customers.

Scott Kressner, Partner

Connected thinking »
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If you would like to hear more 

about our latest thinking, please 

get in touch:

Abigail Stuart

Global Head of Health

a.stuart@hallandpartners.com 

Lee Gazey

Managing Partner, UK Health

l.gazey@hallandpartners.com

Soumya Roy PhD

Managing Partner, US Health

s.roy@hallandpartners.com

I think patients will eagerly 

embrace any avenue that 

empowers them, giving them a 

voice in the drug discovery and 

approval process. Physicians will 

always be wary but interested in 

having direct communication 

with drug manufacturers.

Susan Gaits, Partner

Digital opens up incredible 

opportunities for communication and 

miscommunication. With patients now 

gaining direct access to pharma companies, 

their voice will become increasingly 

important in determining pharma strategy.

Di Adams, Partner

The industry is at a crossroads – will it be 

brave enough to grab the opportunity digital 

presents with both hands, or will progress be 

hindered by regulators who prevent pharma from 

truly engaging digitally with customers?

Lee Gazey, Managing Partner

Patient-power is on the up through 

community leaders who galvanize 

discussions on different diseases and 

drugs. There’s a huge opportunity for 

pharma to engage with these leaders 

through the creation of interactive, 

patient-friendly websites and to 

correct any misconceptions about 

their products. 

Chris McPartland, Partner
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An apology to Paul Isakson: we have failed 

you.

Paul, I’m sorry. Truly, madly, deeply. We 

haven’t responded to your visionary 

rallying cry in 2009 to stop campaigning 

and start committing1. Apart from a few 

stellar performers (of which more later), 

both clients and agencies fall into a trap. 

At best, they look for the next digital 

innovation, at worst, just ‘doing some 

digital’: using 2% of the budget, with a 

short-term campaign mind-set and no 

meaningful purpose. Too often brands 

and agencies default to campaign-based 

marketing. They focus on awareness 

metrics, rather than focusing on the real 

purpose of delivering genuine brand 

value: by building a brand that drives 

business performance. 

Digital is still seen as a novelty. It’s built 

up as the savior of modern brands and, 

when it doesn’t perform to expectations, 

usually set in a six-week media burst, it’s 

considered expensive and immeasurable. 

Fergus Hay argues that we should 
view digital as a brand asset with 
appreciable value rather than as a 
campaign element

It’s time to
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This completes the cycle of short-term, 

innovation-based campaign approaches 

that are resting peacefully in the graveyard. 

It may work for Cannes submissions, but is 

it really driving business? 

While the music, gaming, entertainment, 

online retail and customer service sectors 

have all embraced digital as a means of 

building business, why does the majority 

of the marketing industry (agencies and 

clients alike) apply campaign-based 

approaches to something that’s so much 

more than simply a media? If we’re to 

fulfil Paul Isakson’s vision, we must 

re-evaluate our expectations of digital and 

its role in our communications models and 

commit to it as the driver of brand value.

It’s time we stop treating digital as a 

media. It’s the ever-present platform that 

glues integrated marketing campaigns 

and consumers together under a brand 

purpose. It’s the dinner table around 

which great conversations and 

relationships grow, gathering a 

comprehensive picture of who your 

consumer is and what they’re interested 

in. It allows individual campaigns to build 

on each other’s momentum, enabling 

consumers to see a brand’s wider and 

deeper purpose.

So, are we making progress? In reviewing 

the 2012 industry award winners, there 

appear to be four segments:

Digital is the 

dinner table around 

which great 

conversations and 

relationships grow
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Breakthrough individual creative 

showcases

Stunning initiatives built on a universal 

truth executed with a disruptive idea, such 

as TNT’s Push to Add Drama, Mercedes’ 

Invisible Car and Bodyform’s The Truth. 

Although these campaigns are creatively 

world-class, they’re in danger of being like 

sparklers at a fireworks party: capturing 

the imagination for the short time they’re 

alive, but soon forgotten by an audience 

which has already moved on to the next 

short-term explosive delight. For such 

initiatives to sustain, they need to be part 

of a larger, enduring commitment to the 

brand’s purpose in digital.  

Commitment to content

Brands that constantly produce content, 

socialized through digital, building up to 

an enduring brand purpose. Red Bull’s 

Stratos is just another in their long line of 

original branded content. Coca-cola has 

made an energetic and focused leap into 

this space through both their Liquid and 

Linked content strategy and the recent 

Share a Coke campaign, building on the 

innovative Happiness Machine vending 

project. These singular creative initiatives 

are part of a larger content strategy.

Commitment to an agenda

McDonald’s is a good example of a brand 

committing to a digital agenda: Your 

Questions follows the Twelpforce 

model of using social media to address 

consumer questions and concerns in 

real time, openly and honestly. At the 

time of writing, they’re still responding 

to questions.

Commitment to building a long-term asset

Brands committed to non-campaign- 

based initiatives build consumer 

relationship value over time. Through its 

much-heralded Fuel Band, Nike is the 

stand-out example of a company seeing 

1

2 3
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1http://www.slideshare.net/paulisakson/

modern-brand-building-presentation

digital as an asset to invest in, rather than 

a marketing campaign to promote. An 

in-depth, always-on CRM program, Nike+ 

enables consumers to connect, engage 

and purchase new products, and brag on 

their social networks.

In various guises, Red Bull, Coca-cola, 

McDonald’s and, most of all, Nike view 

digital as an asset with a long-term value 

that appreciates with investment. In 

shedding the campaign mentality and 

committing to their assets – be it a 

content platform, customer service 

agenda or product – they’re building 

genuine brand and commercial value. 

Traditionally we ‘invest’ time and media 

budget in campaigns that have a shelf-life; 

they rarely appreciate in value over time, 

and actually depreciate dramatically once 

the campaign is over. 

If we stop categorizing digital as a 

campaign tool, and commit to investing 

in it as an asset, that asset will appreciate 

in value more measurably and 

meaningfully than traditional media 

metrics. Why’s this not happened across 

the board? Because the very best digital 

brand assets haven’t germinated from 

marketing teams or agencies who take a 

campaign view of the world, but from 

new product development teams who 

build enduring assets with a lifetime 

value and growing consumer base. 

If we want to make the most of this 

digitally-enabled world, then we must 

reframe our perception: digital is not a 

media, a short term ‘test’ or simply a 

campaign element. To fully realize its 

potential we must view digital as an asset 

with appreciating long-term value that 

builds your brand and business. If we do 

that, then we can look Mr Isakson in the 

eye guilt free.

Fergus Hay is Worldwide Managing 

Director, Senior Partner at Ogilvy & 

Mather. www.ogilvy.com and connect on 

Twitter @fergushay
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Six commitments to building 

a digital brand asset »

Create a brand platform

Understand your consumer

Address a genuine business issue

Decide the role digital will play

Build a digital ecosystem for your brand

Use your digital asset to bind multiple 

integrated marketing campaigns
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Pamela Hamilton, Workshop Cookbook

68% of people 

check their 

emails before 

8am each day 





Our over-use of technology has a powerful 

effect on the way the brain works; we risk 

damaging our relationships with 

colleagues and clients as well as reducing 

our decision-making capabilities. 

The most recently-evolved part of the 

brain, the pre-frontal cortex, enables us to 

evaluate situations, rationalize decisions, 

empathize with others, understand 

different perspectives and consider the 

consequences of our actions. When we’re 

overly tired, or under intense mental, 

emotional or physical stress, our brains 

bypass these higher executive circuits and 

instead react in more primitive ways. This 

means we’re more likely to make 

impulsive, short-sighted decisions and be 

at the mercy of strong emotions like fear 

or anger. 

Our increasing reliance on digital 

communication to do our jobs has created 

high levels of psychological and 

neurological stress that prevent us from 

thinking beyond the short term and 

interrupt our relationship building with 

colleagues and clients.

It all starts with dopamine, the brain’s 

reward and pleasure chemical. Digital 

technology gives us psychological and 

Pamela Hamilton shares the latest 
research on digital communication 
and the effect it has on our brains
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neurological rewards; each new email, text 

or alert delivers a shot of dopamine and 

we seek those hits as we check, open, 

read, reply and check again. It becomes 

easier and more pleasurable to focus on 

the short-term hit of consuming new 

stimuli rather than the longer-term 

consequences of the decisions to be made 

around message content and the 

relationship with the person sending it.   

Present yet absent – the devaluing 

of relationships
Humans used to have a clear idea of 

togetherness versus separation. The way 

we use technology to communicate 

constantly now means that both presence 

and absence are diluted. John Shand1 says 

we are ‘Half there when present and half 

not there when separated’. Once, we 

would value highly being together, 

causing us to act well during those times, 

precisely because of the contrast with 

periods of genuine separation. Now, 

because we’re never far apart, we place 

less value on our time together. 

Over-connectedness uses up energy
It’s increasingly normal to stay connected 

around the clock. A rather depressing US 

study (undertaken by mobile solutions 

company Good Technology) showed that 

Our increasing 

reliance on digital 

communication … 

has created high 

levels of 

psychological and 

neurological stress
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68% of people check their emails before 

8am each day with a similar level also 

checking just before they fall asleep at 

night. The same study revealed that 80% 

of Americans work ‘after hours’, equalling 

around an extra day of work per week. 

Ironically, the feeling of being sufficiently 

connected via email means we’re less 

likely to be interested in face-to-face 

interaction because of ‘time 

displacement’; all the time we spend on 

our digital conversations reduces the 

amount we have for face-to-face ones.

Attention scarcity leads to anxiety
As a society we used to be cash rich and 

time poor. Now we’re attention poor. 

Attention scarcity is caused by a huge 

increase in the amount of data and 

information available to us all. Our working 

culture values the speed of consumption 

of information, response and reply over 

depth of learning or understanding.

Constant distractions from technology 

cause the brain to do more, but far less 

effectively. Frequent interruptions to our 

work (emails, texts, reminders, alerts, 

calls), combined with the social 

expectation for an immediate response, 

pose a significant challenge to our 

cognitive abilities.  

Constant 

distractions from 

technology cause 

the brain to do 

more, but far less 

effectively
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the term ‘multi-tasking’ is misleading as 

our brains can’t actually do two things at 

once – ‘rapid task switching’ is more 

accurate. 

Less digital, more face-to-face 
As creative individuals and as leaders we 

must recognize that over-reliance on 

digital communication is the easy way out 

– an excuse for doing more and more of 

not very much. To really think, to really 

create, and to build productive 

relationships with each other and with our 

clients, we should put down the 

technology and connect with each other 

again.

Pamela Hamilton is a Creative 

Development Consultant and author of 

Workshop Cookbook. 

www.workshopcookbook.com

1 Journal of Philosophy of Life Vol.2, No.1, 

(March 2012):92-101

Researchers at the University of Kansas 

who studied teenagers’ compulsive use of 

mobile phones argue that heavy 

technology use can inhibit deep thought 

and cause anxiety, even creating the risk 

of psychological imbalance. At Essex 

University, psychologists found evidence 

that mobiles can have negative effects on 

closeness, connection and conversation 

quality between people.

Multi-tasking doesn’t help
While doing several things at once can feel 

like an efficient use of time, multi-taskers 

are unfortunately never as effective as 

they think they are. 

Recent research at the University of 

Stanford has shown that people who take 

pride in being multi-taskers have trouble 

paying attention and are more easily 

distracted – and aren’t actually processing 

information as effectively as their 

non-multi-tasking counterparts. In fact, 
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Get people away from their technology and working 

together. This isn’t about having more meetings, it’s 

about making more of the time you do have with each 

other. Work in a structured way to harness the collective 

intelligence of your talent pool.  Give each meeting a 

clear goal to achieve, making the time productive, 

focused, active, stimulating and full of attention. 

There are certain projects or clients that require us to 

stay connected around the clock. The key is to create a 

team approach that allows each individual some 

disconnected time. When a team decides together to 

cover each other in turn, allowing each person at least 

one night a week to disconnect, overall team 

performance and client service levels actually increase. 

This only works if the team meets weekly to plan 

workloads and disconnected time – and if bosses both 

support and participate themselves.

Like any addiction, we need to find other means of 

stimulation to create new, healthier habits. Replace the 

email dopamine hits with real emotional rewards. Banter 

between teams, eating lunch together and just enjoying 

each other’s company can replace the need for digital 

stimulation. Reinforce emotional rewards by making 

relationship building part of individual objectives or 

publically-celebrated team behavior.  

Make it unacceptable to check emails during key 

meetings. This is particularly difficult with clients or 

senior team members but, if it’s set up clearly at the 

beginning of the meeting (using some of the evidence 

and examples given), most people will comply. Bring 

notebooks to meetings instead of phones.

The brain is surprisingly active during downtime – and 

periods of rest are critical to allow the brain to 

synthesize information, make connections between ideas 

and even develop a sense of self. Going for a walk can be 

a better use of time than sending and receiving emails.

Face-to-face time

Downtime

Switch-it-off time

Dopamine time

Disconnection time
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Michelle Castle looks at the influence 
of digital on our shopping experience 
and how research can help clients 
provide a truly engaging experience

A simple girl 
in a 

digital world



I consider myself a simple girl when it 

comes to retail shopping. I love to push 

through the racks, feel the materials and 

try on a multitude of options before 

finding that perfectly-flattering sweater or 

stand-out pair of shoes. I typically don’t 

pre-shop online or browse those specialty 

online boutiques and I seldom think of 

using my smartphone to scan intended 

purchases to see if they’re available in a 

different color at another store or at a 

lower price through a website. But, I have 

to admit, that’s starting to change.

As consumers, our behaviors and 

attitudes about shopping are 

undoubtedly, and often dramatically, 

influenced by digital advancements in 

retail, even if some of us may be a little 

reluctant to take advantage. As market 

researchers, it’s critical we take into 

account the impact of digital on the 

shopping experience, including how the 

variation in digital adoption and 

sophistication from one consumer to the 

next affects that experience.

The digital revolution is continuously 

shaping the shopping journey, including 

how consumers seek inspiration, gather 

knowledge, make pre-purchase decisions 

and rationalize post-purchase. Retail 

apps are now viable shopping channels 

that can build brand affinity and bring 

content to life, even tracking browsing 

and buying behavior to provide 

suggestions. Social media (such as 

Facebook, Twitter, YouTube and 

Pinterest) allows retailers to connect with 

us more directly and deeply (and us with 

them) and galvanizes experts, those we 

admire and our closest friends to make 

influential recommendations. Retail 

environments are becoming more 

customized, interactive and immersive 

though in-store tablet displays, digital 

The digital 
revolution 

is continuously 
shaping the 

shopping journey
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attitudinal response, we observe and 

evaluate real behavior using a wide range 

of research solutions always tailored to 

our clients’ needs. Our approaches 

include: longitudinal research using our 

YourWord online platform and 

webnographies to track behavior over 

time; ‘in the moment’ research with 

ethnographies and shop-alongs (in-person 

or virtual) to capture consumers’ behavior 

along with their motivations and 

emotions; and consumer-led research 

where people use their mobile devices to 

document their journeys and scan their 

purchases while we access their browser 

histories.  

By way of an example, we recently used 

some of these (and other) techniques to 

measure response to an integrated, 

cross-platform campaign for a retail client. 

We were able to determine the role each 

element in the campaign played 

signage, QR codes and virtual reality. 

Obviously, the list goes on.

At Hall & Partners, we focus on 

understanding and optimizing the success 

of digital marketing efforts to ensure that 

they’re having the intended impact on our 

clients’ brands and businesses. We 

recognize that response to these 

interactions can range from the more 

negative (intrusive, offensive, ignored) to 

the more positive (helpful, personal, 

enjoyable) based on how relevant, organic 

and compelling they are. And we capture 

the important social and emotional effects 

of not only direct-to-consumer 

communications, but also consumer-to- 

retailer and consumer-to-consumer. The 

bottom line is whether the retail brand is 

providing a truly engaging experience 

along the shopping journey.

In order to provide valuable insights and 

guidance, in addition to gathering 

Our behaviors and 
attitudes about shopping 

are undoubtedly 
influenced by digital 

advancements
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individually and synergistically, at 

different stages in the shopping journey. 

Crucially we provided the client with 

recommendations for the best use of each 

channel in communicating the brand’s 

intended message, and engaging with and 

motivating various consumer segments. 

Our insights included: utilizing email for 

trusted, timely news and unique reach; the 

potential for online video testimonials and 

social to connect and inspire; limiting TV 

and web browsing to a reinforcement role; 

and leveraging multi-tasking with TV and 

social for cross-channel synergy. As a 

result, our client adjusted their media 

strategy (and, to an extent, their creative 

one), in particular the relationship 

between digital, social and traditional 

campaign elements, to help maximize 

their return on investment.

As strategic partners and researchers, we 

at Hall & Partners continue to experiment 

with new technologies and new 

approaches to understand and provide 

guidance on the rapidly-evolving, digitally- 

enabled shopping journey. 

However, as a consumer I still have mixed 

emotions about the influence of these 

innovations on my own shopping – I’ve yet 

to try Intel’s Magic Mirror which allows 

shoppers to stand in front of an LCD 

screen to see how the clothes would look 

without actually trying them on. As I’ve 

already mentioned, I’m a simple girl who 

gets deep satisfaction out of touching and 

feeling the goods when shopping; that 

experience will be difficult to replace. Of 

course, I said that about books before I 

fell in love with my e-reader.

Michelle Castle is US CEO at Hall & 

Partners. 

m.castle@hallandpartners.com
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Michael Piore, an Economics Professor at 

MIT, has a pithy model of the political 

history of mankind: we start off in bands, 

progress to kingdoms and then end up in 

democracies. In other words, power is 

first of all taken from the people by the 

state, the Leviathan in Hobbes’ lexicon, 

and then distributed back again to the 

people. This process, he argues, is 

driven by technology, particularly 

communications technology. 

Piore doesn’t suggest what comes after 

democracy, apathy maybe, but he does 

suggest that commerce may be evolving 

along similar lines. Commerce starts with 

guilds, groups of workers that band 

together to protect their monopolies, and 

then companies develop by amassing 

capital and power. Guilds are like bands 

and companies are like kingdoms; some 

are even bigger than ‘kingdoms’. But what, 

commercially speaking, is like ‘democracy’?

Damian O’Malley examines how 
communications technology has 
revolutionized commerce and 
considers the implications for 
market research
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I have two boys, twins, aged 17. One of 

their favorite games on Xbox Live is Call 

of Duty, a massive multi-player, 

first-person war game in which you’re a 

member of a platoon fighting in the 

Second World War. Your comrades- 

in-arms could be boys from your class, or 

30-year-old women from Hong Kong, it 

doesn’t matter. I hear the boys chattering 

away on their headphones, barking out 

orders, telling people to look out, or get 

down. When they die, perhaps shot by the 

son of a Polish sheet metal worker or an 

Ecuadorian horse rancher, their on-screen 

avatar lies down for a beat and then 

jumps up and starts again. 

In Victorian England boy-children were 

taught by their war games that dying for 

King and country, Leviathan, was valorous 

and honorable. My boy-children are still 

playing war games, but what they’re 

learning is that it’s possible to 

collaborate, in real time, with someone on 

the other side of the world as easily as 

your brother in the same room. Will they 

be as wedded to an office as I am? 

Probably not.

Wireless beach-working has been a trope 

of IT advertising for decades now, but it’s 

not enough that technology can make 

something possible; the users of that 

technology have to want what’s possible 

and be comfortable with it. I suspect that 

It’s not enough that 

technology can 

make something 

possible
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true democracy will come to the world of 

work when people not only no longer have 

to gather together to do brain-work, but 

don’t even see the point of doing so.

Capital intensive endeavors, such as 

some kinds of manufacturing and 

infrastructure development, will still need 

large companies that can amass large 

amounts of capital. But many kinds of 

industries, particularly the service ones, 

do not require large concentrations of 

capital. 

My own company, The Independence 

Orchestra, is organized on the principle 

that we can find all of the creative and 

production resources we need to create 

communication campaigns in the open 

marketplace. This gives our clients access 

to the best talent, wherever it’s located, 

and with significantly lower overheads 

than conventional agencies. Increasingly 

this is the norm in many different creative 

industries, from music and film to fashion 

and television.

The behavioral changes implied by this 

democratization of business will have, and 

indeed are having, fundamental effects on 

market research. Not simply in terms of 

how market research companies are 

organized, but more profoundly in terms 

of how we do market research itself.

We can divide market research crudely 

into two buckets: market research 

Will we begin to 

question the practice 

of asking people 

questions at all?
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designed to find out what is happening 

and market research designed to find out 

why things are happening. The big 

breakthrough in the early days of market 

research was accurate measures of what 

was happening, with the invention of 

quantitative techniques, audits and mass 

observation studies. Then came the 

qualitative revolution when we began to 

delve into people’s underlying motivations 

and the insight was born. These two 

techniques complemented each other very 

happily for several decades in the second 

half of the last century.

Now the industry is going through another 

big revolution, and in much the same 

order. Already the what is becoming the 

preserve of Big Data. Once we enable 

most of our work and personal activities 

via electronic communications, the idea of 

asking people what they buy or what they 

do will, perhaps, become as quaint and 

pointless as asking astrologers to predict 

the future. As a result of this, will we 

begin to question the practice of asking 

people questions at all, even to get at why 

information? 

When I did my psychology degree more 

than 30 years ago, asking people why they 

did things was regarded as unreliable and 

unscientific. Instead we had to devise 

cunning experiments to test hypotheses 

about the underlying drivers of behavior. 

Behavioral economics is the application of 

such psychological paradigms and 

methodologies to economics. The same 

principles would lead us to behavioral 

marketing, where psychological tests are 

applied to solving marketing problems and 

form the basis of much market research. 

The communication technologies that are 

driving the democratization of business 

are the self-same technologies that would 

allow us to conduct consumer experiments 

and performance-based tests at scale. This 

is not at all far-fetched; marketers are 

already beginning to apply the fruits of 

brain research to market research using 

direct measures of brain activity, arguably 

a far more outlandish idea. 

In Piore’s formulation the democratization 

of business refers to the fact that 

economic activity is starting to flow away 

from large and very large companies 

towards smaller companies and individuals. 

The communication technologies that allow 

this are the same technologies that make 

it possible, and necessary, to consider 

radically different and better approaches 

to market research.

Damian O’Malley is a Partner at The 

Independence Orchestra.  

www.adorchestra.com
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With the explosion of brand-related 
content circulating in social media, 
Grant Bird advocates a new approach 
to interpreting its meaning

Are you 

Listening?



The importance of social media as a way 

for brands and people to connect just 

keeps on growing. Most brands are now 

actively encouraging consumer interaction 

via social media, from harnessing the 

power of Twitter and Facebook as 

engagement and CRM platforms, to 

developing content designed to be shared 

from person to person, giving the brand 

an active ‘social life’. But what do all these 

conversations mean? And what are the 

implications for the brand?

Social media listening plays a vital role in 

helping us understand the rate and 

volume of dialogue (or discourse) 

surrounding a brand. However, it can be 

a blunt instrument when it comes to 

understanding the contribution of social 

media in building brand engagement 

without careful examination of who is 

driving the conversation and what 

they’re saying.

Many social media listening services rely 

heavily on ‘automated sentiment analysis’ 

to highlight what people are saying about 

a brand in the digital space. However, 

much of this can be superficial and, in too 

many cases, won't deliver the rich 

meaning that’s hiding in the very often 

casual language of social media posts. 

We therefore need to take our social 

media listening a step further by applying 

rigorous ‘discourse analysis’ to the 

conversations that are ‘overheard’. Skilled 

Brands can protect 

words that have the 

strongest positive 

emotional resonance 

with consumers
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Concordance analysis  
This allows us to understand the context 

in which important emotional words and 

signifiers are used and how they relate to 

a specific brand. For example, the number 

of superlatives used in posts, and their 

proximity to the brand, reflects a brand’s 

emotional potency. The nearer the 

superlative is to the brand in the 

sentence, the stronger the positive 

emotions felt towards the brand by the 

person who’s written the post.   

Brand-words evolution  
This technique looks at word association 

with brands and measures how these 

associations change over time. Brands can 

then protect words that have the 

strongest positive emotional resonance 

with consumers and replace and refresh 

those that have less positive connotations. 

We’ve used these techniques at Hall & 

Partners to help a major international 

sporting body understand the ‘social 

emotion’ around the two events within its 

franchise. We found stark differences in 

the nature and potency of emotional 

associations surrounding each event: 

while a rich and diverse range of emotions 

punctuated conversations around the first 

event, the discourse attached to the 

second was more neutral in tone, with 

fewer positive emotions expressed.

Imagery associated with success and elite 

performance dominated the more 

established event, automatically 

categorizing the other competition as its 

‘poor relation’. However, once 

conversations were analyzed, certain 

evolving words indicated that the second 

event had a burgeoning challenger status 

that could be leveraged to confront 

misconceptions around the sportspeople 

participating, drive an understanding of 

their achievements and encourage the 

public to watch and support the event.  

linguistic specialists are used to decode 

not only what people are saying but, 

crucially, what it means for the brand. In 

this way we can understand how best to 

cultivate a brand’s social media traffic to 

gain an advantage or, in some of the most 

negative cases, avoid disaster.

While there are many established 

techniques that can be used to analyze 

social media discourse, the trick is to 

know which one to use when. Based on 

our experience at Hall & Partners there are 

three particular techniques that, when 

used together, get to the heart of 

understanding how social media is driving 

an emotional connection with a brand.  

Emotional profiling  
By examining and counting the frequency 

of emotions expressed by people in the 

social space, we can accurately 

understand the nature and strength of 

sentiment within the brand’s category.  
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The key implications of the analysis 

were to borrow some of the language 

around elite performance traditionally 

associated with the more established 

‘brand’ while, at the same time, building 

distinct momentum for the second event 

by celebrating the diversity of the 

sportspeople taking part and sharing 

positive stories around their achievements. 

For discourse analysis to be applied 

effectively to social media listening, at 

Hall & Partners we recommend a 

multi-layered approach. This involves not 

only a thorough qualitative exploration of 

the naturally-occurring language found in 

social media but also the use of specialist 

software to deliver a quantitative 

evaluation of what people are thinking 

and feeling about a brand. The final and 

perhaps most important step is the 

application of psychological analysis to 

help uncover the behavioral intent, motive 

and related emotional indicators that are 

both explicit and implicit within the 

language used.  

As the saying goes ‘Every good 

conversation starts with good listening’. 

By applying discourse analysis to social 

media listening, brands are given the best 

opportunity to evaluate the contribution 

of social media in driving engagement and 

informing effective planning around their 

social activity.

Grant Bird is a Partner at Hall & Partners. 

g.bird@hallandpartners.com

We get to the 

heart of 

understanding 

how social 

media is driving 

an emotional 

connection with 

a brand
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Vanella Jackson, Hall & Partners

Our connected 

world needs 

faster, fused and 

future-orientated 

approaches



“Don’t measure what you can. Measure 

what you should” advises Philip Sheldrake, 

blogger, marketer and web analytics 

specialist. Determining the best way to 

measure the effectiveness of digital 

advertising can be a daunting task. Should 

it be through the number of clicks 

received? Or the ‘impressions’ purchased 

(either the potential number who may see 

it or the size of the target audience that 

does see it)? Could it be the differences in 

brand perceptions and awareness between 

those who have seen it and those who 

haven’t? Maybe the best way is by 

evaluating the creative itself? 

In the era of Big Data we have access to 

an overwhelming amount of information 

which can be difficult to make sense of 

and use in the right way. To successfully 

measure digital advertising, the challenge 

is to take the wealth of behavioral 

information that exists and determine the 

best way to analyze it.

Let’s consider the most common 

approaches. Generally speaking, the 

Brigette Lytle believes it’s not just 
the what but the why that’s 
important in measuring the 
impact of digital advertising
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target audience, as the means of 

measuring effectiveness is moving in a 

slightly better direction. We know from 

studies conducted by the Interactive 

Advertising Bureau that there’s brand 

impact from exposure to digital 

advertising. But the problem with looking 

at just impression levels is that we don’t 

know, without further research, what 

exactly that impact is and why it’s 

occurring. Similar to other types of media, 

each digital creative has a unique impact 

and, as we wouldn’t use TV reach to 

determine the effectiveness of TV 

advertising, we shouldn’t use digital 

impressions to evaluate digital 

advertising.

What about the differences between those 

who’ve been exposed to the advertising 

and those who haven’t? Now we’re getting 

warmer. Looking at differences in 

awareness of a brand and its messaging 

number of people who click on digital 

advertising shouldn’t be the primary 

measure of success. Studies have shown 

that the average rate of clicks on digital 

advertising is 0.02% to 0.04% (AdAge 

Digital, July 2012) and that there’s no 

correlation between clicks and conversion 

(AdAge Digital, April 2012). 

Imagine it this way: you pay $1.5m to 

display your digital advertising 100 

million times. Assuming a click rate of 

0.04%, that’s 40,000 hits at a cost of 

$37.5 each – and the clicks don’t even 

correlate to conversion. Intuitively the 

thought that your digital advertising only 

makes an impact on those who click on it 

just doesn’t make sense. If this was the 

case, brands wouldn’t be consistently 

moving so much of their advertising 

budget into the digital space.

Using the number of impressions, 

specifically the number shown to the 
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between the two groups helps give an 

idea of the advertising’s impact. The 

problem with using this approach in 

isolation, however, is that it focuses on 

what happened but not why. So, in order 

to evaluate a digital campaign effectively, 

we need to look at both. 

To first establish the what, by using 

cookie tracking we can divide our 

audience into those who have, and have 

not, been exposed to the advertising. We 

The number of 
people who click 
shouldn’t be the 

measure of success

We still need 
to consider why the 

advertising is or isn’t 
succeeding

then look at the differences in brand 

metrics between the two groups, 

particularly metrics that the campaign’s 

trying to impact. While this is a great way 

of examining what impact the 

advertising’s had on its target audience, 

we still need to consider why the 

advertising is or isn’t succeeding (going 

back to our basic guiding principles for 

effective advertising). This is where the 

use of bespoke surveys to determine 

attitudinal insights offers the greatest 

value above all other data sources. The 

resulting measures of success against 

objectives are of vital importance for 

clients in effective brand planning and 

campaign development. 

Surveys can determine if consumers 

are (a) recognizing the advertising and

(b) correctly identifying the brand. 

Evaluating recognition amongst the exposed 

group is the only accurate way to measure 

Evaluating recognition 
is the only accurate 
way to measure a 
digital campaign’s 

effective reach
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a digital campaign’s effective reach. We 

know that the more recognizable and 

well-branded advertising is, the greater its 

impact. If it’s failing to break through, we 

need to think about what makes good 

advertising and recommend some creative 

improvements. 

The next step is to evaluate what the 

advertising’s trying to do and how it 

affects the brand relationship. If it’s 

promoting a new product, we can use 

awareness metrics. If it’s communicating 

something new about the brand we 

should look at brand perceptions and 

messaging. Through analysis techniques 

comparing exposed and control groups, 

we can identify why people are responding 

to the brand in a certain way as a result of 

exposure to its digital content. Crucially, 

we can then determine how to optimize 

this response to drive positive behaviors 

towards the brand. 

Ultimately, when measuring the 

effectiveness of advertising in the digital 

era, we should apply the principal truths 

of the industry while embracing new 

metrics and technologies. Only in this way 

can a holistic picture emerge of both what 

happened and why and, most importantly, 

what to do next. 

Brigette Lytle is Director of Innovation at 

Hall & Partners.

b.lytle@hallandpartners.com
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Like



Doubts have started to 

grow about the value 

of a Facebook ‘like’ 



From its 19th century beginnings as a 

term for boxing enthusiasts, through to 

the vilification of football supporters and 

celebrity stalkers at the end of the last 

century, a fan has always been seen as a 

breed apart, a fanatic. Until now… 

These days anyone can flag themselves as a 

fan by hitting ‘like’ on Facebook or following 

a brand on Twitter. Yet brands are still 

struggling to attribute value to these fan- 

bases, even as they retreat to expecting 

ever-lighter engagement from their fans. So, 

what can we learn about the origins of 

social media fans in order to reach and 

beguile them more successfully in future?

Let’s begin with the geeks, the boffins in 

the 70s and 80s who established Silicon 

Valley. Derided as antisocial outcasts and 

ridiculed in the mainstream media, they 

grew up watching Star Trek and collecting 

comics. Archetypal fans, they searched for 

hidden meanings in the stories of the 

Starship Enterprise and demanded constant 

and ever-more complex reinterpretations 

of America’s superheroes. They remained 

outsiders for the next decade, until the 

first dotcom boom thrust them into the 

mainstream. Just as their work was being 

lapped up by Wall Street, film adaptations 

of their much-loved graphic novels were 

starting to be released by Hollywood.

Can your brand achieve cult status? 
Rob Isaacs explores strategies for 
creating a social media fan-base
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The concept of a fan would therefore have 

made a lot of sense to the folks at Facebook 

when they started to use the term for people 

who wanted to associate themselves with a 

commercial page. The same went for 

marketers steeped in their own brands – it 

felt intuitively right that there would also be 

thousands of consumers out there who 

could be nurtured as fans and who could 

even be called on to create content and 

advocate the brand to their friends.

Some of the Facebook fan valuations at 

the height of the excitement about social 

commerce now seem like collective hysteria. 

A 2010 study by Synapse said that fans 

spent on average $71 more every year on 

products that they ‘like’ than non-fans, and 

online retailer play.com claimed a 24% uplift 

in sales for Facebook fans.

Yet, even as Facebook has increased the 

investment required to build a fan-base, 

doubts have started to grow about the 

value of a Facebook ‘like’ or, indeed, the 

value of maintaining a loyal fan-base at 

the expense of gaining new customers. 

Although Facebook fans can be shown to 

spend more, would they have spent that 

anyway? And if they are already loyal 

customers, will they have the scope to 

increase spend further? A recent study by 

Warc of successful social media activity 

confirms that the most effective strategies 

are those that have aimed to build 

incremental reach rather than loyalty.

Anyone can flag 

themselves as a fan 

by hitting ‘like’ on 

Facebook 
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It also seems that, as it’s become easier to 

engage with a ‘click’, brands have retreated 

from deeper engagement through apps, 

user-generated content or social shopping 

– behavior once seen as a fait accompli for 

true fans. So what’s gone wrong?  

John Fiske’s research into fan theory 

provides a pointer. First, he states that for 

a fan culture to develop, it must define 

itself against the mainstream rather than 

being part of it. Therefore mass phenomena, 

like Facebook, break down the chasm 

between fans and non-fans that’s 

necessary for a genuine fan-base to grow.

Second, in exploring what makes a TV 

show or movie achieve cult status, Fiske 

believes it lies in their polysemy (having 

multiple meanings). Through narrative 

ambiguities, fans are able to interpret the 

work differently from the mainstream, 

discuss it amongst themselves and become 

a distinctive, passionate group of advocates.

It’s notable that brands with cult 

followings are the ones that both allow for 

elitism amongst fans and provide 

polysemy through their ample narratives, 

behind-the-scenes drama or constant 

reinvention (I’m talking luxury and fashion 

brands and, historically, Apple). Contrast 

this with other, less successful brands 

that have, to date, attacked a social 

content strategy with the same single- 

mindedness they’ve applied to their 

For a fan culture to 

develop, it must 

define itself against 

the mainstream
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above-the-line: towing the corporate line 

and finding the lowest common denominator 

(see www.facebook.com/corporatebollocks 

for some good examples). 

So, how can brands create a true fan 

following? The solution is twofold. Treat 

mass social channels for what they really 

are: a way to reach out to curious 

customers with promotions, rather than 

a platform for fans. And, if you’re serious 

about engaging your fans, dig deep for 

complex, unheard of narratives. Take a 

risk with some ambiguities and be 

rewarded with a fan-base that wants to 

share the most mainstream of materials 

whilst, at the same time, keeping 

something for themselves to turn over 

and reinterpret.

Rob Isaacs is Strategy Director (Digital and 

Social) at adam&eveDDB. 

www.adamandeveddb.com

Brands with cult 

followings are the ones 

that both allow for elitism 

amongst fans and provide 

polysemy through their 

ample narratives
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Chicago

T: +1 312 321 4150

chicago@hallandpartners.com

Seattle

T: +1 206 892 2399

seattle@hallandpartners.com

New York

T: +1 212 925 7844

newyork@hallandpartners.com

Los Angeles

T: +1 213 239 9969

losangeles@hallandpartners.com

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.
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London

T: +44 20 7173 4600

london@hallandpartners.com

Shanghai

T: +86 21 3220 0189

shanghai@hallandpartners.com

Johannesburg

T: +27 11 268 5211

johannesburg@hallandpartners.com

Sydney

T: +61 2 9925 7450

sydney@hallandpartners.com

Cape Town

T: +27 21 425 0344

capetown@hallandpartners.com

Singapore

T: +65 6671 4429 

singapore@hallandpartners.com

Melbourne

T: +61 3 9662 9200

melbourne@hallandpartners.com

 

Find us online » www.hallandpartners.com
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https://twitter.com/hallandpartners
https://www.facebook.com/HallandPartners
http://www.youtube.com/HallandPartners
http://www.linkedin.com/company/hall-&-partners
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