explainshowto shoot straight when
hunting for customers. Ready,aim...

SINCE THEMID-80s, by coincidenceratherthan
design,Thave specialised inbrands with major
reputationdifficulties. Having spentthe bestpart of
adecadewiththe British Armyas Marketing
Director, Ijoinedthe Royal Bank of Scotland as
Head of Recruitment Marketing, just daysbefore
theofficial startofthe globalrecession. Admittedly,
I'vehad simplertasks.
Butwhilethose25yearshaveseenanastounding
amountofchangein marketingtechnology,it’s
nothingincomparisontothelast18 months, which
haveredefined brandterritoriesand consumer
relationshipsinmorewaysthaniswisetolist.
Youcouldarguethatthishassimplyaccelerated
behaviours, particularly online, which were almost
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inevitable anyway. Nonetheless, the
period hasseenmassive growthinonline
participationandacontinued shift of
mediainvestmentpursuingever-
migrating custom.

TheywantYOU!
Let’stakerecruitmentadvertisingasan
example:thisnow constitutesover 30 per
centof UK onlineadvertising spend
(Source Mediacom2009/2010). And why
wouldn’tit, with LinkedInboasting 55m
membersand Facebook400m. The
contention —ifyoubelievethe
segmentation ofthese audiences —isthat
everypossiblehiringyoucouldbelooking
forisoperationalinoneofthesespaces.Or,
asone of myformer Army colleaguesuseto
say: “Ifyouwant to hunt, follow the ducks”

Intherecruitmentmarket, organisations
arebecoming fixated on efficiency and
low-costsolutions, particularly asthe
in-sourcedversusoutsourceddelivery
debategains momentum.Asaresult, the
corporateradarinevitablyalightson
socialmedia, withdimlightbulbs
flickeringintolife somewherewithalittle
signhangingunderneathitwiththe words:
‘Iseeanopportunity;butIdon’t
understandit.

Understandingthe Web 2.0 online
opportunity hasbecome significantly
moreimportanttobrandsinthese
environments —detailed analytics of
responsiveness andrequirementare
needed andthetermsofengagementare
verymuchlevelled, ifnotdriven by
consumersinthisenvironment.

Thisallhasaveryparticulareffect for
brandswithmore challenging
propositionsorreputationissues.Inturn,
thishascreated anewsetof
responsibilities for their marketers. First
youhavetowinlicencetooperate from
potentiallyrisk-averse organisations, then
table strategiesintheunfamiliarterritory
ofsocial media. Thisalltendstocome
beforethinking aboutthe consumerwho
effectively populatesthe frameworks
createdbythe socialnetwork —andthey
areverymuchthereontheirownterms.

Getit,digit,ordon’tgetit?

Some potentially good news then:
explosion ofthe social mediaphenomenon
equalsaccesstomillionsof consumers.

BRANDS,EVEN
TRADITIONALONES,
NEEDTO
DIFFERENTIATE
THEMSELVESAND MOVE
THEIR THINKING AWAY
FROMTHETRADITIONAL
LINEARMODEL OF
CONVERSION - TARGET
UNIVERSE TORESPONSE
TOCONSUMER
TRANSACTION.
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Andbecauseit’sfrighteningly addictive,
it’sgottobeamajor opportunity. Forthe
majority,it’salsogrownupinrecentyears,
fromthe domainofthetechnogeektothe
normalroutine oflife. Troubleisthatit’s
nowcreatingitsownrulesandthereisn’ta
rulebook.

Inmostorganisations, there’sagenuine
yearningforsimplicity, particularly with
onlineandsocialmediaconcepts.
Everyonewillhave their ownversion of
howtheonlineuniversefitstogether.
Addedtothis,there’samore significant
strategic gap abouthowbusinessesplanto
capitalise onnewonlinebehaviours —in
some cases withinthe executive
leadership communities responsible for
drivingthesestrategies.

There’sagreatwebsite called www.
vimeo.com,inwhichIstumbledacrossa
short Web 2.0 advocacy film, which
segmented globalrelationships with Web
2.0intothreeaudience definitions:

1.Thosewho ‘getit’and have
commoditised and monetised the web.

2.Thosewho ‘digit’ (most ofus) who
recogniseitisthegatewaytosomething
importantbutmightnothavethe
technological skillstoachieve No.1

3. Those who simply ‘don’t getit’.

Irankmyselfslapbanginthemiddle, but
mercifullyI've had the benefit of working
with somehighlyintelligentagencies who
havehelpedmetodeliveralotintothe ‘get
it’webspace.

Communityiskey

My firstinsightsintoweb-based
communities came from contactwitha
smallbusiness. The CEOhad simply ‘gotit’
and had builtacommunity of'a couple of
milliononlineusers who were
undertakinghundreds ofmicro

transactionswhichrolledupintoavery
tidy business proposition. Sincegaining
thisinsight,I'vebeenattempting tobuild
andnurtureonline communities ever
since.

Thefirstofwhichwasayouth
engagement community forthe Armyin
2000 www.camouflage. mod.uk). Within
36 months, the programmehadbuilta
communityinexcessof370,000under-16s
—aperfectpre-eligibleaudience forthe
Army’srecruitment proposition.

FromthisIlearned muchaboutthevalue
exchange withmembers of acommunity,
specificallythatatrade-offofinformation
and assetsisessential,andthatone
shouldn’tnecessarily measurelevel of
onlineor CRM membershipactivityasan
indicator of propensity.

Onlinebehaviourisextremelyhardto
drive —particularlyinsocialnetworksas
behavioursare,bytheirverynature,
personal andbuiltaround personal
networks, withthe weirdestideasand
conceptscapturingtheviralimagination.

Butbrands,eventraditional ones,needto
differentiate themselves and move their
thinkingaway fromthetraditionallinear
model of conversion - targetuniverseto
responsetoconsumertransaction.
Instead, weare now seeing more circular
modelsdevelopedinwhichbrandsconnect
intoexisting communitieswithinthe
onlinelandscapeorbuild their own.

Itcanhowever, bedifficultestablishing
therighttone.Certainly, talkingdownto
audiences aboutbrandsandvalueswill
fail,but nurturingindividualsonthebasis
ofthemostimportantwordinany
language —theirname -iscomplexto
manage.

Separating professional from
personal
Butit’snotjustabouttheassetsyoucan
tradeinexchange fordata. The other
dimension, particularly for employer and
recruitmentbrands,ishowto supportand
manage theonline activities ofemployees
andthird partiesrepresentingthebrand
anditsvaluesthroughdirectengagement
inthesearenas.

Weare currentlyapplying significant
thoughttodeveloping enablingpolicies
thatallowustoenterintotheonlinespace
without providingrisktoourbrand

reputation. Wrappedupinthisissome
complexthought,asweattemptto
separate personal social media
engagementfrom professional
engagement.

Howeveryoulookatit, whetherasa
feature ofleanbudgets and areal focuson
costperresponse/hireand ROI, orsimply
because ofthe consumer volumes, Iwould
behardpressedtobring myselftostartany
campaignplanningthese daysfrom
anywherebutadigital epicentre.

Thenew questionwehavetostartasking
ourselvesishowdowe create aweb
‘channel’ ratherthanawebsite? It’s
simplertoregardthisasaninteractive
digitalbroadcastspace offeringrich
content, digitalassetand dataexchanges
withpotential customersandlearning
fromthem -whenthe channelisopen,the
challengeishowtomakeitfamous.

Theaddedbenefitisthatwhenabrand
hasbeenthroughadifficulttime,online
anddigitalmarketingisamarketer’s
dream,astargetinghelpstodelivera
proposition ‘undertheradar’.

Sowhybother?

Simpleanswer: Becausetherewardsare
enormous. Whether capitalisingon
bundlingupremunerationfrommanaging
hundredsofclicks,tovirally dispersing
yourbrand,theaimisthe same:toreach
theultimate goal of owningyour online
market. Asanexample, thinkwhatthe
iPlayerhasdoneforthe BBC.

Itsalsopractical, makingyourbrand
marketing budget stretch furtherand
creatingadynamicand excitingonline
dialogueandbasisforrealinsight - opt-in
online communities provide ahugebase
forresearchandinsight.

Withthe Army, we commissioned an
onlinevisual psychometrictoolaspartof
the web experience which allowed web
userstoundertake abatteryofaffiliation
questionsinthe formofavisual test.
Within afewmonths, wehadthousandsof
onlineprofiles of candidates which could
beattachedtotheirenquiryrecordsso
individual outbound and CRM could be
tailoredtoperfection.

Theyalsorolleduptogiveusresearch
insightsintoaudiencesthatwehadnot
previouslybeenableto define - givingus
precisiontargeting information, aswell as
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LOOKATIT...
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STARTANY
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PLANNING THESE
DAYSFROM
ANYWHEREBUTA
DIGITAL
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adailyinsightintoreactiontoourbrand
andvaluesandprevailingmedia
conditions.

You’reasgoodasthepeople
youworkwith
I'vehadthebenefitof workinginsome
reallygreatcollaborative agency networks
(Publicis, Haymarket, Biss, Tequilla,
Mediacomtonamebutafew). Withsucha
largetalentpool,it’sclearthatnoone
personhasamonopolyonideasandifyour
marcomms suppliers genuinely
understandyourbrand planning
workshopsshouldbearealinspirationand
createafantasticallyrichsetofideas.
Ultimately however, it’sthe marketer
whohastolearntoextractthenuggetsand
decodetheseideastocreateaviableand
achievable socialmarketing framework.
Researchiskey,asisthecreative execution
—themostecritical partofthebrand
experience. Whenothersareableto
articulateyourstrategy, youhave achieved
therequired ‘buy-in’.

Andfinally...
Withinthe nextsixmonths,IThopetohave
operationalised one of the most
contemporaryglobalonlinerecruitment
processes.It’sdestinedtodelivera
cultural changetothe way we operatein
therecruitmentspaceand will hopefully
actasacatalystforotherstofollow.
Thereisnodoubtthatthe comingyear
will seeahostofforward-thinking
marketersbuilding onand generating
some groundbreakingwork - creative,
highlyefficient, targeted, business
case-focused andfully cognisantofthe
social mediaopportunity. Asawise
marketeroncesaid, ‘Outoftheashes
comesforth sweetness’.
FILLONELINE

CAREQF THE COMMUNITY

Mark’s 10 Commandments of Marketing

1_ Ifyou’rebuildinga
community, work
throughtheplan
end-to-endtoestablish
your ongoing strategy for
maintainingthe
relationship.

2_ Definedigitalbrand
assetsandinformation
thatyoucantradeonline.

3_ Networkwithother
marketersandwatch
carefullywhattheyare
doing.

4_ Calculateyourrisksbut
don’tletthemoutweigh
yourinitiatives.

5_ Workwithgreat
suppliers, work to
generateideasfromall of
themandtakealeadin
synthesisingthebest.

6_ Watchonlinebehaviour,
studyallavailable
researchlistento
industryexpertsand
work outhowtoshare
externalknowledge.

7_ Whipupsomereal
enthusiasmforyour
onlinestrategiesandsell
upwardswhattheycando
forbusinessgrowth.And
don’tforgettodeliver.

8_ Thinkaboutintegration
ofthe consumers
experience - notjustthe
thoughtorthebrandbuta
seamless consumer
experienceofreal,honest
authenticityateach ofthe
keybrandtouchpoints.

9_ Onlinecommunitiesarea
huge captivebrand
research sample waiting
tohappen.

10_ Enterawardswithyour
work.Itdoesgreatthings
foryourbrand,both
personallyand
corporately.




