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MEDIA MYTHS
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THE WORLD OF 
MARKETING IS NOT 

FULL OF...
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LOTS OF...
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AS AN INDUSTRY 
WE TALK A LOT OF
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BUT THATʼS 
BECOME HARDER 

BECAUSE OF...
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THE WAY WE 
WORK HAS HAD TO 

CHANGE
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OLD 
= 

FACT BASED (USP)
PRODUCT HEAVY

HARD SELL
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NEW 
= 

SAVVY AUDIENCE
LESS PRODUCT
NO HARD SELL
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MORE CHANNELS 
MEANS CLEVERER 

CAMPAIGNS
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http://www.youtube.com/watch?v=owGykVbfgUE

Friday, 11 March 2011

http://www.youtube.com/watch?v=owGykVbfgUE
http://www.youtube.com/watch?v=owGykVbfgUE


WORKS BECAUSE:
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• AWARENESS OF BRAND EQUITY

WORKS BECAUSE:

Friday, 11 March 2011



• AWARENESS OF BRAND EQUITY

• CLEAR AIMS
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• AWARENESS OF BRAND EQUITY

• CLEAR AIMS

• HUMOUR
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• AWARENESS OF BRAND EQUITY

• CLEAR AIMS

• HUMOUR

• GOOD EXECUTION

WORKS BECAUSE:
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• AWARENESS OF BRAND EQUITY

• CLEAR AIMS

• HUMOUR

• GOOD EXECUTION

• BUT...

WORKS BECAUSE:
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THEY TOOK IT 
FURTHER
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http://www.youtube.com/watch?v=ive3vXv-XRk
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http://www.youtube.com/watch?v=_-fLV28SkZ8
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• SIMPLE, CLEVER IDEA

Friday, 11 March 2011



• SIMPLE, CLEVER IDEA

•CHEAP
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• INTERACTIVE AND OPTED IN
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• SIMPLE, CLEVER IDEA

•CHEAP
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•USED EXISTING TOOLS
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• SIMPLE, CLEVER IDEA

•CHEAP

• INTERACTIVE AND OPTED IN

•USED EXISTING TOOLS

•OVER 1 MILLION HITS ON 
YOUTUBE PER VIDEO
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• SIMPLE, CLEVER IDEA

•CHEAP

• INTERACTIVE AND OPTED IN

•USED EXISTING TOOLS

•OVER 1 MILLION HITS ON 
YOUTUBE PER VIDEO

• SALES UP 107% IN MONTH 
AFTER CAMPAIGN
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GOOD IDEA 
+

CLEVER USE OF 
RESOURCES

+
INTERACTION 

=
RESULTS
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THERE IS NO 
REASON WHY YOU 
CANNOT DO THE 

SAME
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SOME IDEAS
Friday, 11 March 2011



GROUND RULES
Friday, 11 March 2011



1) SMALL 
BUDGETS MEAN 
YOU HAVE TO BE 
MORE CREATIVE
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2) IF YOU HAVENʼT 
GOT MONEY TO 

SPEND YOU HAVE 
TO SPEND TIME
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3) KNOW WHAT 
YOU CAN SPEND
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4) DONʼT WASTE IT. 
ONE AD IN THE 

MERCURY DOES 
NOTHING
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5) DONʼT BUY 
BRANDED MUGS, 
PENS OR RULERS
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6) SET AIMS
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7) MEASURE IT. 
EACH VISITOR TO 
MY SITE IS WORTH 

£X
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SOCIAL MEDIA
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SOCIAL MEDIA IS 
ABOUT SHARING 

IDEAS
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SOCIAL MEDIA IS
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MARKETING HAS 
ALWAYS AND WILL 

ALWAYS
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BE ABOUT 
TELLING PEOPLE 

ABOUT 
SOMETHING
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AND HOPING THEY 
LIKE IT ENOUGH 
TO BUY IT, AND 

THEN TELL 
OTHERS
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SO,
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WHERE DOES 
SOCIAL MEDIA SIT?
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PUBLIC RELATIONS
OR

CRM
OR

DATABASE 
OR

 CAMPAIGN 
OR

BRANDING
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TWITTER
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TWITTER IS ABOUT 
SHARED 

INTERESTS
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+
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IDENTIFY TARGET 
MARKET
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SET YOURSELF UP 
AS AN EXPERT
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14,000 
FOLLOWERS

+
25,000 PODCAST 
DOWNLOADS Q1

+
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RULES OF 
ENGAGEMENT
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1)DONʼT SPAM 
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2) DONʼT TRY
 AND HARD SELL
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3)ONLINE PEOPLE 
BUY FROM PEOPLE 

THEY TRUST
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4) LISTEN TO WHAT 
IS GOING ON AND 

JOIN IN
(habitat)
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5) IT TAKES TIME. 
BE PATIENT
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FACEBOOK
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FACEBOOK IS 
ABOUT SHARED 

FRIENDS
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http://www.youtube.com/watch?v=P_K1ti4RU78
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FACEBOOK 
ADVERTISING
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http://www.youtube.com/watch?v=_ik_f53cNnU
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TOTAL SPEND £54
=

EXCELLENT NEW 
PR EXECUTIVE
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USE EXISTING 
TOOLS
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http://www.youtube.com/watch?v=CSYxDz22DqY
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PUBLIC 
RELATIONS
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OLD SCHOOL
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JOURNALISTS ARE 
LAZY
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GIVE THEM WHAT 
THEY WANT & 

THEYʼLL PRINT IT
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HEADLINE

BASIC OUTLINE

EXPAND

QUOTES
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QUOTES

WEBSITE 
CALL TO ACTION
BOILER PLATE
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WHAT MAKES THIS 
A STORY?

INNOVATIVE?
LOCAL INTEREST?

TOPICAL?
HUMAN ANGLE?

WHY WOULD I READ THIS?
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FOLLOW IT UP
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NEW SCHOOL
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BLOG 
OUTRECACH
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1) IDENTIFY 
INFLUENTIAL 
BLOGGERS
TECHNORATI, POSTRANK, WIKIO.CO.UK
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2) IDENTIFY THE 
PERSON BEHIND 

THE BLOG
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3) GET TO KNOW 
THE BLOG, BUILD 
A RELATIONSHIP

READ IT, RSS, COMMENT, EMAIL THEM
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4) MAKE YOUR 
PITCH

DO NOT BRIBE THEM OR HASSLE THEM
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5) MONITOR THE 
RESULTS

UNIQUE URL, ANALYTICS
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YOUR OWN 
WEBSITE
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FIRST RULE OF 
WEBSITES
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CONTENT IS KING
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CREATIVE 
OPTIMISATION

AND 
DEEP LINKS
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GOOD TO SHARE
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ANALYTICS
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COLLECT DATA 
AND RE-MARKET
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Timely and relevant
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BEHAVIOURAL 
ECONOMICS
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THE FOCUS OF 
THE IPA 
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A WAY OF 
LOOKING AT 
CONSUMER 
BEHAVIOUR
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• LOSS AVERSION- people place a 
higher value to an item in their 
possession. IE free introductory trial
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• LOSS AVERSION- people place a 
higher value to an item in their 
possession. IE free introductory trial

• THE POWER OF NOW- we engage 
less with future events than current 
events. IE £5 now or £7 friday
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• SCARCITY VALUE- when we 
perceive something to be scare we 
give it a higher value. IE limited 
editions
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• SCARCITY VALUE- when we 
perceive something to be scare we 
give it a higher value. IE limited 
editions

• GOAL DILUTION- when multiple 
goals are pursued they are less 
effectively achieved than individual 
goals. IE apps, do 1 part of the 
internet really well
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• CHUNKING- Parts are easier than 
wholes. IE telephone numbers. 
Particularly important in forms
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• CHUNKING- Parts are easier than 
wholes. IE telephone numbers. 
Particularly important in forms

• PRICE PERCEPTION- The price that 
is demanded for something makes 
us value it. This is in someway 
counter intuitive. IE BOGOFF better 
than 50% off
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• CHOICE ARCHITECTURE- choosing 
is relative to what you can have, not 
what you want. IE we only fight for 
what we want for a limited amount of 
time. I want earl grey, but will have a 
normal tea if no choice. Pre-filled in 
forms
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BREAKS DOWN TO 2 
QUESTIONS:
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• WHAT COMPARISONS DO PEOPLE 
MAKE WHEN PURCHASING OR 
HOW IS IT FRAMED?

BREAKS DOWN TO 2 
QUESTIONS:
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• WHAT COMPARISONS DO PEOPLE 
MAKE WHEN PURCHASING OR 
HOW IS IT FRAMED?

• HOW CAN I MAKE THEIR DECISION 
EASIER OR MORE REWARDING?

BREAKS DOWN TO 2 
QUESTIONS:
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FINAL TIPS
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• BE CONSISTENT
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• BE CONSISTENT

• FREE IS GOOD - TEASE PEOPLE
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• BE CONSISTENT

• FREE IS GOOD - TEASE PEOPLE

• RESPECT THE MEDIUM
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• BE CONSISTENT

• FREE IS GOOD - TEASE PEOPLE

• RESPECT THE MEDIUM

• GOOD IDEAS WILL GET YOU 
EVERYWHERE
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• BE CONSISTENT

• FREE IS GOOD - TEASE PEOPLE

• RESPECT THE MEDIUM

• GOOD IDEAS WILL GET YOU 
EVERYWHERE

• ENJOY YOURSELF
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EXERCISE
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• GROUPS OF 4/5
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• GROUPS OF 4/5

• TAKE ONE OF YOUR REAL LIFE SITUATIONS
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• ASSUME YOU HAVE NO OR LITTLE MONEY

Friday, 11 March 2011



• GROUPS OF 4/5

• TAKE ONE OF YOUR REAL LIFE SITUATIONS

• ASSUME YOU HAVE NO OR LITTLE MONEY

• IDENTIFY TARGET MARKET

Friday, 11 March 2011



• GROUPS OF 4/5

• TAKE ONE OF YOUR REAL LIFE SITUATIONS

• ASSUME YOU HAVE NO OR LITTLE MONEY

• IDENTIFY TARGET MARKET

• DEFINE AIM OF CAMPAIGN
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• GROUPS OF 4/5

• TAKE ONE OF YOUR REAL LIFE SITUATIONS

• ASSUME YOU HAVE NO OR LITTLE MONEY

• IDENTIFY TARGET MARKET

• DEFINE AIM OF CAMPAIGN

• PLAN A CAMPAIGN TO ACHIEVE YOUR AIMS
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• GROUPS OF 4/5

• TAKE ONE OF YOUR REAL LIFE SITUATIONS

• ASSUME YOU HAVE NO OR LITTLE MONEY

• IDENTIFY TARGET MARKET

• DEFINE AIM OF CAMPAIGN

• PLAN A CAMPAIGN TO ACHIEVE YOUR AIMS

• PRESENT BACK TO GROUP
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THANK YOU FOR HAVING ME
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